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WELCOME TO OFA 

INTRODUCTION 
This manual is written for Community Organizers, �™�Š�‘�� �ƒ�”�‡�� �…�”�‹�–�‹�…�ƒ�Ž�� �–�‘�� ���”�‰�ƒ�•�‹�œ�‹�•�‰�� �ˆ�‘�”�� ���•�‡�”�‹�…�ƒ�ï�•�� �•�—�…�…�‡�•�•��
across the country.  As a Community Organizer, you hold one of the most important roles in our entire 
organization. You are the eyes and ears of the Organizing for America in your community.  You embody our 
mission and principles, and you are key leaders in our effort to help citizens in every corner of the country 
bring reform to Washington and change to their communities. 

���Š�‹�•�� �•�ƒ�•�—�ƒ�Ž�� �‹�•�� �›�‘�—�”�� �‰�—�‹�†�‡�� �–�‘�� ���	���ï�•�� �•�‹�•�•�‹�‘�•�á�� �’�”�‹�•�…�‹�’�Ž�‡�•�á�� �‰�‘�ƒ�Ž�•�� �¬�� �’�”�‹�‘�”�‹�–�‹�‡�•�á�� �‘�”�‰�ƒ�•�‹�œ�ƒ�–�‹�‘�•�ƒ�Ž�� �•�–�”�—�…�–�—�”�‡�á�� �ƒ�•�†��
tools.   It also includes helpful tips and information for organizing in your state. 

���‡�� �Š�‘�’�‡�� �›�‘�—�ï�Ž�Ž�� �”�‡�ƒ�†�� �–�Š�‹�•�� �•�ƒ�•�—�ƒ�Ž�� �ƒ�•�†�� �”�‡�ˆ�‡�”�‡�•�…�‡���‹�–�� �ƒs often as you need to, as we turn the focus of all that 
�™�‡�ï�˜�‡���„�—�‹�Ž�–���–�‘�‰�‡�–�Š�‡�”���‘�•�–�‘���–�Š�‡���t�r�s�r���•�‹�†�–�‡�”�•���‡�Ž�‡�…�–�‹�‘�•�•�ä�����‡�ï�˜�‡���ƒ�Ž�”�‡�ƒ�†�›���ƒ�…�…�‘�•�’�Ž�‹�•�Š�‡�†���•�‘���•�—�…�Š���–�‘�‰�‡�–�Š�‡�”- and 
we are just getting started. 

LOOKING FORWARD: OFA AND THE 2010 MIDTERM ELECTIONS 
As we move into the 2010 general election season, Organizing for America will be continuing to support its 
�–�™�‘�� �•�ƒ�‹�•�� �‘�„�Œ�‡�…�–�‹�˜�‡�•�� �‘�ˆ�� �•�—�’�’�‘�”�–�‹�•�‰�� �–�Š�‡�� ���”�‡�•�‹�†�‡�•�–�ï�•�� �ƒ�‰�‡�•�†�ƒ�� �™�Š�‹�Ž�‡�� �„�—�‹�Ž�†�‹�•�‰�� �ƒ�� �Ž�ƒ�•�–�‹�•�‰�� �‰�”�ƒ�•�•�”�‘�‘�–�•�� �•�‘�˜�‡�•�‡�•�–��
through supporting allies of the President in the 2010 midterms.  
 
The decision to move the organization in this direction is one that was arrived at in close contact with 
���	���ï�•���˜�‘�Ž�—�•�–�‡�‡�”�•���ƒ�•�†���•�—�’�’�‘�”�–�‡�”�•�ä���
�—�•�–���ƒ�•���‹�•���t�r�r�z�á���™�Š�‡�•��the Obama campaign surveyed supporters after the 
Presidential election to find out the direction our volunteers wanted to go in, OFA again surveyed its 
members to get input on what people wanted out focus to be in 2010. OFA members expressed a desire to 
be involved in the 2010 elections, to elect the allies that will help the President achieve the key legislative 
goals that he was elected to achieve, but perhaps most importantly, to accomplish this specifically through 
targeting the millions of voters who participated in the democratic process for the first time in 2008 (In 
this manual th�‡�›���™�‹�Ž�Ž���„�‡���”�‡�ˆ�‡�”�”�‡�†���–�‘���ˆ�”�‘�•���Š�‡�”�‡���‘�•���‘�—�–���ƒ�•���ò�	�‹�”�•�–-���‹�•�‡�����‘�–�‡�”�•�ó���ä 
 
The idea behind it is that focusing on engaging first time voters will be a win on multiple fronts: 
 

�‡ First Time 2008 Voters got involved primarily because they were moved by President Obama 
�‡ ���	���ï�•���—�•�‹�“�—�‡���…�‘�•�•�‡�…�–�‹�‘�•���–�‘���–�Š�‡�����”�‡�•�‹�†�‡�•�–���™�‹�Ž�Ž���Š�‡�Ž�’���—�•���…�‘�•�•�‡�…�–���ƒ�•�†���”�‡�•�‘�•�ƒ�–�‡���™�‹�–�Š���–�Š�‡�•���‹�•���ƒ���™�ƒ�›���–�Š�ƒ�–��

no one else will be able to 
�‡ First Time Voters from a Presidential year typically do not turn out for Democrats at a high rate 

during the midterm elections 
�‡ Once a voter participates in a midterm election, it makes them considerably more likely to 

participate in future midterm elections, much more so than just participating in a Presidential 
election 
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If OFA is successful at re-engaging these voters that turned out in such large numbers in 2008, and is able 
�–�‘���†�”�ƒ�™���–�Š�‡���…�‘�•�•�‡�…�–�‹�‘�•���„�‡�–�™�‡�‡�•���‡�Ž�‡�…�–�‹�•�‰���ƒ�Ž�Ž�‹�‡�•���‘�ˆ���–�Š�‡�����”�‡�•�‹�†�‡�•�–���™�‹�–�Š���–�Š�‡�����”�‡�•�‹�†�‡�•�–�ï�•���ƒ�‰�‡�•�†�ƒ���ƒ�…�–�—�ƒ�Ž�Ž�›���…�‘�•�‹�•�‰��
to fruition, we will not only be able to change a substantial number of electoral outcomes across the 
country, but also will be dramatically changing the electorate for years to come, with millions of youth, 
African American, and Latino voters- traditionally underrepresented constituencies in our electoral 
process- becoming voters who participate in every election. 

OFA 2010 ELECTORAL TIMELINE 
CAPACITY BUILDING (FEB.-JUNE) 

Capacity building is the first and arguably most important phase of building a successful electoral 
�‰�”�ƒ�•�•�”�‘�‘�–�•���‘�”�‰�ƒ�•�‹�œ�ƒ�–�‹�‘�•�ä�����–���†�‘�‡�•�•�ï�–���ƒ�Ž�™�ƒ�›�•���…�‘�•�‡���™�‹�–�Š���–�Š�‡���•�ƒ�•�‡���ƒ�†�”�‡�•�ƒ�Ž�‹�•�‡���”�—�•�Š���‘�ˆ���–�Š�‡���ˆ�‹nal days of an 
election, but requires the same sense of urgency. It is the period of time where the focus is solely placed on 
the recruitment, testing, training, and development of our volunteer leaders so that we have fully fleshed-
out, experienced, seasoned Neighborhood Teams ready to go when Election Day gets close, and things heat 
up quickly.  
  
���•�‡���‹�•�’�‘�”�–�ƒ�•�–���•�‘�–�‡���‹�•���–�Š�ƒ�–���™�Š�‡�•���–�Š�‡�����ƒ�’�ƒ�…�‹�–�›�����—�‹�Ž�†�‹�•�‰���’�Š�ƒ�•�‡���‘�ˆ���ƒ���…�ƒ�•�’�ƒ�‹�‰�•���‡�•�†�•�á���‹�–���†�‘�‡�•�•�ï�–���•�‡�ƒ�•���–�Š�ƒ�–���ƒ�•�›��
of the activities that were happening during that phase totally stop, it just means that in the new phases 
those things will have to happen simultaneously along with other things. Much of the strategies and tactics 
�†�‹�•�…�—�•�•�‡�†���‹�•���–�Š�‡���•�‡�…�–�‹�‘�•���‘�ˆ���–�Š�‹�•���•�ƒ�•�—�ƒ�Ž���‘�•���ò���‡�ƒ�•�����—�‹�Ž�†�‹�•�‰�ó���…�ƒ�•���ƒ�’�’�Ž�›���–�‘���–�Š�‡���…�‘�•�…�‡�’�–���‘�ˆ���ò���ƒ�’�ƒ�…�‹�–�› ���—�‹�Ž�†�‹�•�‰�ó�ä��
They are one and the same- we build volunteer capacity through building teams of volunteers. 
Many of the Capacity Building tactics for Community Organizers (COs) are going to be spelled out later in 
�–�Š�‹�•���•�ƒ�•�—�ƒ�Ž�����’�”�‹�•�ƒ�”�‹�Ž�›���‹�•���–�Š�‡���ò���‡�ƒ�•�����—�‹�Ž�†�‹�•�‰�ó section), but here is a quick summation of the types of 
activities that COs should be focused on when looking to build volunteer capacity: 
 

�‡ House Meetings 
�‡ 1-on-1s 
�‡ Organizational Meetings/Strategy Sessions 
�‡ Issue-Based Earned Media Events 
�‡ Trainings at all levels 

Capacity building also allows an organization to get as much as possible in place before many of the voters 
it targets actually start paying attention to the elections coming up. For instance, talking to First Time 2008 
voters about the specific race�•���…�‘�•�‹�•�‰���—�’���‹�•���–�Š�‡���‰�‡�•�‡�”�ƒ�Ž���‡�Ž�‡�…�–�‹�‘�•�á���™�Š�‡�•���‹�–�ï�•���‘�•�Ž�›���	�‡�„�”�—�ƒ�”�›���‹�•���‰�‘�‹�•�‰���–�‘���„�‡���‘�•�Ž�›��
�•�ƒ�”�‰�‹�•�ƒ�Ž�Ž�›���‡�ˆ�ˆ�‡�…�–�‹�˜�‡�á���•�‹�•�…�‡���•�‘�•�–���’�‡�‘�’�Ž�‡���™�‘�•�ï�–���„�‡���’�ƒ�›�‹�•�‰���•�—�…�Š���ƒ�–�–�‡�•�–�‹�‘�•���›�‡�–�ä�����—�–���‹�ˆ���–�Š�‘�•�‡���‡�ƒ�”�Ž�›���•�‘�•�–�Š�•���ƒ�”�‡��
instead used to recruit, test, train, and develop large Neighborhood Teams, undecided voters will all have a 
friendly neighbor from OFA show up at their door in the fall, with polling place and candidate information. 
This will only happen thanks to the hard work that will be done during the Capacity Building phase. 
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VOTER CONTACT (JUNE-SEPTEMBER) 
Once the capacity building phase ends, but prior to Early Vote and GOTV, OFA Neighborhood Teams will be 
focusing primarily on one mission: having as many high quality conversations with First Time 2008 voters 
as possible, spreading �–�Š�‡�����”�‡�•�‹�†�‡�•�–�ï�•���•�‡�•�•�ƒ�‰�‡���ƒ�•�†���•�ƒ�•�‹�•�‰���•�—�”�‡���–�Š�ƒ�–���’�‡�‘�’�Ž�‡���•�‡�‡���–�Š�‡���†�‹�”�‡�…�–���Ž�‹�•�•���„�‡�–�™�‡�‡�•���–�Š�‡��
change they voted for in 2008 coming to fruition and voting in 2010.  Nothing moves voters to the polls 
more effectively than direct voter contact, from a live person in the same community who knows the issues, 
shares their values, and can help people gain access to all the information they need to make an informed 
vote.  These contacts are more than just asking someone who they support, or urging someone to vote- they 
are a conversation, that involves both sharing and listening.  

���	���ï�•���	�‹�”�•�–�����‹�•�‡�����‘�–�‡�”���…�‘�•�–�ƒ�…�–���’�”�‘�‰�”�ƒ�•���™�‹�Ž�Ž���ˆ�‘�…�—�•���‘�•���ƒ���Ž�ƒ�”�‰�‡���‰�”�‘�—�’���‘�ˆ���˜�‘�–�‡�”�•���™�Š�‘���”�‡�‰�‹�•�–�‡�”�‡�†���ƒ�ˆ�–�‡�”���t�r�r�x�á���ƒ�•�†��
voted for the first time in 2008. They will be largely supporters of the President, and many will have 
participated for the first time specifically because they were moved to by the President. The challenge will 
be in that First Time Voters from Presidential years do not typically turn out at high rates in midterm 
elections.  This is where repeated quality contacts and voter education comes in.   

Our First Time Voter program, just like the voter contact that the Obama campaign used in 2008, is 
predicated on the ability of our Neighborhood Teams to build relationships with voters through neighbor-
to-neighbor, peer-to-peer contact.  While different messages are used in communicating with different 
constituencies in different parts of the country, the following tactics, and the philosophy behind them, 
remain the same: 

�x Direct, live, targeted contact  persuades and motivates voters more effectively than recorded or 
automated contacts. 

�x Neighbors  most effectively persuade and motivate their neighbors.   
�x Well-trained volunteers  perform high quality voter contact, and well-trained volunteer team 

leaders lead these voter contact activities. 
�x Repeated contacts build trust between the campaign and the voter, and ensure that the key 

information has been retained.  
 

For the different methods used for First Time Voter contact, and the strategies and tactics behind using them 
�•�‘�•�–���‡�ˆ�ˆ�‡�…�–�‹�˜�‡�Ž�›�á���’�Ž�‡�ƒ�•�‡���•�‡�‡���–�Š�‡���ò���”�‰�ƒ�•�‹�œ�‹�•�‰�����‘�‘�Ž�•�ó���•�‡�…�–�‹�‘�•�ä 

 

EARLY VOTE (OCTOBER-ONLY APPLICABLE TO EARLY VOTE STATES) 
Early Voting is a process that exists at some level in most of the states in the US. While Early Voting 
programs take many different forms around the country, the basic concept is that it allows for voters to 
vote in advance of Election Day, during a period of time that usually amounts to around 2-3 weeks.  At least 
one-�–�Š�‹�”�†���‘�ˆ���–�Š�‡���…�‘�—�•�–�”�›�ï�•�����‰�‡�•�‡�”�ƒ�Ž���‡�Ž�‡�…�–�‹�‘�•���„�ƒ�Ž�Ž�‘�–�•���™�‡�”�‡���…�ƒ�•�– before Election Day in 2008 (in some states, 
like Nevada, close to half of all voters vote early), and that number  will only grow in the years to come as 
more and more states begin to use Early Voting as part of their services available to voters.  As a CO, if you 
are in a state that has Early Voting, you will want to become very, very familiar with the Early Vote 
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program in your state, and work closely with your OFA staff contact to develop strategies and tactics to 
drive as many of our First Time 2008 Voters as possible to the polls during this period. 

 
Early Vote programs favor campaigns that have strong, on-the-ground organizations that can educate and 
mobilize around the program. Programs implemented in many battleground states played a critical role in 
���ƒ�”�ƒ�…�•�����„�ƒ�•�ƒ�ï�•���˜�‹�…�–�‘�”�›���‹�•���–�Š�‡���t�r�r�z���
�‡�•�‡�”�ƒ�Ž�����Ž�‡�…�–�‹�‘�•�ä�������•���•�‘�•�‡���t�r�r�z���„�ƒ�–�–�Ž�‡�‰�”�‘�—�•�†���•�–�ƒ�–�‡�•�á�����‡�•�‘�…�”�ƒ�–�•���•�ƒ�†�‡��
such significant gains during the Early Vote period that even though the McCain campaign had a strong 
���Ž�‡�…�–�‹�‘�•�� ���ƒ�›�� �•�Š�‘�™�‹�•�‰�á�� �‹�–�� �•�–�‹�Ž�Ž�� �™�ƒ�•�•�ï�–�� �‡�•�‘�—�‰�Š�ä�� �� ��uccessful Early Vote programs, in the states where Early 
Voting exists, will be absolutely critical to pulling off some of the close victories that we will have to pull off 
in 2010. 

 

Advantages That Early Vote Provides: 

 

�x Makes Voting Accessible.  In some states, Early Vote rules may make voting early easier and more 
accessible than Election Day voting.  For example, registered voters in Denver County could vote 
early at any of 13 Early Vote locations in the county.  On Election Day itself, they could vote only at 
their designated precinct polling location. Additionally, for voters who have disabilities, being able 
to vote early at multiple different locations or being able to vote by mail greatly eases the burden of 
getting to vote as opposed to just voting on Election Day. 

�x Gives 1st Time Voters Multiple Opportunities To Vote: First Time Voters tend to be less reliable 
voters than those who regularly participate in midterm elections. By having multiple days where 
people can vote, the odds that a voter finds the time and prioritizes voting enough to do it increases 
substantially. 

�x Helps Prepare and Simulate GOTV.  Neighborhood teams can use the Early Vote period to 
prepare for and simulate GOTV in a way that no training can duplicate. 

�x Frees Up Neighborhood Team Members For Election Day.   Early Vote provides neighborhood 
team members and other volunteers an opportunity to vote before Election Day, thereby freeing 
them to run a staging location or knock doors on Election Day.  

 

Explaining Early Vote 

Despite the fact that the number of voters who are voting Early is rising nationwide, there are still going to 
�„�‡���Ž�‘�–�•���‘�ˆ���˜�‘�–�‡�”�•���‹�•���‡�˜�‡�”�›���•�–�ƒ�–�‡���–�Š�ƒ�–���Š�ƒ�•���ƒ�•�����ƒ�”�Ž�›�����‘�–�‡���’�”�‘�‰�”�ƒ�•���™�Š�‘���™�‘�•�ï�–���„�‡���ˆ�ƒ�•�‹�Ž�‹�ƒ�”���™�‹�–�Š���–�Š�‡���’�”�‘�…�‡�•�•�á���ƒ�•�†��
may not even trust the process initially. The ability to help people overcome this apprehension will be 
critical to achieving the type of First Time Voter Early Vote turnout that is needed. 

�x Thoroughly explain the process through every voter contact we make.   We will need to make 
every first time voter we talk to as familiar with the process of Early Voting as possible. As voters 
become more familiar with the process, any sort of mistrust or apprehension of the process. The 
bottom line message should always reiterate that voting early is easy. Further, the significance of a 
clear and consistent message mentioned above in regards to early vote is immensely important to 
combat this problem.    
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�x Earned media events  that can help to spread the word, especially with local community leaders, 
can be very helpful. For instance, organizing a march to the Early Vote polls that has a large group 
of supporters being led by a local community leader or elected official is a great way to generate 
some local press, which can help to both educate about what Early Vote is, while also creating a 
local buzz around the issue. 

 

Best Practices for boosting Early Vote Turnout through Neighborhood Team organizing: 

�x Target 1 st Time Voters.   Just like with voter registration, events promoting Early Vote should be 
held where our first time voters are, to ensure that the message about the importance of voting 
early is hitting as many of the right people as possible. 

�x Existing Community Events.   ���˜�‡�•�–�•���†�‘�•�ï�–���Œ�—�•�–���Š�ƒ�˜�‡���–�‘���„�‡���…�”�‡�ƒ�–�‡�†���‘�—�–���‘�ˆ���–�Š�‹�•���ƒ�‹�”���–�‘���’�”�‘�•�‘�–�‡�����ƒ�”�Ž�›��
Vote- having a presence at existing community events that are going to have lots of 1st time voters 
at them can be incredibly valuable. The closer to an actual Early Vote site, and the more they are 
happening during actual Early Vote hours, the better.   

�x Plan events near Early Vote sites at peak hours- Holding events that can bring people out and 
get them to hear what we have to say and read what we have for them to read, and can then point 
people in the direction of an Early Vote site that is close by and open for business is a sure fire way 
to boost participation at Early Vote locations 

 
 
 

GOTV (OCTOBER-ELECTION DAY) 

OVERVIEW 
GOTV (aka Get Out The Vote), is the name for the efforts that take place on the final four days of the 
campaign, including Election Day. These efforts focus solely on turning out the number of voters needed to 
get a campaign or candidate to the highest possible number of votes.  
GOTV is the most intense four days of the campaign, but in some ways it is very simple- there are only two 
jobs that a CO will have during GOTV: 

a) Getting all of the walk packets out, in the hands of volunteers who walk and return them in a timely 
fashion 

b) Making sure that all logistics are in place to facilitate a huge number of canvassers, from staging 
locations to reporting structures to packet assembly to canvass training to food delivery to rides to 
polls hotline numbers, and much more 

While these tasks are all fairly straight forward, the sheer volume of what needs to be done, plus the speed 
and efficiency with which it all needs to happen, will quickly become overwhelming without a strong 
volunteer structure that can divide up labor and take ownership over each of the different tasks. This is 
why we say that when it comes to electoral organizing, everything we do, should be done with GOTV in 
mind. 
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THE IDEAL GOTV VOTER 
In the final four days of GOTV, we will be focusing our voter contact efforts on a select (yet still very large) 
group of voters: Voters who have a strong likelihood to support our candidate(s), and have the strongest 
possible likelihood to vote because of the voter contact that we engage in for the final push. To clarify, the 
following groups of voters are voters who, with a very limited amount of time remaining before the election 
is over, are not  a good use of time to engage: 

�x Voters who are likely to support our candidate and who are likely to vote 
�x Voters who are very unlikely to vote at all 
�x Voters who are very unlikely to support our candidate 

The ideal GOTV voter to talk to would be someone who has a strong likelihood to support our candidate (or 
has been previously identified as doing so), and is of course a voter who registered after 2006, and voted 
for the first time in 2008. This is someone who is likely to be a vote for our candidate, has at some point in 
the last few years made voting a high enough priority to do it, but might not do it without some 
encouragement and perhaps additional voting information from a local volunteer in his/her neighborhood 
during the final days. There will be hundreds of thousands of these voters in every state in the 2010 cycle, 
and all of our GOTV canvass operations will be focused on finding every last one, and giving them the face 
to face personal touch that is needed to ensure that those voters will turn out on Election Day. 
 
GOTV STRUCTURE 
In order to accommodate the huge number of volunteers that will be working during the final four days, to 
reach the huge number of voters that need to be reached, and to make sure that it is all happening 
efficiently and without error, there is lot of infrastructure that needs to be put in place for each CO region. 
Here is a sample flow chart that shows the different roles that volunteers within your CO turf can take 
during GOTV: 

 
 



 
A Special Project of the DNC 

 

10 
 

 
PRINTED IN HOUSE 

 

STAGING LOCATION DIRECTOR 

The Staging Location Director (SLD) carries responsibility for all GOTV activities run through the staging 
�Ž�‘�…�ƒ�–�‹�‘�•�ä�������‡���‘�”���•�Š�‡���‹�•���–�Š�‡���•�–�ƒ�‰�‹�•�‰���Ž�‘�…�ƒ�–�‹�‘�•�ï�•���‘�•�Ž�›���’�‘�‹�•�–���‘�ˆ���…�‘�•�–�ƒ�…�–���‹�•���–�Š�‡���…�Š�ƒ�‹�•���‘�ˆ���…�‘�•�•�ƒ�•�†.  

The Staging Location Director manages volunteers who help lead voter contact activities (Phone Bank 
Director, Canvass Director), logistical support activities (Comfort Director), and polling place activities 
(Polling Place Director).  Even though GOTV plans vary by state, they all involve a volunteer structure that 
includes these three activities.  Community Organizers in some states will undoubtedly be playing the role 
of Staging Location Director themselves, but in many other situations the COs will be responsible for 
finding the volunteer leaders that are the right fit for each position (including the SLD) and ensuring that 
they are trained.   

CANVASS DIRECTOR 

The Canvass Director manages the canvass operation for his or her staging location.  Canvass Directors 
ensure that all canvass packets are prepared with the right literature/door hangers and that all canvassers 
are trained.  They remain in the Staging Location and report to the Staging Location Director.  They stay in 
constant contact with any Canvass Captains who are out in the field leading canvass teams.  Canvass 
Directors redeploy canvass teams only after receiving instructions from the Staging Location Director. 

PHONE BANK DIRECTOR 

The Phone Bank Director leads all phone banking at the staging location or at any off-site phone bank.  
Phone Bank Directors train callers and keep call sheets organized and updated as needed.  If they oversee 
multiple phone banks, Phone Bank Directors will manage Phone Bank Captains who report to them.  Phone 
Bank Directors report directly to the Staging Location Director. 

POLLING PLACE DIRECTOR 

The Polling Place Director leads all activity related to the polling place.  Polling Place Directors recruit and 
manage volunteers who pull voting counts and respond to long lines.  Line management is very important 
in high-Democratic performing, youth, and African-American areas.  Staging Location Directors must have a 
clear idea of what is happening at all the polling locations in order to quickly relay legal and line problems 
up the chain.  The Polling Place Director reports directly to the Staging Location Director. 

COMFORT CAPTAIN 

The Comfort Captain ensures that all volunteers are fed and hydrated on Election Day.  Comfort Captains 
help recruit donations and distribute food and water/coffee to canvassers and phone bankers.  They also 
help distribute comfort items (food, ponchos, etc.) to polling places with long lines in order to prevent 
people from leaving their polling place.  They report directly to the Staging Location Director. 

 

This structure is flexible based upon the volunteer structure already in place (CO-NTL-NTM).  Any effective 
volunteer structure converts directly to the Staging Location Team during the GOTV phase.  Train volunteer 
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teams from the beginning about the GOTV structure.  This early training enables the teams to adequately 
prepare for the GOTV transition and to realize that they are practicing for these roles every day leading up 
to GOTV. 

 

���ˆ�� �‹�–�ï�•�� �Š�‡�Ž�’�ˆ�—�Ž�á�� �–�”�›�� �˜�‹�•�—�ƒ�Ž�‹�œ�‹�•�‰�� �ƒ�� �
�������� �˜�‘�Ž�—�•�–�‡�‡�”�� �•�–�”�—�…�–�—�”�‡�� �‹�•�� �–�‡�”�•�•�� �•�‹�•�‹�Ž�ƒ�”�� �–�‘�� �–�Š�ƒ�–�� �‘�ˆ���‘�—�”�� ����-NTL-NTM 
snowflake, like this: 
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C

PB
C

MC
T
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T
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C
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CL

PPD

GOTV Snowflake

36

 

Key: SLD = Staging Location Director, CD = Canvass Director, CL = Canvass Lead, PBD = Phone Bank 
Director, PBC = Phone Bank Captain, CC = Comfort Captain, MCT = Mobile Comfort Team, PPD= 
Polling Place Director, TR = Turnout Reporter 

* Note on this snowflake that there are significantly more Canvass Leads and Phone Bank Captains than there 
are Mobile Comfort Team members and Turnout Reporters. This is intentional, as only a handful of people are 
needed to fill the roles related to polling place monitoring and comfort roles, but there can never be enough 
canvassers and callers.  
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KEEPING PEOPLE FOCUSED 
During GOTV, people will have many different tactics and methods that they are used to doing every time, 
and some of these tactics will be very different from what you and your team are focused on. Activities like 
putting up large quantities of yard signs, focusing huge amounts of effort on a rides to polls program, and 
�ò�™�‘�”�•�‹�•�‰���–�Š�‡���’�‘�Ž�Ž�•�ó�����’�ƒ�•�•�‹�•�‰���‘�—�–���Ž�‹�–�‡�”�ƒ�–�—�”�‡���ƒ�–���’�‘�Ž�Ž�‹�•�‰���•�‹�–�‡�•���á���ƒ�”�‡���ƒ�Ž�Ž���‡�šamples of activities that some of the 
people around us will decide to focus on during GOTV that differ from our area of focus. We must not 
allow our volunteer team members to be distracted by this. 
 
 The most effective thing that any one volunteer can do for the campaign- by far �� is to have as many face to 
face conversations with our targeted voters as possible, where we not only ensure that our targeted voters 
have all of the information they need about where/when/how to vote, but also have secured a verbal 
commitment from those voters to actually go and vote on Election Day. No amount of yard signs can equal 
�–�Š�‡���‡�ˆ�ˆ�‡�…�–�‹�˜�‡�•�‡�•�•���‘�ˆ���–�Š�ƒ�–�á���ƒ�•�†���™�‡���•�—�•�–���•�‡�‡�’���‡�˜�‡�”�›�‘�•�‡�ï�•���‡�›�‡���‘�•���–�Š�‡���’�”�‹�œ�‡���‹�•���–�Š�‹�•���•�ƒ�–�–�‡�”�ä�����•���ƒ�������á���ƒ�•�†���ƒ���Ž�‡�ƒ�†�‡�”��
in your community, you will often find yourself having to sell this concept to people time and time again, 
and your ability to do so will be essential to keeping people focused and streamlined in their efforts 
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BUILDING TEAMS 
TO WIN 
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OFA ORGANIZING PRINCIPLES 

�������������������������ã���ò���������������ä���������������ä���������������ä�ó   
�òRespect, Empower, Include �ó���‹�•���–�Š�‡���•�ƒ�•�–�”�ƒ���ˆ�‘�”�����”�‰�ƒ�•�‹�œ�‹�•�‰���ˆ�‘�”�����•�‡�”�‹�…�ƒ�ä���� 

���‡�� �•�—�•�–�� �Ž�‹�˜�‡�� �ò���‡�•�’�‡�…�–�ä�� ���•�’�‘�™�‡�”�ä�� ���•�…�Ž�—�†�‡�ä�ó on a daily basis. As Community Organizers and volunteer 
leaders, you will set the tone for other OFA volunteers in your communities.  

 �òRespect�ó�� �•�‡�ƒ�•�•�� �–�ƒ�•�‹�•�‰�� �–�Š�‡�� �‡�š�’�‡�”�‹�‡�•�…�‡�•�á�� �•�•�‘�™�Ž�‡�†�‰�‡�á�� �ƒ�•�†�� �•�•�‹�Ž�Ž�•�� �‘�ˆ�� �‡�ƒ�…�Š�� �˜�‘�Ž�—�•�–�‡�‡�”�� �•�‡�”�‹�‘�—�•�Ž�›�ä�� ���–�� �•�‡�ƒ�•�•��
respect for ourselves, our fellow volunteers, and the larger community.  It means showing respect for 
citizens who disagree with our beliefs in the same way we respect our greatest advocates.  

 �òInclusion �ó�� �•�‡�ƒ�•�•�� �‹�•�…�‘�”�’�‘�”�ƒ�–�‹�•�‰�� �˜�‘�Ž�—�•�–�‡�‡�”�•�ï�� �‡�š�’�‡�”�‹�‡�•�…�‡�� �ƒ�•�†�� �•�•�‘�™�Ž�‡�†�‰�‡�� �‹�•�–�‘�� �‘�—�”�� �†�‡�…�‹�•�‹�‘�•-making, and 
striving to include all supporters in the work of our organization, in the most empowering and effective 
ways possible.  

 �òEmpowerment �ó���”�‡�“�—�‹�”�‡�•���…�”�‡�ƒ�–�‹�•�‰���ƒ���•�–�”�—�…�–�—�”�‡���–�Š�ƒ�–���ƒ�Ž�Ž�‘�™�•���ƒ�Ž�Ž���˜�‘�Ž�—�•�–�‡�‡�”���Ž�‡�ƒ�†�‡�”�•���–�‘���‘�™�•���ƒ���Ž�‹�–�–�Ž�‡���’�‹�‡�…�‡���‘�ˆ���–�Š�‡��
organization. We must go beyond simply assigning tasks to volunteers.  Instead we want to invest in our 
volunteers and give them real ownership.  In exchange for that ownership, we will hold them, each other, 
and ourselves accountable to shared goals and expectations. 

SIX PRINCIPLES THAT GUIDE OFA ORGANIZING 

1.  A COMMITMENT TO LEADERSHIP DEVELOPMENT, AT ALL LEVELS.   

Organizing for America is committed to providing Community Organizers and other volunteer leaders with 
numerous training opportunities that increase their capacity as organizers.  

Community Organizers will serve as leaders in their community and will be the direct line of contact to 
Neighborhood Team Leaders.  Community Organizers should strive to develop leadership amongst 
Neighborhood Team Leaders and within the neighborhood teams they are working with.  

2. METRICS-BASED AND GOAL-FOCUSED- PUNCTUATED WITH CELEBRATION & 
ACKNOWLEDGEMENT.   

Our field program will be grounded in ambitious but attainable goals for our staff, Community Organizers, 
and Neighborhood Teams.   Consistent and thorough reporting is key to our success.  

All goals have meaning and value.  Every member of the team must understand how the goals for which 
�–�Š�‡�›�ï�”�‡���”�‡�•�’�‘�•�•�‹�„�Ž�‡���ˆ�‹�–���‹�•�–�‘���–�Š�‡���‘�”�‰�ƒ�•�‹�œ�ƒ�–�‹�‘�•�ï�•���„�”�‘�ƒ�†�‡�”���•�–�”�ƒ�–�‡�‰�›���ƒ�•�†���’�—�”�’�‘�•�‡�ä 

All individual and campaign actions must be evaluated in light of how they contribute to the goals. 
Employ creative tactics that help achieve campaign goals.  Be creative, consider new ideas, share best 
practices and be flexible. 
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Set manageable goals and always provide a path to reach them.  If a goal is not reachable through 
incremental progress (daily, weekly, etc.), work with your staff to figure out a new goal or invest in 
resources to make it more attainable. 
 
Create an atmosphere that celebrates success, which will sustain the drive of all participants in the 
organization.  Every accomplishment, no matter how small, should be celebrated publicly and consistently.  

3.  BUILDING RELATIONSHIPS AND TEAMS IS ESSENTIAL TO DEVELOPING OUR ORGANIZATION.   

Relationships begin with sharing personal stories and explaining personal motivations for being involved 
with OFA.  Knowing why each of us is here keeps us motivated and gives us the basis to challenge ourselves 
and push others forward when there are challenges. We should strive to approach our goals as a team as 
opposed to individually.  Our grassroots campaign structure should foster team-building wherever 
possible.  Strong and effective relationships require the following: 

�x Face-to-face, neighbor-to-neighbor contact 
�x Active listening 
�x Routinely telling our personal stories to convey the unique motivation each of us brings to the table 

and to help motivate others 
�x Respecting and understanding the unique resources each partner contributes 
�x Transparency, trust, the ability to challenge, and the knowledge that one will also be challenged in 

return 
�x A focus on moving people into action to meet goals 
�x A commitment to professional and personal development, at all levels of the organization 
�x Most importantly, we will prioritize neighbor- to-neighbor contact.  The most effective 

conversations happen when a neighbor talks to a neighbor, or a peer talks to a peer.   

4. TRAINING, CONSISTENT EVALUATION, AND ACCOUNTABILITY AT ALL LEVELS. 

The strength of our movement depends on every link in the chain.  Strengthening each link requires 
thorough training, consistent and honest evaluation, and firm accountability of our organization.  
Therefore, listening and learning will be cornerstones of our culture.  To ensure this we must do the 
following: 

�x Encourage ongoing training and learning on a daily and weekly basis 
�x Facilitate the sharing of best practices with other Community Organizers, Summer Organizers, and 

amongst Neighborhood Teams and volunteers 
�x Ensure a clear structure and system for coaching and mentoring 

5. COMMITTED TO LEARNING ABOUT, ENGAGING, AND STRENGTHENING LOCAL COMMUNITIES. 

�x Diverse constituency groups in each area; 
�x Local and national issues that motivate and affect the community; 
�x Centers of grassroots and political power; 
�x Local challenges or issues that may add difficulty to our organizing goals; 
�x Local leaders and stakeholders who, properly engaged, will strengthen our ability to meet our goals. 
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Our organization will be as close to the ground as possible and develop a genuine presence in the 
community.  This decentralization of resources allows us to maximize our face-to-face organizing and 
community-based approach.   

6. LISTEN MORE THAN WE TALK. 

Value the opinions of all those involved in our organizing efforts- volunteers, supporters, and the larger 
community we are attempting to engage. 
We will always strive to empower citizens to have a voice in our organization and the political process as a 
whole.  
 
 

PRINCIPLES FOR EFFECTIVE ORGANIZING 

 
1. You are an Organizer. 
2. Stay positive. 
3. Think with your head: be driven by your heart. 
4. People will come to Organizing for America for President Obama. They will stay because of 

you. 
5. Empower yourself and others will be empowered. 
6. Respect your community and your coworkers. 
7. NEVER lie or mislead others.  
8. The phone is your greatest tool and your best friend. 
9. If it is not written down, it does not exist. 
10. Campaigns and organizing efforts are won when goals are met. 
11. Have goals.  Be accountable.  Make others accountable. 
12. �ò���‘�•�‡�ó���‹�•���•�‘�–���ƒ���•�—�•�„�‡�”�á���ò�•�‘�‘�•�ó���‹�•���•�‘�–���ƒ���–�‹�•�‡�ä�������•�Ž�›���Š�ƒ�”�†���•�—�•�„�‡�”�•���…�‘�—�•�–�ä 
13. Keep it simple. 
14. Listen actively. 
15. Time is the most valuable resource you have.  D�‘�•�ï�–���™�ƒ�•�–�‡���‹�–�ä 
16. Have a back-up plan for every situation. 
17. Look and act professional. You are representing President Obama in your community. 
18. ���Š�‡�•���›�‘�—�ï�”�‡���•�‘�–���™�‘�”�•�‹�•�‰�á���”�‡�•�‡�•�„�‡�”���–�Š�ƒ�–���–�Š�‡���‘�–�Š�‡�”���•�‹�†�‡���‹�•�ä 
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SNOWFLAKE MODEL OF LEADERSHIP 
One of your major responsibilities is to identify and recruit volunteer leaders.  But what type of leader 
should you be, and what are you looking for in others?  Sometimes we think the leader is the person 
everyone goes to, which ends up looking like this:   

 

 

 

 

 

 

 

 

 

 

But what �†�‘�‡�•���‹�–���ˆ�‡�‡�Ž���Ž�‹�•�‡���–�‘���„�‡���–�Š�‡���ò�Ž�‡�ƒ�†�‡�”�ó���‹�•���–�Š�‡���•�‹�†�†�Ž�‡�ë�������Š�ƒ�–���†�‘�‡�•���‹�–���ˆ�‡�‡�Ž���Ž�‹�•�‡���–�‘���„�‡���–�Š�‡���ƒ�”�”�‘�™���–�Š�ƒ�–���…�ƒ�•�ï�–��
�‰�‡�–���–�Š�”�‘�—�‰�Š�ë�������Š�ƒ�–���Š�ƒ�’�’�‡�•�•���‹�ˆ���–�Š�‡���ò�Ž�‡�ƒ�†�‡�”�ó���‹�•���–�Š�‡���•�‹�†�†�Ž�‡���†�”�‘�’�•���‘�—�–�ë 

���‘�•�‡�–�‹�•�‡�•���™�‡���‰�‘���–�‘���–�Š�‡���‘�–�Š�‡�”���‡�š�–�”�‡�•�‡���ƒ�•�†���–�Š�‹�•�•���™�‡���†�‘�•�ï�–���•�‡�‡�†���ƒ���ò�Ž�‡�ƒ�†�‡�”�á�ó���„�‡�…�ƒ�—�•�‡���™�‡��can all lead which 
looks like this: 

 

 

 

 

 

 

 

 

���‘�•�‡�–�‹�•�‡�•�� �–�Š�‹�•�� �™�‘�”�•�•�ä�� �� ���—�–�� �™�Š�‘�ï�•�� �”�‡�•�’�‘�•�•�‹�„�Ž�‡�� �ˆ�‘�”�� �…�‘�‘�”�†�‹�•�ƒ�–�‹�•�‰�� �‡�˜�‡�”�›�‘�•�‡�ë�� �� ���•�†�� �™�Š�‘�ï�•���”�‡�•�’�‘�•�•�‹�„�Ž�‡�� �ˆ�‘�”��
�’�—�•�Š�‹�•�‰���–�Š�‡���™�Š�‘�Ž�‡���‰�”�‘�—�’���ˆ�‘�”�™�ƒ�”�†���™�Š�‡�•���›�‘�—���…�ƒ�•�ï�–���”�‡�ƒ�…�Š���ƒ���†�‡�…�‹�•�‹�‘�•�ë�������Š�‘���–�ƒ�•�‡�•���—�Ž�–�‹�•�ƒ�–�‡���”�‡�•�’�‘�•�•�‹�„�‹�Ž�‹�–�›���ˆ�‘�”��
the outcome? 

At OFA, every CO is a leader and held accountable for the area they cover.  However, we also expect them to 
coordinate and empower others to take leadership, which requires delegating responsibility (rather than 
tasks) and holding others accountable for carrying out that responsibility.   
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���‘�Ž�—�•�–�‡�‡�”�•���‘�•���–�Š�‡���‰�”�‘�—�•�†���Š�ƒ�˜�‡���–�Š�‡���Ž�‘�…�ƒ�Ž���•�•�‘�™�Ž�‡�†�‰�‡���ƒ�•�†���”�‡�Ž�ƒ�–�‹�‘�•�•�Š�‹�’�•���›�‘�—���…�ƒ�•�ï�–���„�—�‹�Ž�†���‹�•���Œ�—�•�–���ƒ���ˆ�‡�™���™�‡�‡�•�•�ä��������
�‰�‘�‘�†���‘�”�‰�ƒ�•�‹�œ�‡�”�ï�•���Œ�‘�„���‹�•���–�‘���”�‡�ƒ�…�Š���‘�—�–���–�‘���–�Š�‡���Ž�‡�ƒ�†�‡�”�•���‹�•���–�Š�‡���…�‘�•�•�—�•�‹�–�›���™�Š�‘���…�ƒ�•���”�‡�…�”�—�‹�–���ƒ�•�†���…�‘�‘�”�†�‹�•�ƒ�–�‡ others 
well.  These leaders will be the backbone of your operation and you must be able to trust them to delegate 
responsibility to other dedicated reliable people, and to follow through on commitments.  You may be the 
leader in the middle, guiding volunteer efforts and being held accountable for outcomes, but you will be 
deeply reliant on your relationships with others for success. 

 

LEADERS 
 

Commit to winning 
 

Accept responsibility 
 

Build Relationships 
 

Give meaning to action 
 

Motivate others 
 

Strategize with others 
 

Delegate & empower 
 

Engage with others in specific, purposeful action 
 

Are held accountable and hold others accountable 
 

Value honesty 
 

Communicate clearly and consistently 
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OFA ORGANIZATIONAL CHART 
The Community Organizer is the central point of communication for staff.  They directly manage other 
volunteers and are the highest level of volunteer management. As you can see from the organizational chart 
below, this is the role that was played by the Field Organizer during the campaign.  Neighborhood Team 
Leaders, who report to these Community Organizers, hold the very important role of leading their 
Neighborhood Teams. 
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OFA VOLUNTEER LEADERS- ROLE DESCRIPTIONS  

 
Regional Lead 
Regional Leads are most commonly utilized in single staff states or states with very robust Community 
���”�‰�ƒ�•�‹�œ�‡�”���’�”�‘�‰�”�ƒ�•�•�ä�������•���•�–�ƒ�–�‡�•���™�Š�‡�”�‡���™�‡���Š�ƒ�˜�‡���–�Š�‡�•�á�����‡�‰�‹�‘�•�ƒ�Ž�����‡�ƒ�†�•���™�‘�”�•���†�‹�”�‡�…�–�Ž�›���™�‹�–�Š�����	���ï�•�����‡�‰�‹�‘�•�ƒ�Ž��
Field Directors, managing Community Organizers who then manage Neighborhood Team Leaders.  
���‡�‰�‹�‘�•�ƒ�Ž�����‡�ƒ�†�•���ƒ�”�‡���‘�ˆ�–�‡�•�����	���ï�•���•�‘�•�–���…�‘�•�•�‹�–�–�‡�†���˜�‘�Ž�—�•�–�‡�‡�”���Ž�‡�ƒ�†�‡�”�•�á���™�‘�”�•�‹�•�‰���•�‡�ƒ�”�Ž�›���ˆ�—�Ž�Ž-time and directly 
with state staff.  
A Regional Lead is responsible for: 

�x Working directly with OFA state staff to implement organizing plans for issue based and electoral 
campaigns 

�x Working with OFA state staff to recruit, train, manage and coach Community Organizers and serve 
as their point of contact 

�x Breaking down statewide goals for Community Organizers and Neighborhood Teams and holding 
them accountable to meeting goals  

�x Leading and implementing specific statewide projects when delegated by OFA staff  
�x Communicating with other Regional Leads and Community Organizers within their state and 

nationally- sharing resources, information and best practices with each other on a consistent basis 

 
Community Organizer  

Community Organizers serve as the main point of contact for Organizing for America Neighborhood Team 
���‡�ƒ�†�‡�”�•�ä�������•���ƒ���–�”�ƒ�‹�•�‡�†���Ž�‡�ƒ�†�‡�”���™�‹�–�Š���†�‹�”�‡�…�–���ƒ�…�…�‡�•�•���–�‘���–�Š�‡�����‡�‰�‹�‘�•�ƒ�Ž���	�‹�‡�Ž�†�����‹�”�‡�…�–�‘�”�á�������•���ƒ�”�‡���–�Š�‡���������ï�•���•�‘�—�”�…�‡���‘�ˆ��
guidance and information as they build and strengthen their neighborhood teams  

A Community Organizer, within their turf, is responsible for:  

�x Recruiting, training, and managing Neighborhood Team Leaders and serve as their point of contact 
�x Supervising the subsequent recruitment and training of volunteers beneath NTLs 
�x Building strong, cohesive teams within their respective turf committed to organizing around the 

���”�‡�•�‹�†�‡�•�–�ï�•���ƒ�‰�‡�•�†�ƒ���ƒ�•�†���‹�•�’�‘�”�–�ƒ�•�–���t�r�s�r���‡�Ž�‡�…�–�‘�”�ƒ�Ž���…�ƒ�•�’�ƒ�‹�‰�•�•�� 
�x Organizing and managing multiple events 
�x Holding NTLs accountable to goals set with Regional Field Directors 
�x Serving as the lead OFA representative in their respective turf for all organizing projects 
�x Communicating with other Community Organizers within their state and nationally- sharing 

resources, information and best practices with each other on a consistent basis  

���”�‰�ƒ�•�‹�œ�‹�•�‰���‡�ˆ�ˆ�‡�…�–�‹�˜�‡�Ž�›���ƒ�”�‘�—�•�†�����”�‡�•�‹�†�‡�•�–�����„�ƒ�•�ƒ�ï�•���’�”�‹�‘�”�‹�–�‹�‡�•���™�‹�–�Š�‹�•���–�Š�‡�‹�”���–�—�”�ˆ 

�x Activating NTLs and their teams to organize around issue based and electoral campaigns  
�x Supervising and managing all activities within their turf for issue based and electoral campaigns 
�x Communicating with Regional Field Director on a regular basis 
�x Participating in regular meetings, conversations and trainings with the Regional Field Director 

about particular issue�•���ƒ�•�†���ƒ�…�–�‹�˜�‹�–�›���™�‹�–�Š�‹�•���–�Š�‡�����‘�•�•�—�•�‹�–�›�����”�‰�ƒ�•�‹�œ�‡�”�ï�•���–�—�”�ˆ 
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�x Reporting metrics on particular campaigns and organization building on a regular basis 
�x Disseminating information from the Regional Field Director to the Neighborhood Team Leaders 
�x Breaking down goals to Neighborhood Team turf (i.e. voter contact and voter turnout goals) 
�x Training and coaching Neighborhood Team Leaders and Neighborhood Team Members to meet 

their goals  

 
Neighborhood Team Leader  

A Neighborhood Team Leader, within their turf, is responsible for: 

Building and managing the OFA organization within their neighborhood 
�x Recruiting and coordinating with Team Members and serving as their point of contact 
�x Building strong, cohesive teams within their respective turf committed to organizing around the 

Pres�‹�†�‡�•�–�ï�•���ƒ�‰�‡�•�†�ƒ���ƒ�•�†���‹�•�’�‘�”�–�ƒ�•�–���t�r�s�r���‡�Ž�‡�…�–�‘�”�ƒ�Ž���…�ƒ�•�’�ƒ�‹�‰�•�•�� 
�x Organizing events  
�x Keeping their Neighborhood team on track to reaching their goals set by the Regional Field 

Directors and Community Organizers  
�x Communicating with other Neighborhood Team Leaders within their region and state- sharing 

resources, information and best practices with each other  
 
���”�‰�ƒ�•�‹�œ�‹�•�‰���‡�ˆ�ˆ�‡�…�–�‹�˜�‡�Ž�›���ƒ�”�‘�—�•�†���–�Š�‡�����”�‡�•�‹�†�‡�•�–�ï�•���ƒ�‰�‡�•�†�ƒ���™�‹�–�Š�‹�•���–�Š�‡�‹�”���–�—�”�ˆ 

�x Activating their team to organize around issue based and electoral campaigns 
�x Sharing goals with Neighborhood Team Members and holding them accountable to results  
�x Communicating with Community Organizer on a regular basis 
�x Participating in regular meetings, conversations and trainings with the Community Organizer about 

particular issues and activity within the team turf 
�x Reporting metrics on particular campaigns and organization building on a regular basis 
�x Disseminating information to Team Members and active volunteers   

 
Neighborhood Team Member  
���‘�•�–���‘�ˆ�����	���ï�•���˜�‘�Ž�—�•�–�‡�‡�”�•���‘�•���–�Š�‡���‰�”�‘�—�•�†���ƒ�”�‡�����‡�‹�‰�Š�„�‘�”hood Team Members and it is critical that we 
continue to build our teams.  Neighborhood Team Members, in their turf, are responsible for:  
 
���”�‰�ƒ�•�‹�œ�‹�•�‰���‡�ˆ�ˆ�‡�…�–�‹�˜�‡�Ž�›���ƒ�”�‘�—�•�†���–�Š�‡�����”�‡�•�‹�†�‡�•�–�ï�•���ƒ�‰�‡�•�†�ƒ���™�‹�–�Š�‹�•���–�Š�‡�‹�”���–�—�”�ˆ 

�x ���‘�Ž�†�‹�•�‰���‘�”�‰�ƒ�•�‹�œ�‹�•�‰���‡�˜�‡�•�–�•���ƒ�”�‘�—�•�†�����	���ï�•���’�”�‹�‘�”�‹ty issue-based and electoral campaigns 
�x Hosting phonebanks, canvasses, voter registration drives and house meetings  
�x Doing direct voter contact activities (phonebanking, canvassing, voter registration) 
�x Communicating directly to Neighborhood Team Leader about goals and priorities  
�x Sharing resources, training and skills with other Neighborhood Team Members- within their own 

team and across the region and state  
�x Reporting metrics on particular campaigns and organization building on a regular basis 
�x Disseminating information to fellow team members and additional OFA volunteers 
�x Recruiting other volunteers to grow their Neighborhood Teams  



 
A Special Project of the DNC 

 

22 
 

 
PRINTED IN HOUSE 

 

WHY TEAMS? 

Building Neighborhood Teams requires substantial investment and commitment from all OFA staff and 
volunteer leaders.   It can take patience to see the quantitative benefits of building Neighborhood Teams 
but they have been proved to deliver results in the end. 
 

�‡ Staff Generated Voter Contact (staff spend all of their time making direct voter contact calls) 
�± 25,000  calls per week in May 
�± 25,000 calls in October  

 
�‡ Staff Volunteer Recruitment Contact (staff spend all of their time making volunteer recruitment 

calls, volunteers spend all of their time making voter contact calls ) 
�± 25,000 calls per week in May 
�± Generates 5000 contacts (at 20%) contact rate 
�± Yields 500 volunteers in May & 1000 volunteers in October 
�± 75,000 voter contact calls/ week in May  & 150,000 calls/week in October  

  
�‡ Building Neighborhood Teams (staff spend their time building teams) 

�± Staff investment in capacity building in April-June 
�± Potentially fewer calls in May 
�± Generates  15 team members in June and 30 team members in September 
�± If all team members make volunteer calls in June  

�‡ Yields 75,000 volunteer calls/week in June 
�‡ Yields 1500 additional volunteers  
�‡ Yields  225,000 voter contact calls/week in June  

�± If all team members and volunteers make voter contact calls in October  
�‡ Yields 900,000 voter contact calls/week in October  

 

Staff Voter Contact Generated in October 

8181A project of the DNC
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IDENTIFYING LEADERS AND LAUNCHING YOUR PROGRAM 

A constantly growing, relationship-driven volunteer structure is dependent on highly capable volunteer 
leaders.  A field program depends on their success. 

Many people will self-identify as leaders, but Community Organizers should look for those who will commit 
to action and follow through.  In an ideal world, potential volunteer leadership is identified through a series 
of tests and/or trainings.   

By testing potential volunteer leaders, volunteers are asked to invest time in the process before taking on a 
leadership role, and Community Organizers see they can depend on their leaders while learning their 
strengths and weaknesses.  While this takes time and makes recruitment more challenging than it might 
otherwise be, it is a worthwhile investment as you build strong, reliable leaders to build your program on.  

Leadership development and team building are two sides of the same coin.  A program that focuses entirely 
on identifying and training leaders will find itself teamless. Conversely, a program that does not put leaders 
to work early loses out on their talents during the team-building process.  A successful program strives to 
cultivate and train leadership while maintaining key team building metrics. 

Example Steps to Effective Team Building: 

1. Call through a list of prospect volunteers 

2. Schedule 1:1s with them �� schedule several on the same day within the same cluster of hours so 
you can manage your time effectively 

3. During the 1:1s be relational, get to know the volunteers and discover where that volunteer is at in 
their initial commitment and leave the 1:1 with a goal for each volunteer.  Ie: join our conference 
call to hold a house meeting with 15 people. 

4. ���•�˜�‹�–�‡���ƒ�Ž�Ž���’�”�‘�•�’�‡�…�–���˜�‘�Ž�—�•�–�‡�‡�”�•���ˆ�”�‘�•���s�ã�s�•���–�‘���›�‘�—�”�����—�”�ˆ�ï�•���™�‡�‡�•�Ž�›���…�‘�•�ˆ�‡�”�‡�•�…�‡���…�ƒ�Ž�Ž�ä�������Š�‹�•���„�—�‹�Ž�†�ï�•���ƒ���–�‡�ƒ�•��
atmosphere and energizes new volunteers as they feel they are part of something larger than 
themselves. 

5. For prospect NTLs and COs start have them write out their rolodex of contacts and call through 
them for recruitment, follow it up with votebuilder access for a larger list and having them create a 
MyBO Post for their event �� connect any NTMs with their NTL/CO Prospects by email. 

6. On conference call reinforce goals and introduce new volunteers.  Report numbers from 
Votebuilder to show how much the team is doing as a w�Š�‘�Ž�‡�� �ƒ�•�†�� �‰�‹�˜�‡�� �•�Š�‘�—�–�� �‘�—�–�•�� �™�Š�‡�”�‡�� �–�Š�‡�›�ï�”�‡��
deserved. 

7. �	�‘�Ž�Ž�‘�™���—�’���™�‹�–�Š�����‘�•�–�•���–�‘���•�ƒ�•�‡���•�—�”�‡���–�Š�‡�›�ï�”�‡���‘�•���–�”�ƒ�…�•���™�‹�–�Š���•�‡�‡�–�‹�•�‰���–�Š�‡�‹�”���‰�‘�ƒ�Ž�•���ˆ�‘�”���Š�‘�—�•�‡���•�‡�‡�–�‹�•�‰���ƒ�•�†��
reinforce goals for house meeting �� go canvassing with # of canvassers on # day from # to # time. 

8. Attend a first time hosts house meeting to give them support and to observe their leadership 
style/skills. 

9. Hold a mini �� canvass/phone bank/volunteer recruitment training depending on needs. 
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10. Create more Votebuilder Accounts to bring in new volunteers for Volunteer Recruitment for Action 
���˜�‡�•�–�ã�����‡�ã�����‘�–�‡�”�����‡�‰�‹�•�–�”�ƒ�–�‹�‘�•�á�����ƒ�•�˜�ƒ�•�•�á�����Š�‘�•�‡�����ƒ�Ž�Ž�‹�•�‰�á�����ƒ�Ž�Ž�›���‡�–�…�å 

11. Send your team into action �� without your physical presence �� this can test their ability to work on 
their own and to be self reliant.   As always leave your phone on and be by a computer if need be for 
any long distance help. 

12. Debrief with hosts and identify: What went well?  What needed to improve?  Who were the go to 
people and leaders of the day?  The new goal should be for the host to set up 1:1s with the go to 
people and leaders to recruit them as NTLs and NTMs. 

13. Repeat steps 1-12 as many times as it takes to win! 
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TEAM ROLES  

 
Having clear roles has proven to be important to the success of Neighborhood Teams, both in the campaign 
as well as OFA.  Roles help respect the diversity of skill present in our volunteer base, and they help 
volunteers develop specific leadership expertise (like how to manage data or how to recruit volunteers).  
Below is a list of potential team roles which should provide some guidance as to what the roles should be 
and the skill sets involved for each. This list is not meant to be a list of roles that every team is required to 
fill, nor do the roles have to be one per person. There are many different ways for successful teams to 
divide up responsibilities, and the way team roles are divided should ultimately be responsive to the size of 
their team, time commitment/availability of team members, and size and scope of the region the team 
exists within. 
 

ROLE RESPONSIBILITIES DESIRED QUALIFICATIONS  
 

Neighborhood 
Team Leader 

 

�x Coordinates and supports the 
team 

�x Holds the team accountable to 
goals 

�x Creates agendas, assigns a note-
taker for each meeting or call. 

�x Serves as the liaison to the 
Community Organizer  

 

�x Reliability, being proactive 

�x Capacity to schedule meetings  

�x Able to facilitate group 
discussions 

�x Willing to track progress & 
coach others to help them 
reach goals 

 

Data 
Coordinator 

 

�x Manages all data for the team,  

�x Creates call & walk lists tailored 
for specific activities 

�x Collects, consolidates and 
reports results of activity 
electronically 

�x Enters data regularly or recruits 
others to do this work 

 

�x Computer savvy    

�x Willing to do data entry or help 
train & support others to do 
data entry. 

�x Strongly prefers working with 
data to direct citizen contact 
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Volunteer 
Coordinator 

 

 

�x Empowers others to recruit 
volunteers by training them and 
providing them with volunteer 
sign-up forms. 

�x Manages volunteers, plugging 
them into roles and actions that 
will help the team reach its 
goals. 

 

�x Enjoys one-on-one meetings, 
phone calls or correspondence 
with prospective new 
volunteers to get them engaged.   

�x Calm under pressure, able to 
stay cool with many people 
around 

Resource 
Coordinator 

 

 

�x Identifies and procures 
donations of materials, copies, 
services or meeting space.    

�x Organizes ways to get these 
resources through donations etc. 

 

 

�x Creative Thinker �� finder of 
things in unimagined places. 

�x Someone who can make 
something work on a shoe 
string. 

�x Able to ask people to contribute 
in unusual ways to ensure the 
success of the team �� from 
photocopies to cookies to 
casseroles to chairs to cell phone 
minutes. 

PhoneBank 
Coordinator 

 

 

�x Creates and leads phone banks.  

�x Provides training and coaching 
to phone bank volunteers 

�x Helps to articulate goals and 
facilitates debrief after each 
phone bank or identifies others 
who can do this 

�x Responsible for getting data to 
the Data Coordinator after each 
session 

 

�x Free and available during 
evenings  

�x Enthusiastic about being on a 
phone 

�x Enjoys helping others in 
overcoming shyness & fears 



 
A Special Project of the DNC 

 

27 
 

 
PRINTED IN HOUSE 

 

Canvass 
Coordinator  

 

 

�x Creates and leads the canvass 
team. 

�x Trains canvass teams 

�x Provides data updates to Data 
Coordinator on a regular basis.  

 

�x Interested in managing an 
�‘�’�‡�”�ƒ�–�‹�‘�•���…�”�‹�–�‹�…�ƒ�Ž���–�‘�����	���ï�•��
success. 

�x Enthusiastic about going door 
to door, being outside, walking, 
talking to neighbors. 

�x Enjoys maps and learning 
about neighborhoods. 

Earned Media 
Coordinator 

�x Takes lead on earned media 
events 

�x Handles logistics for events  

�x Understands the importance of 
being on message 

�x Works with Team Coordinator 
and Volunteer Coordinator to 
recruit event volunteers as 
needed 

�x Has a good sense of what will 
�ƒ�•�†���™�‘�•�ï�–���™�‘�”�•���™�‹�–�Š���‡�ƒ�”�•�‡�†��
media events  

�x Always knows which events 
are happening in the 
community  

�x Enjoys planning/execution 
(and can handle the stress) of 
special events 
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GOALS AND REPORTING SYSTEMS 

GIVE VOLUNTEER LEADERSHIP TEAMS SPECIFIC AND MEANINGFUL GOALS AS SOON 
AS POSSIBLE.  

�x Regional Field Directors and Community Organizers should provide Team members with 
ambitious, yet attainable goals.  This will spur investment and accountability, which will in turn spur 
production.   

�x Giving Teams goals also helps keep them focused on meaningful action.  Teams without clear goals 
can get consumed with internal politics.  Teams with large but achievable goals are more willing to set 
�ƒ�•�‹�†�‡���’�‡�”�•�‘�•�ƒ�Ž���†�‹�ˆ�ˆ�‡�”�‡�•�…�‡�•�á���”�‡�…�‘�‰�•�‹�œ�‹�•�‰���–�Š�ƒ�–���–�Š�‡�›���•�‡�‡�†���‡�ƒ�…�Š���‘�–�Š�‡�”�ï�•���Š�‡�Ž�’�ä�� 

�x Teams should have a sense of both their short-term goals (i.e. the number of contacts  they need 
today, this week, this month) and their long-term goals (their ultimate contact goal and ability to run a 
staging location on Election Day).  This way, Team members are motivated to action each day, while also 
preparing for their role during GOTV.   

�x As much as possible, these goals should be framed as a portion of the overall CO/NTL/regional/ 
goal while recognizing the capacity of each team. We use National Field as our reporting on metrics. 

�x Use simple and clear metrics for volunteers.   Neighborhood Team metrics should be simple to keep 
volunteers focused on the most important goals.  For example: 

�x # of voter registration forms collected 
�x # of contacts made 
�x # of volunteer recruited 

These goals and priorities may change, but the number of goals being tracked should remain relatively 
small and focused on the most important metrics in National Field. 

RECRUITING VOLUNTEERS 

From Day One, Community Organizers must know that the crux of their job is the successful recruitment of 
volunteers.  In a team-based program, the foundation of effective volunteer recruitment is relationship 
building and leadership development.  While a phone call and hard ask is an effective way to get people in 
the door the first time, it is a one on one conversation, a sense of responsibility and a relationship with the 
organizer or volunteer leader that will make a one time volunteer return and become a leader. Community 
Organizers and their volunteer leaders should think about every potential volunteer they meet as a 
relationship they need to foster and focus on.   

 

In our post-election survey, relationship with Organizers was the single most important factor in 
converting a volunteer into a team member who committed more hours per week to the campaign.  In fact, 
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�ƒ���ò�•�‡�ƒ�•�‹�•�‰�ˆ�—�Ž���”�‡�Ž�ƒ�–�‹�‘�•�•�Š�‹�’���™�‹�–�Š���ƒ�•�����”�‰�ƒ�•�‹�œ�‡�”�ó���™�ƒ�•���•�‘�”�‡���‹�•�’�‘�”�–ant than 25 other variables in a regression 
analysis of approximately 600,000 survey responses. Sixty-one percent of all team members stated that 
they had a meaningful relationship with their Field Organizer as opposed to 24% of non-team volunteers.  
Although Organizing for America has far fewer staff than the Obama campaign, the relationship with the 
Community Organizer is at least as meaningful. 

 

ONLINE VOLUNTEER MANAGEMENT SYSTEMS 

You will use the following three online volunteer management systems: 

�x MyBO �� My.BarackObama.com �� allows you to create events, create your own external online 
community with potential volunteers in your area, and use our regular online organizing tools. 

�x Votebuilder �� a.k.a. the VAN �� www.barackobama.com �� allows you to make calls, track all 
incoming and outgoing hard data about a volunteer and/or voter and is an internal system that is shared 
between staff and volunteers.  Hard data is what we know has actually been recorded and has actually 
happened. 

�x National Field ��  a.k.a. NF �� ofa.nationalfield.org �� allows you to submit soft reports to staff, review 
data by group �� by a specific turf, and also should be used as your central location for finding useful 
documents like talking points and updated training documents. 

http://www.barackobama.com/
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RECRUITING NEW VOLUNTEERS 

Volunteer recruitment is a skill, one that is centered around Community Organizers and volunteers 
stepping outside of their comfort zone and establishing a personal rapport.  Both Community Organizers 
and Team Leaders need to treat it as such, and continually work to refine their approach. 

 

Tips for making first time volunteer ask: 

�x Be friendly and approachable. If you smile people will see it at the door and they can even hear it on 
the phone!  Spend more time listening to the story of the new volunteer and less time talking about 
talking points and find shared motivations for being involved in the campaign.   

�x Let the volunteer get to know you as a person a little bit.  They are less likely to not follow through 
when it is someone they know. 

�x Impart urgency.  Let the volunteer prospect know how important what you are asking them to do 
is, and how it will help your candidate win, and why it needs to be done now. 

�x ���ƒ�•�‡���ƒ���ˆ�‹�”�•���ƒ�•�•���™�‹�–�Š���ƒ���†�ƒ�–�‡���ƒ�•�†���–�‹�•�‡���–�Š�ƒ�–���–�Š�‡�›���ƒ�”�‡���…�‘�•�•�‹�–�–�‹�•�‰���–�‘�ä�����–���‹�•���ˆ�ƒ�”���•�‘�”�‡���ˆ�”�—�‹�–�ˆ�—�Ž���–�‘���ƒ�•�•���ò���ƒ�•��
�›�‘�—���Œ�‘�‹�•���—�•���–�Š�‹�•�����ƒ�–�—�”�†�ƒ�›���ƒ�–���s�r���ƒ�•���ˆ�‘�”���ƒ���…�ƒ�•�˜�ƒ�•�•�ë�ó���–�Š�ƒ�•���–�‘���•�ƒ�›���ò���‘ you think you might have  some 
�–�‹�•�‡���‹�•���–�Š�‡���•�‡�š�–���…�‘�—�’�Ž�‡���‘�ˆ���™�‡�‡�•�•���–�‘���Š�‡�Ž�’���—�•�ë�ó 

�x Thank the volunteer, log their commitment, and let the volunteer know that you will follow up with 
them again before they are scheduled to volunteer. 

�x Follow-up at least once, twi�…�‡���’�”�‡�ˆ�‡�”�ƒ�„�Ž�›���™�‹�–�Š���ƒ���ò���ï�•���”�‡�ƒ�Ž�Ž�›���Ž�‘�‘�•�‹�•�‰���ˆ�‘�”�™�ƒ�”�†���–�‘���•�‡�‡�‹�•�‰���›�‘�—���‘�•�����š���†�ƒ�›��
at x time. Could you bring a friend along as well? 

Volunteer recruitment starts with a call regimen that begins with organizers and promotes self-sustaining 
expansion: a growing pool of trained volunteers calling and recruiting more potential volunteers. It does 
not, however, end there. Community Organizers should constantly be creative in their volunteer 
recruitment tactics, using phone calls as a base, and expanding from there. Call regimen, alongside some 
other tactics, are discussed below. 

 
 
TACTICS 

Call  Regimen 

Create volunteer recruitment universes and calling plans with great care. You should consult your Regional 
Field Director or Community Organizer before creating a list.  Initial volunteer recruitment universes 
should take the following into account: 

�x Previous volunteers (and, if possible, how they volunteered) 
�x Online signups (with respect paid to how recently they signed up, and what they signed up for) 
�x Campaign event attendees 
�x Recent Democratic primary voters (especially in areas with few Democrats) 
�x IDed supporters 
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As a general guiding principle, new additions a volunteer database should be considered top priorities for 
volunteer recruitment.  A well-run operation follows up with online sign ups and event attendees within 36 
hours of their data being captured. 

Field leadership should work to track the lag time between sign ups and attempted contacts.  The data team 
�•�Š�‘�—�Ž�†���’�—�Ž�Ž���–�Š�‹�•���”�‡�’�‘�”�–���†�ƒ�‹�Ž�›���–�‘���–�”�ƒ�…�•���–�Š�‡���…�ƒ�•�’�ƒ�‹�‰�•�ï�•���ƒ�„�‹�Ž�‹�–�›���–�‘���ˆ�‘�Ž�Ž�‘�™���—�’���“�—�‹�…�•�Ž�›���ƒfter a potential volunteer 
is identified (filling out an online volunteer form, for example).  

Personal Rolodex 

One of the most fruitful existing lists is the personal rolodex of every volunteer.  A volunteer leader is going 
to be much more effective at convincing their friends and family to volunteer than they will anyone else.  
Leaders should be encourage to call through their friends and family regularly to invite them to get 
involved with the work they are doing. Whenever possible, these lists should be migrated into your online 
database. 

Maximizing Walk-Ins 

Your office space should be set up to maximize walk-in volunteers who stop by unannounced.  Several 
states had systems in place to connect a new volunteer walk-in with an Organizer and/or Team.  

Organizational Meet ings    

Organizational meetings are an important step for organizers to take when beginning their organization 
and were the bedrock of our volunteer recruitment in both the primaries and the General Election.  
Organizers in every state utilized organizational meetings to bring all supporters from a certain geographic 
area together to get them engaged with the campaign.  Agendas must be deliberate, involve relationship-
building and setting up a context for the action.  All organizational meetings should end with a specific, 
concrete ask (i.e. to come to a specific canvass that weekend).  

One-on -Ones (1:1) .  

Given that relationship-building is central to effective volunteer recruitment, the one on-one-meeting is an 
essential part of the job of an organizer in a team-based program.  The most committed volunteers attend a 
one-on-one meeting with an organizer to establish a relationship and identify shared motivations.   This is a 
fundamental building block of volunteer recruitment. 

Tips for 1:1s: 

- ���‘�•�ï�–���•�‡�‡�–���‹�•���–�Š�‡���Ž�‘�…�ƒ�Ž���…�ƒ�•�’�ƒ�‹�‰�•���‘�ˆ�ˆ�‹�…�‡���� meet at a mutual place of comfort like a coffee shop 

- ���‡�–���—�’���•�‡�˜�‡�”�ƒ�Ž���s�ã�s�•���‹�•���s���Ž�‘�…�ƒ�–�‹�‘�•���•�‘���›�‘�—���…�ƒ�•���•�ƒ�š�‹�•�‹�œ�‡���›�‘�—�”���‘�”�‰�ƒ�•�‹�œ�‹�•�‰���–�‹�•�‡�å�ä�›�‘�—���…�ƒ�•���Š�ƒ�˜�‡���x��
successful 1:1s back to back in three hours. 

- Have your ask written out, along with recent information about the issue or campaign your 
working on so they leave with some information 

- ���‡�‡�–���–�Š�‡���˜�‘�Ž�—�•�–�‡�‡�”���™�Š�‡�”�‡���–�Š�‡�›�ï�”�‡���ƒ�–���� not everyone is going to want to become an NTL  

- Have multiple asks ready �� a regular conference call, a house meeting, a canvass and have 
them written down somewhere for all the tasks so they can read over them. 
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House Meetings    

The main focus of a house meeting program is to test volunteer leadership and recruit new volunteers from 
�ƒ�� �…�—�”�”�‡�•�–�� �˜�‘�Ž�—�•�–�‡�‡�”�ï�•�� �•�‘�…�‹�ƒ�Ž�� �•�‡�–�™�‘�”�•�ä�� �� ���‘�Ž�—�•�–�‡�‡�”�� �Š�‘�•�–�•�� �‹�•�˜�‹�–�‡�� �–�Š�‡�‹�”�� �‡�•�–�‹�”�‡�� �•�‘�…�‹�ƒ�Ž�� �•�‡�–�™�‘�”�•�� ���ƒ���‰�‘�ƒ�Ž�� �‘�ˆ�� �w�r��
people) to their home to discuss the values that brought them to the campaign, learn about the house 
meeting strategy, and sign up to host a house meeting of their own and/or contact voters as a part of the 
local volunteer Team.  Each House Meeting should produce (on average) two more house meetings, with 
each prospective host having their own one-on-one with a Regional Field Director or Community Organizer 
to set up their meeting.   When done as a systematic program over weeks, house meetings can help 
establish Neighborhood Teams across your state.  House meetings are also explained more thoroughly in 
the �òOrganizing Tactics�ó���•�‡�…�–�‹�‘�•���‘�ˆ���–�Š�‹�•���†�‘�…�—�•�‡�•�– 

Use events for volunteer recruitment and retention   

Candidate, surrogate and local events should be seen as opportunities to convert supporters into 
volunteers, and volunteers into volunteer leaders.    

SUSTAINING A PROGRAM 

Once a program is launched, th�‡���‘�”�‰�ƒ�•�‹�œ�‡�”�ï�•���Œ�‘�„���‹�•���–�‘���’�”�‘�ƒ�…�–�‹�˜�‡�Ž�›���•�—�•�–�ƒ�‹�•���‹�–���„�›���†�‡�‡�’�‡�•�‹�•�‰���”�‡�Ž�ƒ�–�‹�‘�•�•�Š�‹�’�•���™�‹�–�Š��
leaders and holding teams accountable.  Community Organizers should think of themselves as RFDs of their 
Neighborhood Teams, taking on not only the tactical training but also the coaching and motivating of their 
Teams to help them function well.  

BEST PRACTICES  

�x �ò���‡�•�’�‡�…�–�á�����•�’�‘�™�‡�”�á�����•�…�Ž�—�†�‡�á�ó��must be an organizational approach emphasized from the top in 
a way that values the work of Organizers and volunteers.  

 
�x Encourage creativity .   Clearly explain their goals and why they matter, as well as how to 

constantly evaluate the success or failure of their efforts. Give teams the space to help 
determine their strategy and tactics will yield motivated leaders that are constantly improving. 

 
�x Consistent coaching and scheduled evaluation  for every leader is important in building 

relationships and getting results.  Like any working group of people, Neighborhood Teams will 
hit rough spots.  There will be personality conflicts and differences of opinion as well as tactical 
failures along the way.  A good coach helps their leadership Team think through conflicts and 
mistakes and find constructive ways to move forward.  This exercise in Team problem solving 
makes Teams more effective after the conf�Ž�‹�…�–�� �‹�•�� �”�‡�•�‘�Ž�˜�‡�†�ä�� �� ���‡�•�‡�•�„�‡�”�� �–�Š�ƒ�–�� �ò�…�‘�ƒ�…�Š�‹�•�‰�ó�� �‹�•�� �•�‘�–��
�ò�–�ƒ�•�‹�•�‰�� �‘�˜�‡�”�ä�ó�� ���Ž�Ž�‘�™�‹�•�‰�� �‹�•�†�‹�˜�‹�†�—�ƒ�Ž�•�� �ƒ�•�†�� �‰�”�‘�—�’�•�� �–�‘�� �Ž�‡�ƒ�”�•�� �ˆ�‘�”�� �–�Š�‡�•�•�‡�Ž�˜�‡�•�� �‡�•�‰�‡�•�†�‡�”�•�� �–�”�—�‡��
empowerment and leadership.  Coaching involves a significant investment of time and energy, 
particularly in the beginning, but pays off dividends as Teams become more self-sufficient.  
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BASIC COMMITMENTS OF GOOD COACHING: 

�x One on One Check-Ins.  Setting regular one-on-one check-ins with Team leaders to check in on 
progress to goals and to help the Leader to improve voter contact.  These can also be useful for 
providing additional help for recruiting volunteers, managing their Team members, and 
strategizing on how to get the most from all the volunteers 
 

�x Team meetings.  Setting regular Team meetings for relationship building, coaching, evaluation, 
planning and voter contact.  Teams that met on a consistent basis to evaluate and work together 
produced the best results.   It also helps if the Community Organizer checks in with individual 
Team members in addition to talking as a Team.  This allows an opportunity to talk through 
individual concerns and avoid conflict. Building in an action-component to each meeting is also 
�‹�•�’�‘�”�–�ƒ�•�–���ƒ�•�†���”�‡�‹�•�ˆ�‘�”�…�‡�•�����	���ï�•���…�‘�”�‡���’�Š�‹�Ž�‘�•�‘�’�Š�›�ä 

 
�x Letting Teams coach each other.   Allowing Team leaders or team members to meet to discuss 

best practices and challenges is an effective coaching tool that results in a better performance 
from all of a Community ���”�‰�ƒ�•�‹�œ�‡�”�ï�•�����‡�ƒ�•�•�ä�� 

 
�x Learning by trial and error.  Organizers must learn how to let their volunteers fail while taking 

care to minimize the negative consequences.  The above structures help Organizers support 
Team members through difficulties.  Neighborhood Team members will learn as much from 
their failures as their successes.  Building in opportunity for evaluation and next steps is 
essential to turning failure into a lesson learned. 

 
�x Celebrate Success.  Recognition and celebration maintain the morale, bond, and ongoing 

motivation of a team. States found many different ways to celebrate and recognize their most 
successful teams. Teams that meet goals can be recognized in your office, on region-wide 
emails, with special letters from the RFD or CO.  Recognition is often the cheapest and most 
effective form of volunteer motivation.  Always thank the volunteers for their hard work and 
use positive reinforcement to encourage them to strive for even greater success.  Keep in mind, 
however, that this celebration must be rooted in the excitement that comes with taking steps 
toward the ultimate goal of winning the election. 

 
�x Promote competition and develop a system of rewards.   Ohio used a Bruce Springsteen 

concert as a way to reward active teams.  They had a statewide knock contest among teams.  
The team who knocked the most doors in the state got to introduce Springsteen at his 
conference in Columbus.  A team from Dayton won the contest and got to introduce Bruce 
Springsteen.  This was a great way to build team morale, reward hard work, and publicly let 
others know how successful a team could be. 

In addition to proactively sustaining your teams, there are some obstacles that can be anticipated when 
executing a program.  Community Organizers should be prepared to manage these challenges. 
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MANAGING TEAM GROWTH 

�x Over time, Teams will grow and find new volunteers who can take leadership roles.  Teams with 
more than 8-9 active volunteers in leadership roles do not function well. 

�x There are two solutions: 1) split the Team and the turf; or 2) have the original leadership Team help 
build out smaller Teams closer to the ground (like precinct Teams or block Teams). This needs to be under 
the close supervision of the CO.   

VOLUNTEER RETENTION/FLAKE RATE 

�x ���”�‰�ƒ�•�‹�œ�‡�”�•���ƒ�•�†���Ž�‡�ƒ�†�‡�”�•���™�‘�”�•���Š�ƒ�”�†���–�‘���‰�‡�–���ƒ���˜�‘�Ž�—�•�–�‡�‡�”���’�”�‘�•�’�‡�…�–���–�‘���•�ƒ�›���ò�›�‡�•�ä�ó�����Š�‡�›���•�—�•�–���™�‘�”�•���‡�“�—�ƒ�Ž�Ž�›��
smart to make sure the volunteer shows up, and to make sure they come again.  At a certain point in a 
program, volunteer retention and flake rate minimization will yield more voter contact that new volunteer 
recruitment. 

�x Volunteer Retention, like so much of a good field operation, is all about relationships.  Community 
Organizers and Team Leaders must strive to make every volunteer experience as pleasant as possible, 
especially for first time volunteers.  

Principles of Volunteer Retention 

�x Thank the volunteer. Then thank them again. Then thank them again when they are done. 
�x Have fun. Always make the experience enjoyable for every volunteer. 
�x Work alongside them: leaders must be the hardest working people in any group. 
�x Debrief with them after their activity. 
�x Reschedule, reschedule, reschedule. No volunteer should leave an activity without a hard ask being 

made for another shift. A 50% on-site reschedule rate is a good sign. 
�x Volunteers should receive a thank you call or e-mail after every shift. 
�x Thank them again. 

Action starts with a volunteer management system that lets you clearly track flake rates across different 
turfs, regions, and by individual volunteer. You cannot combat what you cannot track. 

 

Principles to Combat Flake Rate 

�x Shoot for an under 25% flake rate. 
�x Schedule in person whenever possible: people are less likely to flake when they have made an in-

person commitment 
�x Every volunteer should receive a reminder call prior to their scheduled activity. 
�x Let them know you noticed: call missing volunteers a half hour after an activity has begun and let 

them know you miss them. They will realize they are not just a name on a list, and that a real person 
was waiting for them to come through.  

�x Call uncontacted flakes from the day before every night, and attempt to reschedule.  

A well run volunteer calling regimen includes a mix of prospects, active volunteers, flakes, thank you calls, 
and confirmation calls. 
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Letting Go of Volunteers  

The majority of Teams will go through ups and downs but hold together and grow over time.  That being 
said, it is inevitable that there will be Team leaders or members who are in this for the wrong reasons or 
�™�Š�‘�� �Š�ƒ�˜�‡�� �‹�•�ƒ�†�˜�‡�”�–�‡�•�–�Ž�›�� �‘�˜�‡�”�…�‘�•�•�‹�–�–�‡�†�� �–�Š�‡�•�•�‡�Ž�˜�‡�•�� �ƒ�•�†�� �Œ�‡�‘�’�ƒ�”�†�‹�œ�‡�†�� �–�Š�‡�‹�”�� ���‡�ƒ�•�ï�•�� �•�—�…�…�‡�•�•�ä�� �� ���–�� �•�ƒ�›�� �„�‡��
someone who keeps all of the control over the Team and fails to empower others to get involved.  It may be 
someone who, for whatever reason, is unable to follow through on their responsibilities.  It may be 
�•�‘�•�‡�‘�•�‡���™�Š�‘�•�‡���•�•�‹�Ž�Ž�•���”�‡�ƒ�Ž�Ž�›���†�‘�•�ï�–���ˆ�‹�–���–�Š�‡���Ž�‡�ƒ�†�‡�”�•�Š�‹�’���”�‘�Ž�‡���–�Š�‡�›���Š�ƒ�˜�‡�ä 

Whatever the problem, it needs to be addressed in a way to minimize damage to the Team.  More often than 
not, people who are causing trouble are struggling in some way and welcome an opportunity to leave on 
good terms.  There are a few ways to handle the problem as a RFD, Community Organizer or Team: 

�x Address the problem honestly with the person one-on-one; 
�x ���ˆ���–�Š�‹�•�‰�•���†�‘�•�ï�–���…�Š�ƒ�•�‰�‡�á���•�—�‰�‰�‡�•�–���ƒ���•�‘�”�‡���ƒ�’�’�”�‘�’�”�‹�ƒ�–�‡���”�‘�Ž�‡���ˆ�‘�”���–�Š�‡���’�‡�”�•�‘�•���™�‹�–�Š�‹�•���–�Š�‡�����‡�ƒ�•���‘�”���™�‹�–�Š�‹�•��

the campaign; 
�x ���ˆ���–�Š�ƒ�–���†�‘�‡�•�•�ï�–���Š�‡�Ž�’���ƒ�•�†���–�Š�‡�”�‡���‹�•���…�‘�•�•�‡�•�•�—�•���‹�•���–�Š�‡�����‡�ƒ�•���–�Š�ƒ�–���–�Š�‹�•���‹�•���ƒ���’�”�‘�„�Ž�‡�•�á���–�Š�‡�•���”�‡�•�’�‡�…�–fully 

�ƒ�•�•���–�Š�‡���‹�•�†�‹�˜�‹�†�—�ƒ�Ž���–�‘���Ž�‡�ƒ�˜�‡���–�Š�‡���…�ƒ�•�’�ƒ�‹�‰�•�ï�•���˜�‘�Ž�—�•�–�‡�‡�”���Ž�‡�ƒ�†�‡�”�•�Š�‹�’�ä 
 

Dealing with conflict 

Conflict inevitably arises within Teams.  Community Organizers need to be empowered to help their Teams 
through conflict, rather than hoping it will go away.  A certain amount of conflict can even be generative if it 
helps Teams work through differences to come to a common understanding of their mission and how to 
carry it out. 

There are a few things that can help COs deal with Team conflict: 

�x Help the Team set clear norms  and guidelines for respectful interaction between team 
members during the discussion and for how the decision will be made before a conversation 
begins to address the problem. 

 
�x If the problem is interpersonal, lead the Team in a critical feedback process.   In South 

Carolina, one process used with Teams in conflict was to have a meeting where the Team 
focused on one person at a time for 10 minutes.  Each other Team member said aloud 2 
strengths that person had and 1 thing they needed to work on.  The person receiving feedback 
had to remain quiet and listen actively.  Then the person had 2 minutes to repeat back what 
they had heard (not to defend themselves, but to show they had internalized the constructively 
critical feedback).  Then the conversation shifted to the next Team member so that everyone 
received feedback. 

 
�x Push the Team to engage in action together �� often it helps them refocus on what really 

matters. 
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�x Training .  Conflict management training should be included in long-term programs to enable 
COs to deal with team conflicts, potential staff conflict and managing relationships with allied 
organizations and Party stakeholders. 

 

EVALUATING YOUR PROGRAM 

Field leadership should set up system that tracks the success of Regional Field Directors, Community 
Organizers and Neighborhood Teams.  Consistent evaluation established at the outset on every level that is 
established from the outset allows a program to continue to grow and teams to become more effective.  
Time should be set-aside for evaluation for every major phase of the campaign.   Here are three types of 
evaluation that are particularly effective: 

TURF 

As mentioned earlier, team turf should be drawn early so that organizers can begin building teams. 
���‘�™�‡�˜�‡�”�á���‹�–���™�‘�•�ï�–���–�ƒ�•�‡���Ž�‘�•�‰���ˆ�‘�”���‘�”�‰�ƒ�•�‹�œ�‡�”�•���–o learn that certain lines should be redrawn or the size of team 
turf re-examined.  At the same time, targets are shifting if you are using targeting to create your universes.  
Team turf should be re-evaluated several weeks after launching a program to determine if any lines need to 
be shifted to make the map more useful. 

TEAM GROWTH AND PRODUCTIVITY 

From volunteer leaders to the state Field Director, an organization needs to understand what is working 
and what is not in a volunteer structure.  This evaluation can happen at every level. 

�x Encourage Self-evaluation among Neighborhood Teams.  As Team members work together 
to reach their goals, they should consistently evaluate the success of their tactics.  Debriefing 
after canvasses or other activities can provide valuable learning.  As outlined above, thorough 
evaluation of all Teams is important, but many adjustments in strategy or changes in leadership 
can be made at the Team level.  

 
�x Evaluate Team Progress.  Community Organizers should sit down with their team leaders 

�”�‡�‰�—�Ž�ƒ�”�Ž�›�� �–�‘�� �‡�˜�ƒ�Ž�—�ƒ�–�‡�� �–�Š�‡�‹�”�� �–�‡�ƒ�•�ï�•�� �‰�”�‘�™�–�Š�á�� �•�‡�–�� �‰�‘�ƒ�Ž�•�� �ˆ�‘�”�� �™�Š�ƒ�–�� �–�Š�‡�›�� �…�ƒ�•�� �†�‘�� �„�‡�–�–�‡�”�� �ƒ�•�†�� �‡�•�–�ƒ�„�Ž�‹�•�Š��
next steps to address challenges.  Community Organizers also need to keep a record of team 
leadership roles in MyCampaign and scrub those volunteers who quit of change their role.  

 
�x Have COs Report on Team Progress.  Regional Field Directors should have their Community 

Organizers fill out team evaluations regularly that show the number of leaders recruit, the 
activity of functioning teams, and the challenges of building teams in their turf.  This is 
particularly important for Regionals with a lot of organizers. At the same time, Regional Field 
���‹�”�‡�…�–�‘�”�•�� �•�Š�‘�—�Ž�†�� �…�‘�•�–�‹�•�—�ƒ�Ž�Ž�›�� �’�—�Ž�Ž�� �Ž�‹�•�–�•�� �‘�ˆ�� �–�Š�‡�‹�”�� �‘�”�‰�ƒ�•�‹�œ�‡�”�•�ï�� �–�ƒ�‰�•�� �‹�•�� ���›���ƒ�•�’�ƒ�‹�‰�•�� �–�‘�� �•�‡�‡�� �Š�‘�™��
fruitful the team building is. 
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�x Provide the opportunity for teams to evaluate their CO.   It fosters more buy-in from 

neighborhood teams when they are given the opportunity to provide feedback on the campaign 
and their particular organizer.  Use the feedback as a chance to improve campaign tactics and be 
a model for responsiveness.  

 
 

�x Data Management. A consistent tagging system is essential in conducting thorough and 
accurate evaluations.  Mangers should set tagging leaders and team activities out as a basic 
expectations and then hold people accountable based on what is tagged. 

PRE-GOTV 

GOTV can be prepared for most effectively when a statewide, comprehensive team evaluation happens 
before the GOTV training.  This is where Community Organizers should evaluate whether or not teams are 
able to run their own staging location on Election Day.  After Community Organizers do an evaluation, the 
RFD should work with them to decide what teams need to be merged in preparing for GOTV.  This is 
essential information before a Community Organizer begins looking for staging locations, assign GOTV 
roles, or train GOTV volunteers.  A sample evaluation form for this evaluation is found on the next page.  
This form was used in South Carolina in the 2008 Presidential primaries: 
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Sample Obama Team Evaluation Form Text 

 

Purpose: 

�ƒ To assess where we are strongest and weakest in each region so we can allocate 
resources strategically 

�ƒ To strategically place staging locations where we can maximize use of strong 
volunteer leadership 

�ƒ To match strong and weak Teams to help each other for GOTV 
�ƒ To identify our most reliable, responsible leaders & members who can be asked to 

take on GOTV leadership roles 

Please take a few minutes to complete this worksheet for each Obama Team.  Please 
be conservative in your responses so that we can accurately assess our strongest 
and weakest areas and plan accordingly.  

 

Organizer ___________________________________ 

Team _______________________________________ 

 

Team Mission: 

1. What is the overall supporter ID goal for this Team? 

   ________ 

2. How many supporters does the Team have right now?  

 _____   % to goal? ______ 

3. To what extent has this Team taken ownership of this goal? 

None ______ Some ________  A lot ________ 

 

Team Make-up (please update) 

4. How many reliable leaders, members and active volunteers in this Team? 

Leaders ____  Members ____   Active volunteers ____ 

 

5. Did you have a volunteer recruitment meeting this month?  If so how many new 
members or volunteers in this Team area were active coming out of the meeting?   
_ _______ 
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6. What responsibilities has this Team taken on their own initiative without an 
Organizer present?  (Phonebanks?  Canvasses?  Surrogates?  Voter registration? 
Helping other Teams?  Finding resources?  Be specific.) 

______________________  ________________________ 

_______________________  ________________________ 

 

7. Please list ALL leaders, members & active volunteers.  Which activities has each 
person on the Team participated in?  Which Team activities have the leader or 
members run without an Organizer present? 

 

 

 

 

 

 

 

 

 

 

 

Team Stability 

8. Is there a regular meeting time set for this Team?  

Yes ____ No ____     

 If so, what day & time? Day: ____________ Time: _____ 

 

9. Do you have a regular weekly check-in or one-to-one time set with the Team 
leader to report numbers, help strategize, and plan for and evaluate actions?   

 

Yes ______  No ______ 

 

Leader, Member 
or Volunteer? 

Name Participated in 
These Activities 

Led these 
activities 

Example: Leader Mary Jones Phone bank, canvass, 
church visit, voter reg 

Phone bank 

    

    

    

    

    

    

    



 
A Special Project of the DNC 

 

40 
 

 
PRINTED IN HOUSE 

 

10. Is this Team working as a Team (having strategy meetings, doing actions 
together), or are they working as individuals (coming in at separate times)?  

Working as a Team ______  Working as individuals  ______ 

 

11. Does this Team have a built in problem-solving and evaluation process for each 
action they do together?   (Are they processing strengths and challenges and 
learning how to work better as a Team?) 

 

Yes ______ No ______   If yes, what is it?______________________ 

 

12. Does this Team celebrate their results at the end of each action or on a periodic 
basis? 

Yes______ No ______  If yes, how? _______________________ 

 

Team Action 

  

13. How many Team activities did this Team do in the last month? 

Team meetings   _____ 

Phone banks   _____ 

Canvasses  _____ 

Events   _____ 

Other   _____
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COACHING 

Leadership development depends on good coaching.  For team success in reaching goals, Community 
Organizers need to ensure that every team member receives frequent, honest, and critical feedback and 
coaching from his or her manager. Mirror this at all levels of the organization. 

Feedback should be positive as well as critical.  Constructive criticism identifies the problem and its root 
causes, and focuses on solutions.  Good coaches help Community Organizers and Neighborhood Team 
Leaders identify specific action steps and a follow through plan for accountability.  Supervisors follow up 
regularly to ensure that commitments are being followed. 

GOOD ONE-TO-ONE COACHING MEETINGS 

�x Happen on a regularly scheduled basis. 
�x Have clear start & end times, no more than 1 hour.  
�x Start with a brief personal check-in.  
�x Check in on progress toward goals: Where have we come from? Where are we going?  Coaching 

meetings keep staff committed to meeting goals and holding people accountable to goals. 
�x Debrief any meetings or activities since the last one-to-one: What worked?  What needs to be 

improved next time?  What did she/he learn?  Why did that go so well?  Why did that not work?   
�x Ask, rather than telling the Organizer or volunteer the answers. Empower them to problem solve 

and to learn to be resourceful. 
�x Ensure that the person coached knows their supervisor pays attention.  Follow up on specific 

challenges from previous weeks.  Summarize accomplishments & progress on goals and personal 
growth.   

�x Discuss upcoming activities, benchmarks, then strategize for, anticipated challenges and 
opportunities to take advantage of to build capacity. 

�x Together summarize key learnings & next steps (prioritize 1-2 key action steps, not 10) 
�x Recommit to the next meeting time and place 
�x Stay positive, acknowledge challenges, focus on solutions 
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ONE-ON-ONES 

Contacts made from prior political conversations or a recent organizational meeting allows the Organizer 
to have as many one-on-ones as he or she can effectively handle.  A substantial round of one-on-ones is the 
most effective way to begin to understand a community and to identify strong prospective volunteers.  One-
on-ones give Regional Field Directors and Community Organizers a better understanding of their turf, 
expand their network of relationships, and engage volunteers, activists, and elected officials in deepening 
their commitment and work.   

The key elements of a successful one-on-one are: 

�x Deliberate  

�x Scheduled 

�x Probing discussion that leads to tangible commitments,  

�x And rigorous follow-up. Many Organizers find that their most dedicated volunteers come from their 
first one-on-ones. 

SCHEDULING ONE-ON-ONES 

Deliberate planning delivers productive one-on-ones come.  Direct volunteers to think strategically in 
setting up one-on-ones so they hit the top political and grassroots targets first.  Make sure all staff 
understand that one-on-ones are in-person (not by phone ), scheduled ahead of time, and have an explicit 
goal.  

EFFECTIVE ONE-ON-ONES  

One-on-ones should be: 

�x Face-to-face, not virtual.   They are not conversations by email or phone.  They are 30-45 
minute meetings of substance. 

 
�x Scheduled, not accidental.   Leaders initiate relationships with others.  Drop-ins can result in 

substantial conversations, but are not true one-on-ones.   
 

�x Approached with a specific goal in mind.   While staff does not want to scare people away 
with big commitments before the one-on-one, staff should be up front about their own interests 
in the other person and the purpose of the meeting (to discuss the program, how they can be 
involved, etc).  Always include a purpose or a goal in setting up a one-on-one meeting, even if 
�–�Š�ƒ�–���‰�‘�ƒ�Ž���‹�•���–�‘���ò�–�ƒ�Ž�•���ƒ�„�‘�—�–���Š�‘�™���™�‡���ƒ�”�‡���‰�‘�‹�•�‰���–�‘���™�‘�”�•���–�‘�‰�‡�–�Š�‡�”���–�‘���™�‹�•���–�Š�‹�•���‡�Ž�‡�…�–�‹�‘�•�ä�ó���� 

EXECUTING ONE-ON-ONES 

Train volunteers to understand that successful one-on-�‘�•�‡�•���‹�•�…�Ž�—�†�‡���’�—�”�’�‘�•�‡�ˆ�—�Ž���…�‘�•�˜�‡�”�•�ƒ�–�‹�‘�•�á���–�‡�Ž�Ž�‹�•�‰���‘�•�‡�ï�•��
story, probing the volunteer for his/her story, explaining the program, and receiving a commitment.  Each 
one-on-one should include: 
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�x Purpose:  Not chit-chat.  Leaders initiate one-on-one meetings for the purpose of finding 
common values and interests. While these conversations can start with casual talk, they must 
get beyond small talk. 

 
�x Story:  Probing, not prying. ���–�ƒ�ˆ�ˆ���•�Š�ƒ�”�‡�•���–�Š�‡�‹�”���‘�™�•���•�–�‘�”�‹�‡�•���ƒ�•�†���’�”�‘�„�‡�•���–�‘���Ž�‡�ƒ�”�•���ƒ�„�‘�—�–���•�—�’�’�‘�”�–�‡�”�•�ï��

values, resources, and interests by asking why they made the choices they did.  Sharing stories 
is different than prying into one another�ï�•���’�‡�”�•�‘�•�ƒ�Ž���Ž�‹�˜�‡�•��- stories include an explanation of the 
choices that one has made in their life to convey the values that inform their decisions. An 
effective story for an organizer will bring the volunteer closer to them through a deeper 
understanding t�Š�‡�� ���”�‰�ƒ�•�‹�œ�‡�”�ï�•�� �•�‘�–�‹�˜�ƒ�–�‹�‘�•�•�� �ˆ�‘�”�� �„�‡�‹�•�‰�� �‹�•�˜�‘�Ž�˜�‡�†�� �‹�•�� �–�Š�‡�� �…�ƒ�•�’�ƒ�‹�‰�•�ä�� ���•�‰�ƒ�‰�‹�•�‰�� �–�Š�‡��
volunteer to share their story can be more difficult. Ideally, it achieves a very similar end to the 
���”�‰�ƒ�•�‹�œ�‡�”�ï�•���•�–�‘�”�›�á���„�—�–���™�‹�Ž�Ž���‘�ˆ�–�‡�•���–�ƒ�•�‡���•�ƒ�•�›���•�‘�”�‡���ˆ�‘�Ž�Ž�‘�™���—�’���“�—�‡�•�–�‹�‘�•�•���–�‘���‰�‡�–���–�Š�‡re. 

 
�x An Explanation of Our Program :  ���Š�‡�� �ò���•�…�Ž�—�†�‡�ó�� �‹�•�� ���‡�•�’�‡�…�–�ä�� ���•�’�‘�™�‡�”�ä�� ���•�…�Ž�—�†�‡�ä�� ��Volunteer 

motivation and political buy-in arises when supporters understand the overall program.  Staff 
must explain the larger vision of how the campaign works and connect that with the work 
supporters do at the neighborhood level. More importantly, this should include a discussion of 
�–�Š�‡���•�‡�”�‹�–�•���‘�ˆ���–�Š�‡���•�–�”�ƒ�–�‡�‰�›���ƒ�•�†���Š�‘�™���–�Š�‡���˜�‘�Ž�—�•�–�‡�‡�”�ï�•���…�‘�•�•�—�•�‹�–�›���™�‘�—�Ž�†���ˆ�‹�–���‹�•�–�‘���–�Š�‡���•�–�ƒ�–�‡���•�–�”�ƒ�–�‡�‰�›�á��
and what the individual can contribute to their community.   

 
�x Getting a Commitment :  ���‡�ƒ�˜�‹�•�‰�� �•�‘�”�‡�� �–�Š�ƒ�•�� �Œ�—�•�–�� �ò�ˆ�”�‹�‡�•�†�•�ä�ó�� ��Staff should translate everything 

they learned from their one-on-one meeting into an articulation of why that person, in 
particular, should get involved. Staff then ask for a specific and direct commitment�� i.e., host a 
house meeting and recruit 50 friends and family, write a list of volunteer prospects he/she 
knows personally, become a Precinct Captain, etc.  A successful one-on-one meeting ends with a 
commitment with a specific date and goal attached.   

FOLLOWING UP ON ONE-ON-ONES 

�x One-on-ones without follow-up fail to facilitate organizing.  Staff must follow up with one-on-one 
subjects to express gratitude, ensure completion of initial commitments, and deepen relationships.  Follow 
up includes but is not limited to: 

�x Expressing Gratitude: Write thank you notes, emails, or to make follow-up thank you calls. 
 

�x Enforcing Commitments: Follow up with reminders about commitments made during one-on-
ones and monitor progress to those goals. 

 
�x Deepen the Relationship: Add one-on-one volunteers to speed dials, call them periodically to 

check in, set up house meetings, and ask them for help in future endeavors.  
 

�x Build a Relationship beyond the local campaign:  When possible, follow up with non-direct 
asks. Call to give general updates about the campaign and talk large scale strategy. But also ask 
for updates about their personal life - �–�Š�‡�‹�”���•�•�‹�–�–�‹�•�‰���…�Ž�—�„�á���‘�”���–�Š�‡�‹�”���…�Š�‹�Ž�†�ï�•���•�‘�…�…�‡�”���‰�ƒ�•�‡�ä�� 
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HOW TO RUN YOUR OWN CANVASS 

WHAT IS A CANVASS? 
A canvass is an organized effort to talk with voters face-to-face about the issues that matter to them and the 
2010 elections.  It allows OFA to build a list of supporters, spread information and answer questions on key 
�‹�•�•�—�‡�•���•�—�”�”�‘�—�•�†�‹�•�‰���–�Š�‡�����”�‡�•�‹�†�‡�•�–�ï�•���Ž�‡�‰�‹�•�Ž�ƒ�–�‹�˜�‡���ƒ�‰�‡�•�†�ƒ��and persuade first time 2008 voters to participate in 
the 2010 elections. 

WHY DO WE CANVASS? 
Canvassing in local neighborhoods (both at the doors and in high traffic areas) is the most effective way to 
talk with community members about the issues that matter to them, by far. Time and time again, in election 
after election, evidence shows that the most effective way to engage voters and actually move them is to 
have face to face conversations, which happens in the most targeted, efficient, and effective way through 
canvassing. The success that the Obama campaign in 2008 had depended upon the campaigns ability to 
share their message through face-to-face discussions with voters, with neighbors talking to neighbors. 

Every one of the voters who voted for the first time in 2008 because they were inspired by the President is 
a vote that will have to be re-earned in 2010. While there will be countless resources on hand to help you 
re-earn those votes in your community- from emails, to our web site, to TV ads, to a whole host of other 
things- those votes will ultimately be re-earned through going to their doors, meeting them face to face, 
listening to what they care about and what they value, and then being able to tie the message of the 
President and the message of the allies we will be working to elect to those values. This is why we canvass- 
it is the most important voter contact tool available to us, and being able to facilitate good, quality 
canvasses in large numbers will be one of the most important responsibilities for COs around the country. 

WHAT IS YOUR ROLE AS A COMMUNITY ORGANIZER? 
As a CO, your role is to help your Neighborhood Team Leaders run successful events. In order to be the best 
coach possible, it will be important for you to be familiar with the concepts and best practices behind 
leading a canvass. Additionally, there will inevitably be times where you yourself have to host/lead a 
canvass, so making sure that you are as strong in this department will be important.  

���Š�‡�� �Š�‘�•�–�ï�•�� �”�‘�Ž�‡�� ���—�•�—�ƒ�Ž�Ž�›�� �›�‘�—�”�� ������ or their canvass campaign) is to organize a successful canvass. They 
should follow the steps for preparing a canvas listed below, including selecting a location, recruiting 
volunteers and preparing materials. They should also provide guidance and support as the day goes on and 
should give volunteers your phone number in case issues arise. 
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WHERE DO WE CANVASS? 
The goal of a canvass is to talk to as many people and collect as many commitments as possible. Therefore, 
we want to target areas that are densely populated with lots of first time voters. 

Our door-to-door canvassing should focus on dense neighborhoods that are easily walkable.  You should 
think about neighborhoods where the houses are relatively close together and we can hit as many doors as 
possible. Additionally, your staff contact will be keeping close tabs on areas that are high priority that need 
to be canvassed the most, so work with that person to determine which area is a) highest priority, and b) 
�Š�ƒ�•�•�ï�–���„�‡�‡�•���™�ƒ�Ž�•�‡�†���”�‡�…�‡�•�–�Ž�›�ä�����Š�‡�•���™�‡���‰�‡�–���‹nto Early Vote (if your state has Early Vote), and GOTV, we will 
�™�ƒ�•�–���–�‘���…�ƒ�•�˜�ƒ�•�•���ƒ�”�‡�ƒ�•���•�—�Ž�–�‹�’�Ž�‡���–�‹�•�‡�•���ƒ���™�‡�‡�•�á���„�—�–���†�—�”�‹�•�‰���–�Š�‡���•�—�•�•�‡�”���•�‘�•�–�Š�•���™�‡���™�‘�•�ï�–���Š�ƒ�˜�‡���–�Š�‡���…�ƒ�’�ƒ�…�‹�–�›���–�‘��
�Š�‹�–�� �–�Š�ƒ�–�� �•�ƒ�•�›�� �†�‘�‘�”�•�� �‹�•�� �•�—�…�Š�� �ƒ�� �•�Š�‘�”�–�� �ƒ�•�‘�—�•�–�� �‘�ˆ�� �–�‹�•�‡�á�� �•�‘�� �•�ƒ�•�‹�•�‰�� �•�—�”�‡�� �–�Š�ƒ�–�� �™�‡�� �ƒ�”�‡�•�ï�–���•�‡�‰�Ž�‡cting any of our 
high target areas during that time will be important.  

 

WHAT DO YOU NEED IN ORDER TO HAVE A SUCCESSFUL CANVASS? 
���‡�”�‡�ï�•���ƒ���•�Š�‘�”�–���Ž�‹�•�–���‘�ˆ���™�Š�ƒ�–���›�‘�—���™�‹�Ž�Ž���•�‡�‡�†���–�‘���•�ƒ�•�‡���›�‘�—�”���•�‡�‹�‰�Š�„�‘�”�Š�‘�‘�†���…�ƒ�•�˜�ƒ�•�•���™�‘�”�•�ã 

�x A central location in your walk area for people to meet before and after their walk 
�x Walk lists, printed from Votebuilder 
�x Hard surface for writing (clipboards or cardboard or folders) 
�x Maps of the larger area, the neighborhood and the specific streets each door-to-door canvasser is 

walking (the Votebuilder walk lists will have maps of the specific area to be canvassed for each 
canvasser, but you may also want to print a Google map to help people find the area to begin with) 

�x Scripts 
�x Information and Resources on the issues 
�x Pens/Paper 
�x Tally Sheets to record results at the end of the canvass 
�x A trainer to orient people to the job, explain materials, answer questions, etc. 
 

PREPARING FOR YOUR CANVASS 

1. SECURE A KICKOFF LOCATION AND CREATE AN EVENT ON MY.BARACKOBAMA.COM 

Once you know how many people you need t�‘�� �”�‡�…�”�—�‹�–�� �–�‘�� �•�‡�‡�–�� �›�‘�—�”�� �‰�‘�ƒ�Ž�á�� �†�‡�–�‡�”�•�‹�•�‡�� �™�Š�‡�”�‡�� �›�‘�—�”�� �ò�•�‹�…�•�‘�ˆ�ˆ��
�Ž�‘�…�ƒ�–�‹�‘�•�ó���™�‹�Ž�Ž���„�‡�ä�����Š�ƒ�–���‹�•�á���™�Š�‡�”�‡���’�‡�‘�’�Ž�‡���™�‹�Ž�Ž���‰�ƒ�–�Š�‡�”���„�‡�ˆ�‘�”�‡���ƒ�•�†���ƒ�ˆ�–�‡�”���–�Š�‡���…�ƒ�•�˜�ƒ�•�•�ä�������Š�‹�•���…�ƒ�•���„�‡���ƒ���’�”�‹�˜�ƒ�–�‡���Š�‘�•�‡�á��
park, school, or any other location that will accommodate your group and allow for a brief training. When 
you create your event on MyBO, be sure to choose the specific event type if we are organizing a nationwide 
canvass.   
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2. BUILD A TEAM TO HELP YOU 

Again, in an ideal world, COs will be managing NTLs who will be working with a Neighborhood Team that 
can play all of these roles. But even for a CO who has no teams or NTLs to manage, you should still look to 
have some help with putting a canvass together- �›�‘�—���…�ƒ�•���†�‘���‹�–���ƒ�Ž�Ž���›�‘�—�”�•�‡�Ž�ˆ���‹�•���–�Š�‡�‘�”�›�á���„�—�–���‹�–�ï�•���–�‹�•�‡���…�‘�•�•�—�•�‹�•�‰��
�ƒ�•�†���†�‘�‡�•�•�ï�–���‰�”�‘�™���–�Š�‡���‘rganization as much that way. Here are some of the different roles that people can 
play when preparing for a canvass (one person can play multiple roles, but the more people you can have 
be involved with the process from start to finish, the better): 

Canvass Coordinator  - Coordinates splitting up neighborhoods, identifying high-traffic locations, and 
makes maps, as well as helping to prepare, distribute and re-collect canvass materials. 

 
Volunteer Recruitment Coordinator  - Responsible for reaching out to volunteers, confirming volunteer 
canvass sign-ups, and managing volunteer registration on canvass day. 
 
Resources Coordinator  - Finds and secures a staging ground; a place to meet before and after the canvass. 
This person may need to consider parking needs, restrooms, etc. This person also helps to get donations of 
food and water to sustain canvassers. 
 
Trainer  - ���‘�—�”�� �„�‡�•�–���…�ƒ�•�˜�ƒ�•�•�‡�”�ä�� ���‘�•�‡�‘�•�‡�� �™�Š�‘�� �…�ƒ�•���‡�š�’�Ž�ƒ�‹�•�� �™�Š�›�� �–�Š�‹�•�� �•�‡�‹�‰�Š�„�‘�”�Š�‘�‘�†�� �ƒ�•�†�� �–�Š�‡�•�‡�� �’�‡�‘�’�Ž�‡���™�‡�ï�”�‡��
contacting matter. Someone who can set and communicate a clear goal that will motivate and focus 
�˜�‘�Ž�—�•�–�‡�‡�”�•�ä�����‘�•�‡�‘�•�‡���™�Š�‘���…�ƒ�•���‡�ˆ�ˆ�‡�…�–�‹�˜�‡�Ž�›���ƒ�•�•�™�‡�”���˜�‘�Ž�—�•�–�‡�‡�”�•�ï���“�—�‡�•�–�‹�‘�•�•�ä�� 

3. WORK HARD TO RECRUIT AS MANY VOLUNTEERS AS YOU CAN 

The more people participate in your canvass, the more people you will be able to talk to. Your goal, as a 
host, should be to recruit as many volunteers as possible. Here are some suggestions for ways to find 
volunteer prospects: 

�x Call through a volunteer lists and your personal contacts 
�x Post a flier at your community center or school; leave fliers at meetings of different organizations 

that might be interested 
�x Email My.barackobama.com groups listserves 
�x Make sure your phone bank is added to local Democratic party newsletters, calendars 
�x Reach out to the local student community---college or high school 

Be sure to make reminder calls to volunteers the day before the canvass. Turn out will increase 
dramatically if you ask them for a firm commitment. Be sure that all attendees are confirmed, reconfirmed 
and reconfirmed again �� e-�•�ƒ�‹�Ž�‹�•�‰���ƒ���”�‡�•�‹�•�†�‡�”���‹�•�•�ï�–���‡nough! 

4. MAKE MAPS 

���Ž�Ž���˜�‘�Ž�—�•�–�‡�‡�”���…�ƒ�•�˜�ƒ�•�•�‡�”�•���•�Š�‘�—�Ž�†���Š�ƒ�˜�‡���ƒ���•�ƒ�’���‘�ˆ���–�Š�‡���ò�–�—�”�ˆ�á�ó���‘�”���’�ƒ�”�–���‘�ˆ���–�Š�‡���•�‡�‹�‰�Š�„�‘�”�Š�‘�‘�†�á���–�Š�‡�›���™�‹�Ž�Ž���„�‡���™�ƒ�Ž�•�‹�•�‰��
that day. Be sure to photocopy enough maps for everyone to have one and delegate out an appropriate 
amount of streets for each person. 
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5. GET SCRIPTS AND SUPPORTING MATERIALS 

���Š�‡���•�…�”�‹�’�–���™�‹�Ž�Ž���Š�‡�Ž�’���‰�—�‹�†�‡���›�‘�—�”���…�‘�•�˜�‡�”�•�ƒ�–�‹�‘�•���ƒ�„�‘�—�–���–�Š�‡���‹�•�•�—�‡���›�‘�—�ï�”�‡���…�ƒ�•�˜�ƒ�•�•�‹�•�‰���ˆ�‘�”�ä�������‘�—�”���…�ƒ�•�˜�ƒ�•�•�‡�”�•���™�‹�Ž�Ž���•�‡�‡��
better results if they go into a conversation feeling confident about the subject and a basic guideline for the 
conversation. You can and should always ask your state OFA staff to help you find/create these materials. 

6. REMINDER CALLS 

Be sure to make reminder calls to volunteer canvassers in the days leading up to the canvass. Turn out will 
increase dramatically if you ask them for a firm commitment. Be sure that all attendees are confirmed, 
reconfirmed and reconfirmed again �� e-�•�ƒ�‹�Ž�‹�•�‰���ƒ���”�‡�•�‹�•�†�‡�”���‹�•�•�ï�–���‡�•�‘�—�‰�Š�è 

7. PREPARE SIGN-IN SHEETS AND SET UP A TIGHT SIGN-IN SYSTEM 

Capture as much contact information as possible so we can reach out to these folks for future events and 
volunteer opportunities. 

 
8. PUT UP SIGNS THAT HELP DIRECT PEOPLE TO THE RIGHT SPACE FOR THE RIGHT ACTIVITY  

Depending on your venues, you may even set up stations, one for check in when they arrive, one for 
training, one for collecting materials, one for finding a canvass partner. 

 
9. PREPARE YOUR VOLUNTEERS 

 Make sure all volunteer canvassers have a clear understanding of why we are canvassing, who specifically 
they will be talking with, where they are walking in their communities and what their responsibilities will 
be. 

 

SAMPLE AGENDA FOR YOUR CANVASS 

SIGN-IN (BEFORE THE EVENT STARTS) 

Have everyone sign-in with their best contact information. Make sure to get their cell phone so you can 
check-in with them during the canvass.  

WELCOME AND INTRODUCTION (10 MIN) 

If possible, have each person introduce themselves by name. 

Have two people share their personal stories, addressing what is at stake for them personally. Stories 
should give a human side to our organizing work and remind us of the real impact of the work that we do. 

���š�’�Ž�ƒ�‹�•���‘�—�”���ƒ�…�–�‹�‘�•�ã�����Š�›���‹�•���‹�–���›�‘�—�ï�”�‡���…�ƒ�•�˜�ƒ�•�•�‹�•�‰���–�‘�†�ƒ�›�ë�������Š�ƒ�–���‹�•���–�Š�‡���‰�”�‘�—�’�ï�•���•�‘�–�‹�˜�ƒ�–�‹�‘�•���ƒ�•�†���—�Ž�–�‹�•�ƒ�–�‡���‰�‘�ƒ�Ž�ë 

Set expectations. Share goal for the number of signatures we are trying to collect or people you are trying 
to reach and display that goal on butcher paper for all to see. Put this number into perspective by 
reminding your volunteers that they are part of a huge effort with thousands of volunteers across the 
country doing the similar efforts. 
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ROLE PLAY WITH A PARTNER (3 MIN) 

Practice your pitch in pairs. What are you going to say when you get someone at the door? Have the person 
role playing the first time voter play different roles- one who is a supporter (so the volunteer can practice 
�•�ƒ�•�‹�•�‰�� �ƒ�� �˜�‘�Ž�—�•�–�‡�‡�”�� �ƒ�•�•���á�� �ƒ�•�� �—�•�†�‡�…�‹�†�‡�†�� �™�Š�‘�� �†�‘�‡�•�•�ï�–�� �•�•�‘�™�� �•�—�…�Š�� �ƒ�„�‘�—�–�� �–�Š�‡�� �‹�•�•�—�‡�•�á�� �ƒ�•�†�� �•�‘�•�‡�‘�•�‡�� �™�Š�‘�� �‹�•��
leaning the other way. 

EXPLAIN LOGISTICS (3 MIN) 

Address how people should organize to canvass in groups, give any necessary transportation details and 
pass out materials. 

HIT THE STREETS!  (3 HOURS) 

Check on your team during the action. As the event host, it's your job to keep your team motivated. Collect 
�…�‡�Ž�Ž�� �’�Š�‘�•�‡�� �•�—�•�„�‡�”�•�� �ƒ�•�†�� �–�‡�š�–�� �—�’�†�ƒ�–�‡�•�� �ƒ�„�‘�—�–�� �›�‘�—�”�� �‰�”�‘�—�’�ï�•�� �•�—�…�…�‡�•�•�è�� ���š�ƒ�•�’�Ž�‡�ã�� ���Ž�‡�š�� �‰�‘�–�� �Š�‹s first signature, 
���ƒ�”�‘�Ž�‹�•�‡�ï�•���‘�—�–���‘�ˆ���’�‡�•�•���„�‡�…�ƒ�—�•�‡���•�Š�‡�ï�•���Š�ƒ�†���•�‘���•�ƒ�•�›���•�‹�‰�•�—�’�•�á���‡�–�…�è 

DEBRIEF (15 MIN) 

Meet back at the staging location at an assigned time. 

Tally up. Gather information on number of doors knocked on and the number of signatures collected 
(whe�”�‡�� �ƒ�’�’�Ž�‹�…�ƒ�„�Ž�‡���ä�� ���”�‡�•�‡�•�–�� �‹�•�ˆ�‘�”�•�ƒ�–�‹�‘�•�� �‘�•�� �–�Š�‡�� �‰�”�‘�—�’�ï�•�� �…�‘�Ž�Ž�‡�…�–�‹�˜�‡�� �‡�ˆ�ˆ�‘�”�–�•�ä�� �� ���˜�ƒ�Ž�—�ƒ�–�‡�� �ƒ�…�–�‹�‘�•�ä�� ���•�•�� �–�Š�‘�•�‡���™�Š�‘��
did well what made the difference. Ask those who struggled what the challenges were that we need to 
prepare better for next time. 

Celebrate. If possible, organize a potluck or an optional social gathering afterwards. Talk about your 
success together! Then, sign them up for the next event! 

WHAT DO YOU DO AFTER YOUR CANVASS? 
 

First- �†�‘�•�ï�–���Ž�‡�–���ƒ�•�›�‘�•�‡���Ž�‡�ƒ�˜�‡���™�‹�–�Š�‘�—�–���‰�‡�–�–�‹�•�‰���ƒ�•���ƒ�•�•���–�‘���•�‹�‰�•���—�’���ˆ�‘�”���ƒ�•�‘�–�Š�‡�”���•�Š�‹�ˆ�–���‹n the very near future. 
Before every event that you have, you should already know what the next events will be so that you can 
give people as much of a menu as possible to choose from on their way out. 
 
Next, getting data entered quickly and accurately is almost as important as the canvass itself. Having a 
system in place to make sure that all canvass data gets entered within a day or so of the event will be a 
necessary step for all COs, especially as the volume of voter contact that we do increases. Like all good 
organizing tasks, a good CO will not do the data entry himself/herself, but will instead empower someone 
else to own the role and responsibility of data entry.  
 
Finally, every person who shows up and canvasses should get a thank you call afterwards. Volunteers need 
to know and hear that we appreciate and value their labor as much as we do. These calls are valuable also 
to firm up additional commitments for future shifts. Additionally, every event always has people who 
commit to coming, but then don�ï�–���•�Š�‘�™���—�’�ä���	�‘�”���’�‡�‘�’�Ž�‡���‹�•���–�Š�‹�•���•�‹�–�—�ƒ�–�‹�‘�•�á���ƒ���ˆ�”�‹�‡�•�†�Ž�›���’�Š�‘�•�‡���…�ƒ�Ž�Ž���–�Š�ƒ�–���…�Š�‡�…�•�•���‹�•�á��
�ƒ�•�•�•���™�Š�›���–�Š�‡�›���•�‹�•�•�‡�†���–�Š�‡���‡�˜�‡�•�–�����„�—�–���†�‘�‡�•�•�ï�–���„�‡�”�ƒ�–�‡���‘�”���’�”�‡�ƒ�…�Š���á���ƒ�•�†���‰�‹�˜�‡�•���–�Š�‡���’�‡�”�•�‘�•���ƒ�•�‘�–�Š�‡�”���‘�’�’�‘�”�–�—�•�‹�–�›���–�‘��
come and help is incredibly valuable. 
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HOW TO RUN YOUR OWN                      
PHONE BANK 

WHY DO WE PHONE BANK? 
Phone banking is the most efficient way to talk with voters about the issues that matter to them. While not 
as impactful as the face to face contact of canvassing, it still allows for volunteers to communicate live and 
�†�‹�”�‡�…�–�Ž�›�� �™�‹�–�Š�� �‘�—�”�� �–�ƒ�”�‰�‡�–�‡�†�� �ˆ�‹�”�•�–�� �–�‹�•�‡�� �˜�‘�–�‡�”�•�á�� �ƒ�•�†�� �Š�ƒ�•�� �„�‡�‡�•�� �•�Š�‘�™�•�� �–�‘�� �„�‡�� �ƒ�„�Ž�‡�� �–�‘�� �‰�”�‡�ƒ�–�Ž�›�� �‹�•�’�ƒ�…�–�� �•�‘�•�‡�‘�•�‡�ï�•��
likelihood to vote when it is done in a targeted and repeated way by well trained volunteers from the same 
community as the voters they are speaking with. 

Phone banking is also more flexible than canvassing- for areas that are large and spread out, phone banking 
can be better because it takes a lot longer to walk from street to street than it does to hang up a phone and 
start dialing a new number�á���•�‘���‹�–���…�ƒ�•���•�ƒ�•�‡���„�‡�–�–�‡�”���—�•�‡���‘�ˆ���ƒ���˜�‘�Ž�—�•�–�‡�‡�”�ï�•���–�‹�•�‡���‹�•���–�Š�‘�•�‡���ƒ�”�‡�ƒ�•���–�Š�ƒ�–���ƒ�”�‡�•�ï�–���†�‡�•�•�‡�Ž�›��
populated with first time voters. 

The most effective phone banking happens when a group of volunteers get together to make phone calls to 
a common list.  When a group of people make calls together, volunteers make more calls than they would 
alone.  It is more fun to call with a group, and volunteers usually commit to volunteer again if they had a 
good time. They can work towards a common goal and build the relationships that make the OFA volunteer 
network strong. 

Some of the skills involved in good phone banking are common sense- �„�‡�‹�•�‰���ˆ�”�‹�‡�•�†�Ž�›�á���„�‡�‹�•�‰���’�‘�Ž�‹�–�‡�á���ò�•�•�‹�Ž�‹�•�‰��
�–�Š�”�‘�—�‰�Š���–�Š�‡���’�Š�‘�•�‡�ó�á�� �‡�–�…�ä�����—�–���•�‘�•�‡���‘�ˆ�� �–�Š�‡�� �•�•�‹�Ž�Ž�•���‘�•�Ž�›�� �…�‘�•�‡�� �™�‹�–�Š�� �’�”�ƒ�…�–�‹�…�‡- being able to anticipate common 
questions and pushback and being able to respond well when they happen, being able to get firm 
commitments without losing the friendly tone, being able to talk about the issues in a way that is accessible 
to voters, etc. A good phone bank host is able to both help people improve in these areas quickly, while also 
helping new callers get over any fear or trepidation they might have around phone banking, and of course 
keeping it all positive and fun. 

 

WHAT IS YOUR ROLE AS THE HOST? 
Just as with canvassing, the idea is not necessarily for COs to be running all the phone banks themselves, 
but actually working with NTLs who are in charge of phone banks. However there will inevitably be times 
where a COs will need to lead phone banks themselves, and in addition being able to be a good coach to 
other volunteers who are leading phone banks requires an in-depth understanding of the concepts and best 
practices involved. 

 

���Š�‡���Š�‘�•�–�ï�•���”�‘�Ž�‡���‹�•���–�‘���‘�”�‰�ƒ�•�‹�œ�‡���ƒ���•�—�…�…�‡�•�•�ˆ�—�Ž���’�Š�‘�•�‡���„�ƒ�•�•�ä�����‘�—���•�Š�‘�—�Ž�†���ˆ�‘�Ž�Ž�‘�™���–�Š�‡���•�–�‡�’�•���ˆ�‘�”���’�”�‡�’�ƒ�”�‹�•�‰���ƒ���’hone 
bank listed below, including selecting a location, recruiting volunteers and preparing materials. You also 
will provide guidance and support to the callers �� especially those who have never made these type of calls 
before and may be hesitant to speak about such important issues with strangers over the phone. 
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BEFORE 

1.  FIND YOUR LOCATION AND CREATE AN EVENT ON MY.BARACKOBAMA.COM 

 Finding a location for your phone bank is crucial.  In some cases this will be the OFA office or a state 
Democratic party o�ˆ�ˆ�‹�…�‡�á�� �„�—�–�� �‹�•�� �•�‘�•�–�� �…�ƒ�•�‡�•�� �–�Š�‘�•�‡�� �‘�ˆ�ˆ�‹�…�‡�•�� �™�‘�•�ï�–�� �„�‡�� �ƒ�…�…�‡�•�•�‹�„�Ž�‡�� �‡�•�‘�—�‰�Š�� �–�‘�� �›�‘�—�”�� �˜�‘�Ž�—�•�–�‡�‡�”�•�� �–�‘��
use. In these situations an alternate location will have to be found. It is important that the location is 
comfortable, accessible and gives your volunteer group room to grow. If possible, it is ideal to have phone 
lines although people can use their cell phones if they have to. Here are some suggestions for places to look 
(for the locations below please check with your state OFA staff to make sure you are using permissible 
locations that comply with FEC regulations): 

�x Rooms in community centers, schools, unions, etc.  
�x Private homes 
�x Coffee shops  
�x Real estate firms or law offices  

 

When looking for your location, you should think about things like parking, access (particularly in the 
evening), and indoor, accessible bathrooms. Additionally, consider what it will be like in your potential 
location to have a group of people all talking on the phone at the same time- is it a public area where other 
people will be, and if so, will the phone bankers be a distraction to them? Will they be a distraction to the 
phone bankers? 

Once you have chosen your space, create an event on my.barackobama.com to recruit other volunteers.  

2. RECRUIT VOLUNTEERS 

The more people participate in your phone bank, the more people you will be able to talk to. Your goal, as a 
host, should be to recruit as many volunteers as possible. Here are some suggestions for ways to find 
volunteer prospects: 

�x Call through a volunteer lists and your personal contacts 
�x Post a flier at your community center or school; leave fliers at meetings of different organizations 

that might be interested 
�x Email My.barackobama.com groups listserves 
�x Make sure your phone bank is added to local Democratic party newsletters, calendars 
�x Reach out to the local student community---college or high school 

Be sure to make reminder calls to volunteers the day before canvass. Turn out will increase dramatically if 
you ask them for a firm commitment. Be sure that all attendees are confirmed, reconfirmed and 
reconfirmed again �� e-�•�ƒ�‹�Ž�‹�•�‰���ƒ���”�‡�•�‹�•�†�‡�”���‹�•�•�ï�–���‡�•�‘�—�‰�Š�è 

3. GET SCRIPTS, LISTS, AND SUPPORTING MATERIALS 

A targeted phone bank with a clear, concise ask is the most successful event you can run.  The script will 
help guide your conversation about the �‹�•�•�—�‡���›�‘�—�ï�”�‡�� �…�ƒ�•�˜�ƒ�•�•�‹�•�‰���ˆ�‘�”�ä�� �� ���‘�—�”�� �…�ƒ�Ž�Ž�‡�”�•�� �™�‹�Ž�Ž���•�‡�‡�� �„�‡�–�–�‡�”�� �”�‡�•�—�Ž�–�•�� �‹�ˆ��
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they go into a conversation feeling confident about the subject and a basic guideline for the conversation.  
The lists come from the Voterfile, a database of voters that your OFA staff has access to.  The list will vary, 
depending on the goal of your phone bank.  You may want to call former volunteers to not only get their 
support, but ask them to come and help.  On the other hand, you might want to call people you are not sure 
will be su�’�’�‘�”�–�‹�•�‰���–�Š�‡�����”�‡�•�‹�†�‡�•�–�ï�•���ƒ�‰�‡�•�†�ƒ���–�‘���–�”�›���ƒ�•�†���’�‡�”�•�—�ƒ�†�‡���–�Š�‡�•���–�‘���•�—�’�’�‘�”�–�ä�������Š�‡���Ž�‹�•�–�•�á���•�…�”�‹�’�–�•���ƒ�•�†���‘�–�Š�‡�”��
materials you may need are available with your OFA staff in your state.  

DURING  
�x Explain your goals and set expectations. 
�x Walk through the script and have volunteers role play with a partner. 
�x ���ƒ�Ž�Ž�›�� �–�Š�‡�� �…�ƒ�Ž�Ž�•�� �ƒ�•�� �›�‘�—�ï�”�‡�� �•�ƒ�•�‹�•�‰���–�Š�‡�•�á�� �ƒ�•�†�� �ƒ�•�•�‘�—�•�…�‡���–�Š�‡�•�� �‘�•�� �ƒ�� �”�‡�‰�—�Ž�ƒ�”�� �„�ƒ�•�‹�•��progress will keep 

your group upbeat.  
�x Celebrate your work at the end of the phone bank.  
 

AFTER 
First- �†�‘�•�ï�–���Ž�‡�–���ƒ�•�›�‘�•�‡���Ž�‡�ƒ�˜�‡���™�‹�–�Š�‘�—�–���‰�‡�–�–�‹�•�‰���ƒ�• ask to sign up for another shift in the very near future. 
Before every event that you have, you should already know what the next events will be so that you can 
give people as much of a menu as possible to choose from on their way out. 
 
Next, getting data entered quickly and accurately is almost as important as the phone bank itself. Having a 
system in place to make sure that all phone bank data gets entered within a day or so of the event will be a 
necessary step for all COs, especially as the volume of voter contact that we do increases. Like all good 
organizing tasks, a good CO will not do the data entry himself/herself, but will instead empower someone 
else to own the role and responsibility of data entry.  
 
Finally, every person who shows up and canvasses should get a thank you call afterwards. Volunteers need 
to know and hear that we appreciate and value their labor as much as we do. These calls are valuable also 
to firm up additional commitments for future shifts. Additionally, every event always has people who 
�…�‘�•�•�‹�–���–�‘���…�‘�•�‹�•�‰�á���„�—�–���–�Š�‡�•���†�‘�•�ï�–���•�Š�‘�™���—�’�ä���	�‘�”���’�‡�‘�’�Ž�‡���‹�•���–�Š�‹�•���•�‹�–�—�ƒ�–�‹�‘�•�á���ƒ���ˆ�”�‹�‡�•�†�Ž�›���’�Š�‘�•�‡���…�ƒ�Ž�Ž���–�Š�ƒ�–���…�Š�‡�…�•�•���‹�•�á��
�ƒ�•�•�•���™�Š�›���–�Š�‡�›���•�‹�•�•�‡�†���–�Š�‡���‡�˜�‡�•�–�����„�—�–���†�‘�‡�•�•�ï�–���„�‡�”�ƒ�–�‡���‘�”���’�”�‡�ƒ�…�Š���á���ƒ�•�†���‰�‹�˜�‡�•���–�Š�‡���’�‡�”�•�‘�•���ƒ�•�‘�–�Š�‡�”���‘�’�’�‘�”�–�—�•�‹�–�›���–�‘��
come and help is incredibly valuable. 

HOUSE MEETINGS 

House meetings persuade, organize, motivate, and activate voters.  The tactic utilizes the power of social 
networks in energizing supporters and persuading undecided voters. The house meeting should be 
considered as a crucial element of strategy in terms of training and testing volunteer leadership and 
running a grassroots campaign at the local and neighborhood level.  However, they must be run properly to 
be successful.  A house meeting is a chance to develop leadership and move voters to action.   
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HOUSE MEETING OVERVIEW: 

�x A successful house meeting should result in two new additional house meetings within the next 
two weeks 

�x Hosts should invite their entire social network (i.e. everyone they would invite to a wedding or 
a big party), supporters and undecided voters in their precinct to the meeting. 

�x Each host should invite approximately 50 people. These invitations may be the most valuable 
contact the campaign can have with voters. 

�x Hosts should make a list of 50 invitees with the organizer during the one-on-one.  
�x Hosts should make the first 2 �� 3 calls with the organizer during the one-on-one. 
�x The organizers should make a copy of the invite list for their records.  
�x Each organizer should create a house meeting tracking form and keep a record of:  

o Name of host 
o Names of invitees 
o Invitees attendance and  
o Support status of all attendees.  

o Organizers should include regular check-in calls (to confirm invitation, attendance, and 
reminders) into their schedule. 

�x The Organizer should bring with them their calendar and flip chart paper. On the flipchart 
paper, write an agenda for the meeting and a notes section to take notes from the meeting. 

�x Organizers should bring any videos that they plan to show. 
�x All attendees must sign in with a campaign sign-in sheet.  
�x ���Š�‡���ˆ�‹�”�•�–���ƒ�•�•���•�Š�‘�—�Ž�†���†�‹�”�‡�…�–�Ž�›���•�—�…�…�‡�‡�†���–�Š�‡���•�–�”�ƒ�–�‡�‰�›���‘�˜�‡�”�˜�‹�‡�™���ƒ�•�†���Š�‘�•�–���ò�–�‡�•�–�‹�•�‘�•�›�ä�ó���� 
�x The first ask should be a public request for a house meeting in the next two weeks.  The second 

ask should be a public request for voter contact activity (voter registration, persuasion, or other 
voter contact action) in the next three days week.  

 

SAMPLE HOUSE MEETING AGENDA 

 

0:00 Welcome & Introductions 

0:05 ���‘�•�–�ï�•�����–�‘�”�›�� 

0:10 Campaign Video 

0:20 ���”�‰�ƒ�•�‹�œ�‡�”�ï�•�����–�‘�”�› 

0:25 Group Discussion 

Why are you interested/involved in politics?  Or, simply, why are you here today?  
What is the most important thing to you in the upcoming election?   

Some participants will want to debate issues or ask detailed policy questions at this point.  
Keep guests focused on what political values are important to them.  The Organizer should 
wrap up this section by addressing some of the common themes and articulating the basic 
�„�—�Ž�Ž�‡�–���’�‘�‹�•�–�•���‘�ˆ���–�Š�‡���…�ƒ�•�†�‹�†�ƒ�–�‡�ï�•���˜�ƒ�Ž�—�‡�•���ƒ�•�†���’�‘�Ž�‹�…�‹�‡�•�ä�����Š�‡���‰�‘�ƒ�Ž���‹�•���–�Š�‹�•���•�‡�…�–�‹�‘�•���‹�•���•�‘�–���–�‘���…�‘�•�˜�‹�•�…�‡��
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people to support the candidate, but rather to move those who already do to action through 
motivation. 

0:50 Moving Forward, Taking Action 

Strategy 

Explain our neighbor-to-neighbor strategy.  Talk about the importance of these house 
meetings in creating an organization that can turn out each and every supporter on Election 
Day. 

The Ask 

���Š�‡���„�‡�•�–���™�ƒ�›���–�‘���•�–�ƒ�”�–�����Š�‡�����•�•���‹�•���–�‘���Š�ƒ�˜�‡���›�‘�—�”���Š�‘�•�–���‰�‹�˜�‡���ƒ���“�—�‹�…�•���ò�–�‡�•�–�‹�•�‘�•�›�ó���ƒ�„�‘�—�–���Š�‘�™���‡�ƒ�•�›��
it was to host the meeting.  Then, start by asking the person in the room who is most likely 
to host a house meeting. Schedule a one-on-one meeting for the following day (or in the next 
two days).  

Continue to ask for guests to commit to hosting house meetings until no one else wants to 
commit (choose the most likely prospects first). Ask each individual d�‹�”�‡�…�–�Ž�›�ä�����‘�•�ï�–���™�ƒ�‹�–���ˆ�‘�”��
someone to volunteer. 

Schedule remaining guests for a voter contact shift within the next three days. 

1:00 Close 

HOUSE MEETING TIPS 

House Meeting Preparation  

�x ���ƒ�•�‡���ƒ���…�‘�’�›���‘�ˆ���–�Š�‡���Š�‘�•�–�ï�•���Ž�‹�•�–���‘�ˆ���w�r�ä�������Š�‹�•���™�‹�Ž�Ž���Š�‡�Ž�’���›�‘�—���•�‘�•�‹�–�‘�”���’�”�‘�‰�”�‡�•s.  Additionally, everyone 
invited should be entered into MyCampaign.   

�x Schedule regular follow-up calls with the host in a calendar (and make those calls). 
�x Schedule a set time for your host to make reminder calls (use this as an opportunity to remind 

attendees to bring their calendars to the meeting). 
�x Make sure the host has sent reminder postcards, email or other form of reminder in addition to 

the phone call. 
�x Make sure the host understands that this is a meeting and not a party.  They do not need to 

worry about food or decorations (though they are more than welcome to provide this if they 
have the means and desire). 

 

 

Making a House Meeting Successful 

�x Bring a large calendar with clear slots for people to sign up to host house meetings and to sign 
up for voter contact shifts.  

�x If the host wants to serve refreshments, make sure they are served at the end of the meeting.   
�x Sign everyone in with pledge cards or a sign in sheet (pledge cards will get you more 

information and are easier to use).  Make sure the information is legible. 
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�x Pay attention to cues that identify attendees most likely to host a house meeting (so that your 
public ask is successful.    

�x The host should give testimony and encourage others to host a house meeting directly before 
you ask attendees to host their own.   

�x Practice explaining the strategy so that you can convince the guests of the importance of house 
�•�‡�‡�–�‹�•�‰�•���ƒ�•���ƒ�•���‡�ˆ�ˆ�‡�…�–�‹�˜�‡���‘�”�‰�ƒ�•�‹�œ�‹�•�‰���–�ƒ�…�–�‹�…���–�Š�ƒ�–���‹�•���‹�•���Ž�‹�•�‡���™�‹�–�Š�����ƒ�”�ƒ�…�•�ï�•���•�‡�•�•�ƒ�‰�‡���ƒ�•�†���„�‹�‘�‰�”�ƒ�’�Š�›�ä�� 

�x ���”�ƒ�…�–�‹�…�‡�� �–�Š�‡�� �–�”�ƒ�•�•�‹�–�‹�‘�•�� �ˆ�”�‘�•�� �ò�™�Š�›�� �™�‡�� �ƒ�”�‡�� �Š�‡�”�‡�ó�� �–�‘�� �ò�–�ƒ�•�‹�•�‰�� �ƒ�…�–�‹�‘�•�ä�ó�� ���Š�‹�•�� �™�‹�Ž�Ž�� �Š�‡�Ž�’�� �ƒ�˜�‘�‹�†�� �‰�‡�–�–�‹�•�‰��
carried away in conversation too focused around an individual rather than community action. 

�x Emphasize the importance of hosting a house meeting in the next two weeks (use a visual to 
illustrate this point). 

�x The first ask should be a public and for house meetings. The first ask should begin with your 
most eager supporter. 

 
MOCK HOUSE MEETING EXERCISE 
 

House Meeting Goals: 
�x Build a neighborhood team in a community that currently does not have one 
�x Generate enthusiasm for local Democratic candidates 
�x Plan for an upcoming neighborhood canvass on June 5th  

 
House Meeting Agenda: 
7:00-7:03 Welcome from host, explanation of meeting purpose, overview of agenda 
7:03-7:10 Participant Introductions 
7:10-7:13 Host shares their personal story 
7:13-7:18 Discussion on 2010 Electoral Context & Our Goal (Experienced Democratic volunteer) 
7:18-7:30 Discussion on Our Strategy to Win- Building Neighborhood Teams (Potential NTL) 
7:30-7:35 Explaining Next Steps for Action- Building June 5th Canvasses (host) 
7:35-7:50 Planning June 5th Canvass (all) 
7:50-7:55 Reviewing Next Steps for Action (host) 
7:55-8:00 Thank you and Closing (host) 
 
Mock House Meeting Roles 

�x House Meeting Host- You are hosting this house meeting and have invited your friends and 
potential volunteers to participate.  Your role in the meeting is to facilitate the meeting, involve 
others and motivate everyone to action.   
 

 
�x Coordinated Campaign/OFA Staff Person- You are here to support the host and help make sure 

the meeting stays on track.  Your role in the meeting is to empower the host to lead the meeting. 
 

�x Potential Neighborhood Team Leader- You are very enthusiastic about the campaigns and our 
organizing model and have already been an active volunteer.  Your role in the meeting is to keep 
people on track and bring out the voices of others.   
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�x Enthusiastic Newbie- You have never volunteered on a campaign before but you are excited and 
want to get involved.  Your role in the meeting is to express enthusiasm and ask for direction.  
 

�x Policy Wonk - You are obsessed with policy details.  Your role in this meeting is to distract 
attention from the agenda and focus on random policy details.   
 

�x Reluctant Volunteer-  You are a friend of the host and have little interest in getting involved.  Your 
role in the meetings is to express hesitation and remain noncommittal.  
 

�x Experienced Democratic Volunteer - You have worked on Democratic campaigns for 37 years.  
Your role in the meeting is to provide helpful tips but be a stubborn voice for how things have 
always been done. 
 

�x Experienced Neighborhood Team Member -  You were the Data Coordinator for a Neighborhood 
Team during the Campaign for Change.  Your role in the meeting is to share your experience and to 
affirm the power of neighborhood teams to win elections.  

ORGANIZATIONAL MEETINGS 

Organizational meetings are a key step to building a volunteer organization. Organizational meetings serve 
three main purposes:  

�x ���•�•�‘�—�•�…�‹�•�‰���–�Š�‡���‘�”�‰�ƒ�•�‹�œ�ƒ�–�‹�‘�•�ï�•���‘�”���…�ƒ�•�’�ƒ�‹�‰�•�ï�•���’�”�‡�•�‡�•�…�‡���–�‘���ƒ���‰�‹�˜�‡�•���…�‘�•�•�—�•�‹�–y. 
�x ���”�‹�•�‰�‹�•�‰�� �–�‘�‰�‡�–�Š�‡�”�� �ƒ�•�� �‹�•�‹�–�‹�ƒ�Ž�� �„�ƒ�•�‡�� �‘�ˆ�� �˜�‘�Ž�—�•�–�‡�‡�”�•�� �™�Š�‘�� �™�‹�Ž�Ž�� �’�‘�–�‡�•�–�‹�ƒ�Ž�Ž�›�� �•�‡�”�˜�‡�� �ƒ�•�� �–�Š�‡�� �‘�”�‰�ƒ�•�‹�œ�ƒ�–�‹�‘�•�ï�•��

foundation. 
�x Delivering immediate and specific action that helps the Organizer continue to build his or her 

volunteer organization, ideally one-on-ones or house meeting hosts.     

BUILDING AN ORGANIZATIONAL MEETING 

Organizational meetings follow a basic premise�� aggressively cast a wide net in a given community, reel in 
any interested supporters of the candidate, and turn passive supporters into active volunteers.  To 
thoroughly prepare for the meeting, complete the following steps: 

�x Find a well-known and easily accessible location.  The size depends on the expected attendance 
but consider venues like a community center, local high school gym, or large coffee shop.   

�x Set a date and time. 
�x Publicize widely using the following: 

o New Media tools 
o Flyering in high traffic/high support areas  
o Phone calls while leaving messages invitations to preliminary supporter or donor lists 

in Vote Builder  
 

Draft and print a clear, structured agenda to hand out at the beginning of the meeting. 
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�x Create sign-in sheets to capture the information of the attendees.  Include boxes for certain 
�…�‘�•�•�–�‹�–�—�‡�•�…�‹�‡�•�����‹�ä�‡�ä���ò�����ƒ�•���ƒ���•�‡�•�„�‡�”���‘�ˆ���4�4�4�4���—�•�‹�‘�•�ó�����‹�•���‘�”�†�‡�”���–�‘���•�‡�‡���™�Š�‘���Š�‘�™���•�ƒ�•�›���•�‡�•�„�‡�”�•���‘�ˆ��
existing organizations attended. 

 
�x Create any visuals needed.  Large posters with specific volunteer asks (i.e. one-on-ones, house 

meetings, and/or voter contact shifts) prove especially effective.   
 

�x ���”�‹�•�–�� �•�•�ƒ�Ž�Ž�� �’�‹�‡�…�‡�•�� �‘�ˆ�� �’�ƒ�’�‡�”�� �™�‹�–�Š�� �–�Š�‡�� ���”�‰�ƒ�•�‹�œ�‡�”�ï�•�� �•�ƒ�•�‡�á�� �’�Š�‘�•�‡�� �•�—�•ber, and email address 
(resembling a business card) to give to all attendees.  

RUNNING AN ORGANIZATIONAL MEETING 

Productive organizational meetings are structured, informational, and result in urgent, scheduled volunteer 
activity with the expectation that the attendees become an integral part of the local volunteer structure.  
Include the following in every organizational meeting: 

0:00 Introduction:   If a known, respected figure attends, he or she introduces the Organizer to 
provide local validation.  If the meeting takes place before these relationships develop, the 
Organizer introduces him/herself.  
 
0:05 ���”�‰�ƒ�•�‹�œ�‡�”�ï�•�����–�‘�”�›�ã�� The Organizer tells his or her story of why he or she is involved in the 
campaign.  The story allows the attendees to connect with the Organizer and localizes the national 
campaign. 
 
0:10 ���ƒ�”�–�‹�…�‹�’�ƒ�•�–�•�ï�����–�‘�”�›�ã  Other attendees share their stories of why they support the candidate.  
Make sure this section does not take over the whole meeting and limit it to ten minutes.   
 
0:20 Local campaign strategy:  The Organizer contextualizes local expectations within the 
larger organizational plan, explaining how the community contributes to winning and why 
volunteer commitment is essential.  Present a picture of GOTV.  The Organizer outlines the 
Neighborhood Team Structure, so attendees start to think where they fit into this model.   
 
0:35 Layout a specific plan of action:  The Organizer explains the first steps required to build 
this organization (house meetings, voter registration, etc).   
 
0:45 Make hard asks:   The Organizer asks all attendees for a commitment to volunteer and 
signs up as many people as possible for a specific volunteer activity (use posters as a guide).  Calling 
volunteers to come to the front of the room to sign up on the posters for a one-on-one or to host a 
house meeting creates an exciting environment and pressures others to sign up as well.   
0:55 Conclude:  The Organizer thanks everyone for attending and makes sure attendees have his 
or her contact information.  The meeting ends after an hour, but the Organizer stays to answer any 
questions and meet as many of the attendees as possible.    

FOLLOW-UP 

The following day, the Organizer calls all attendees of the meeting, especially those who signed up to 
volunteer.  If there are more attendees than one person can call, enlist a volunteer to help.  Rapid personal 
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follow-up proves to each attendee that they are an integral part of the future organization, gives the 
attendee the chance to ask any additional questions, and provides the Organizer the chance to sign the 
attendee up for more/new volunteer shifts.   

TRAINING: TEN GUIDELINES FOR TRAINERS 

Trainings offer an opportunity to introduce new concepts and programs to staff and prepare them to 
execute plans. Trainings need to model t�Š�‡�� �…�ƒ�•�’�ƒ�‹�‰�•�ï�•�� �…�‘�•�•�‹�–�•�‡�•�–�� �–�‘�� �‹�•�…�Ž�—�•�‹�˜�‹�–�›�á�� �Ž�ƒ�–�‡�”�ƒ�Ž�� �Ž�‡�ƒ�”�•�‹�•�‰�á�� �ƒ�•�†��
action.  With that said, volunteers and the people who attend your trainings also have come to share their 
knowledge on particular subjects and should be recognized and asked to lead particular parts of the 
training wherever possible. 

1. GO BEYOND LECTURES  

The most effective trainings include teaching key concepts, followed by small group breakouts for 
discussion and role playing and simulation to practice new skills. These breakouts provide an 
opportunity for Organizers to process what they learned and internalize it through discussion.   

 

Tactics:  

�x Set a goal to avoid making the training a lecture.   
�x Think about how to use small group discussions, role playing and real action to reinforce key 

concepts and give participants opportunities to digest, brainstorm, and learn from each other. 

2. APPEAL TO DIFFERENT LEARNING STYLES 

Some people learn by hearing, some by seeing and some by doing.  The best trainings provide the same 
basic information in different formats to appeal to all learners, and repeat the core concepts and skills. 

For example, the best GOTV trainings included a PowerPoint presentation and lecture on GOTV, skits by the 
training leadership performing GOTV efforts, and opportunities for participants themselves to simulate 
GOTV. 

Tactics:  

�x Design a program that includes someone who learns by seeing, someone who learns by hearing, 
and someone who learns by doing.  Ask them to help shape each session to get the most from it. 

�x Write the 3-4 key teaching concepts to reinforce in each session of the training.  Decide how to 
reinforce them.  Visually?  Orally?  In practice? 

3. USE ACTION TO MAKE TEACHINGS EXPLICITLY RELEVANT TO THE P���� �� �� �� �� �� �� �� �� �� �ï ��
DAY-TO-DAY WORK 

The most effective trainings simulate real campaign situations and provide opportunities to practice new 
roles and situations.  Trainings with real actions can also help the leaders see their strategy in action and 
adapt accordingly.  
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Example: A staff training in Pittsburgh in the primary included a lecture on voter registration best 
practices, followed by staff going out and registering voters themselves.  Staff trainers set up and launched 
the voter registration activity just as Organizers would, with packets, maps and instructions.  Staff then 
went out in teams to different sites�� high traffic areas, campuses, barber shops, or blanket canvassing 
African American neighborhoods.  The teams returned several hours later to tally results and evaluate as a 
group.  One person, who had canvassed on a college campus, reported more new registrations than all the 
others combined.  This training reinforced for staff the importance of closely evaluating outcomes, and as a 
result the campaign adapted its statewide strategy to allow all staff to temporarily move to larger 
campuses. 

 

Tactics:  

�x ���‡�ˆ�‘�”�‡�� �ˆ�‹�•�ƒ�Ž�‹�œ�‹�•�‰�� �ƒ�� �–�”�ƒ�‹�•�‹�•�‰�� �ƒ�‰�‡�•�†�ƒ�á�� �†�‘�� �ƒ�� �…�ƒ�Ž�Ž�� �™�‹�–�Š�� �•�‡�Ž�‡�…�–�� ���”�‰�ƒ�•�‹�œ�‡�”�•�ä�� �� ���•�•�� �–�Š�‡�•�� �™�Š�ƒ�–�� �–�Š�‡�›�ï�”�‡��
struggling with and what they need more training on, then make sure these needs are 
addressed in the training. 

4. MODEL LEADERSHIP 

The minute training begins, the training participants look to the trainees to model what it means to be a 
�Ž�‡�ƒ�†�‡�”���‘�•���–�Š�‡���…�ƒ�•�’�ƒ�‹�‰�•�ä�������‘�•�•�‹�†�‡�”���Š�‘�™���–�Š�‡���–�”�ƒ�‹�•�‹�•�‰���™�‹�Ž�Ž���•�ƒ�•�‡���”�‡�ƒ�Ž���–�Š�‡���ò���‡�•�’�‡�…�–�ä�����•�’�‘�™�‡�”�ä�����•�…�Ž�—�†�‡�ä�ó���•�‘�–�–�‘�ä����
How will Field leadership include all participants in the discussion?  How will they respect the differing 
levels of experience in the room? 

Participants also look to trainees to keep things in order. Establish and model group norms with respect to 
punctuality, not interrupting, having the courage to speak up, and stepping back to listen to others. 

Keep discussion focused on the key teaching points.  Insist on bringing people back to the agenda if they get 
off track.  The training material is too important to be sidetracked by political discussions or other less 
urgent material. 

Tactics:  

�x Model leadership: Start on time, introduce yourself and your staff role.  Tell your story. 
�x Politely interrupt long talkers.  Call on quieter participants to ensure their inclusion. 

5. STICK TO TIME 

This is not the last opportunity to discuss organizing or campaign tactics with staff or volunteers. Sticking 
to time helps avoid overwhelming participants with too much information at once. 

Tactics: 

�x Appoint a timekeeper and provide time signs for them to use.   
�x Ask for assertiveness in keeping facilitators or speakers on time. 
�x Explain why the training must keep to time. 
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6. TEACH THE EXPECTED SCENARIO (OVER AND OVER AGAIN)  
The better people understand how things should work, the easier they find it to problem-solve when things 
go wrong.  Volunteers learn more from problem solving during action in the Field than from imagining 
every possible scenario of how things could go wrong. 

Tactics: 

�x Be very careful not to make role plays overly complicated with problem scenarios.  Ask 
everyone to try their best, then lead a debrief afterwards. 

�x Explain the rationale behind teaching the expected scenario, and when participants will get to 
do problem solving. 

�x Drill down on 3-4 key points in each section. 

7. MANAGE INFORMATION 

Deciding what to omit is as important as deciding what to include.  Make sure training pieces connect and 
flow, remove anything unnecessary, and cover unrelated topics in a different forum.  

Tactics: 

�x Role play training with other staff and ask for feedback. 
�x Keep repeating key points and ask participants to repeat them back. 

8. MANAGE ANXIETY 

Any good training preparing people to take real responsibility generates a certain level of anxiety as they 
face the unknown.  Reassure participants that their anxiety is natural, but everyone in the campaign 
supports each other in this work, and that all participants merit leadership training because they have 
performed well in action.  If each person executes on his or job, and communicates clearly with others, then 
the campaign has an opportunity to win. 

9. ADMIT WHAT YOU DO���ï �� �� �� �� �� ��  

���ƒ�•�ƒ�‰�‡���’�ƒ�”�–�‹�…�‹�’�ƒ�•�–�•�ï���‡�š�’�‡�…�–�ƒ�–�‹�‘�•�•�ä�������‡���—�’-front that not all questions will be answered.  Leadership never 
knows every little detail of how the Field program �™�‹�Ž�Ž���™�‘�”�•�á���„�—�–���–�Š�‡���–�”�ƒ�‹�•�‹�•�‰�ï�•���‰�‘�ƒ�Ž���‹�•���–�‘���’�”�‘�˜�‹�†�‡���•�–�ƒ�ˆ�ˆ���ƒ�•�†��
volunteers with tools to strategize and evaluate their own situations and teach them to be flexible. Leaving 
with new questions and ideas is good; follow-up will occur on a one-on-�‘�•�‡���„�ƒ�•�‹�•�ä�������–�ï�• better to admit what 
the campaign does not yet know than to give people the wrong answer and have to retrain them. However, 
be sure to address those questions in the future that cannot be left unanswered.  

10. KEEP YOUR EYES AND EARS OPEN 

Listen to the questions participants ask. Write down any issues that arise during role plays and raise them 
with the training team.  Community ���”�‰�ƒ�•�‹�œ�‡�”�•�� �ƒ�•�†�� �˜�‘�Ž�—�•�–�‡�‡�”�•�� �ƒ�”�‡�� �–�Š�‡�� �…�ƒ�•�’�ƒ�‹�‰�•�ï�•�� �‡�›�‡�•�� �ƒ�•�†�� �‡�ƒ�”�•�� �‘�•�� �–�Š�‡��
ground, and trainings provide an opportunity to refine new details in the plan. 
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USING THE VAN AS A                     
COMMUNITY ORGANIZER 

This document is designed to be a brief overview of what you will be doing with VoteBuilder and the data 
that Organizing for America collects. You should receive a more in-depth data training locally that covers 
the specific tasks you will be performing. As always, your state staff is available to answer or pass up 
questions regarding data and VoteBuilder. 

WHAT IS DATA? WHY DO WE CARE ABOUT IT? 
Data is all the information that we have collected from all our community members and volunteers.  Every 
time we talk to a neighbor on the phone or at the door, every time we send an email, every time people use 
MyBO to organize an event, we want to learn as much as possible about who these people are.  This 
�‹�•�ˆ�‘�”�•�ƒ�–�‹�‘�•���‹�•���—�•�‡�ˆ�—�Ž���„�‡�…�ƒ�—�•�‡���–�Š�‡���•�‘�”�‡���™�‡���•�•�‘�™���ƒ�„�‘�—�–���•�‘�•�‡�‘�•�‡���–�Š�‡���„�‡�–�–�‡�”���™�‡�ï�Ž�Ž���„�‡���ƒ�–���ˆ�‹�•�†�‹�•�‰���–�Š�‡���„�‡�•�–���™�ƒ�›��
�–�‘�� �‰�‡�–�� �–�Š�‡�•�� �‹�•�˜�‘�Ž�˜�‡�†�� �‹�•�� �–�Š�‡�� �ˆ�—�–�—�”�‡�ä�� �� ���–�ï�•�� �ƒ�Ž�•�‘�� �‹�•�’�‘�”�–�ƒ�•�–�� �–�‘�� �„�‡�� �ƒ�„�Ž�‡�� �–�‘�� �—�•�†�‡�”�•�–�ƒ�•�†�� �™�Š�‘�� �†�‘�‡�•�•�ï�–�� �™�ƒ�•�–�� �–�‘�� �„�‡��
involved and why, so we know where we have to improve our outreach. 

Of course, we want to get our message out and we want to hear from the voters.  But, while there is always 
a primary messaging motive for all of our contact with community members, whether in the field or at 
events, we also want to record as much information as possible to make all of our future actions more 
efficient. 

���•�����ï�•���•�—�”�‡���›�‘�—���”�‡�ƒ�Ž�‹�œ�‡�á���‹�–���‹�•���Š�ƒ�”�†���–�‘���•�‡�‡�’���•�‘���•�—�…�Š���‹�•�ˆ�‘�”�•�ƒ�–�‹�‘�•���ƒ�„�‘�—�–���•�‘���•�ƒ�•�›���’�‡�‘�’�Ž�‡���‘�”�‰�ƒ�•�‹�œ�‡�†���™�‡�Ž�Ž���‡�•�‘�—�‰�Š��
to be useful.   �	�‘�”���ƒ���Ž�‘�•�‰���–�‹�•�‡�á�����‡�•�‘�…�”�ƒ�–�•���†�‹�†�•�ï�–���Š�ƒ�˜�‡���ƒ���…�‘�Š�‡�”�‡�•�–���•�›�•�–�‡�•���ƒ�•�†���™�‡���•�—�ˆ�ˆ�‡�”�‡�†���ˆ�‘�”���‹�–���†�—�”�‹�•�‰���–�Š�‡��
first half of this decade.  But over the past few years, the Democrats have caught up and then some and 
during the last couple cycles we have been able to take advantage. 

���•�‹�•�‰�� �–�Š�‡�� �†�ƒ�–�ƒ�� �™�‡�� �…�‘�Ž�Ž�‡�…�–�� �‹�•�� �…�”�‹�–�‹�…�ƒ�Ž�� �–�‘�� �‘�—�”�� �‘�”�‰�ƒ�•�‹�œ�ƒ�–�‹�‘�•�ï�•�� �•�—�…�…�‡�•�•�ä��Data is used to track actions and 
measure progress toward goals, and with it, we are able to track calls, door knocks, volunteer shifts, health 
care stories and more. 

We keep much of this data in the Voter Activation Network, or the VAN, for short.  The VAN houses a 
voterfile for each state (and DC), called in VAN parlance MyVoters, and our database of volunteers or 
MyCampaign.  The VAN allows progressive candidates and organizations to benefit from accrued 
institutional memory.  It is accessible through the internet and, therefore, can handle decentralized field 
campaigns.  

The VAN lets us store, search and use all the data that we collect.  We track data through Activist Codes and 
Survey Questions, contact history for calls and event from My Calendar.. In addition to up-to-date contact 
information, the VAN stores contact histories, voting histories, and registration data.  On the volunteer side, 
MyCampaign has modules to schedule and track volunteer shifts and other event attendance, along with 
personal stories. 
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WHO IS IN MYCAMPAIGN? 

MyCampaign is both a part of VoteBuilder and separate from it. While the voter file includes all registered 
voters in the state, MyCampaign can include records for anyone. It was designed to house volunteers and 
other pertinent information to individual campaigns. All the data in MyCampaign is private, unlike the data 
in the voter file. It is possible to move records over from VoteBuilder when they move from voters to 
volunteers, or volunteer prospects. Due to the ability to add, edit and delete anyone, a bit of effort is 
required to maintain clean, effective data in MyCampaign. 
 
 
WHAT CAN YOU DO IN VOTEBUILDER? 

Working with the data in VoteBuilder enables you to do a number of things in order to keep effective data 
on voters and manage volunteers efficiently. In your daily activities, you will be utilizing different functions 
in VoteBuilder to accomplish tasks such as: 

�x Finding voters in VoteBuilder using a variety of personal attributes 
�x Adding new volunteers to MyCampaign 
�x Processing and Merging volunteer records to clean up the data 
�x Working with lists of voters and volunteers in order to call them through the computer 
�x Printing lists of voters and volunteers in order to contact them through calls or door-to-door 

canvassing 
�x Creating neighborhood maps and packets of voters in order to contact them through door-to-door 

canvassing 
�x Doing data entry from calls and canvasses in order to record data and maximize the effectiveness of 

our contact activity 
�x Creating events and scheduling volunteers into them to track attendees and volunteer activities
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HOW DO YOU LOG IN TO VOTEBUILDER? 

Before you login to VoteBuilder 
for the first time, you must have 
both a User Name and a 
Password.  If you are unclear 
about either, you should talk to 
their Neighborhood Team 
Leader, Community Organizer, or 
Regional Field Director.  

 

 

 

If you navigate to http://votebuilder.com , you will see the screen to the left. Enter your User 
Name and Password, and click the Login button. It should take you to the main menu.  

If you enter your information incorrectly, you will see the error screen below. If you have 
�ˆ�‘�”�‰�‘�–�–�‡�•�� �›�‘�—�”�� �’�ƒ�•�•�™�‘�”�†�á�� �…�Ž�‹�…�•�� �‘�•�� �–�Š�‡�� �Ž�‹�•�•�� �ƒ�•�†�� �›�‘�—�ï�Ž�Ž�� �”�‡�…�‡�‹�˜�‡�� �‹�•�•�–�”�—�…�–�‹�‘�•�•�� �–�‘�� �‰�‡�–�� �›�‘�—�”�� �•ew 
password. 

 

VoteBuilder will send a link to 
your email address so you can 
reset your password. Remember, 
you can only have a new password 
link if you A) already have an 
account and B) have an accurate 
email address in your account 
profile.  

 

 

 

 
If this �†�‘�‡�•�•�ï�–�� �™�‘�”�•�� �ˆ�‘�”�� �›�‘�—��
rather quickly, you should 
contact your primary OFA 
contact. 
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WHAT DO YOU DO WHEN YOU NEED HELP WITH VOTEBUILDER? 

Sometimes you may encounter an error, or need help with something on VoteBuilder.  Often 
the problem is relatively simple, a quirk of the system that a more experienced user can 
spot and remedy.  So be open about asking for help and helping others.  Volunteers should 
look to their Neighborhood Team Leader, Community Organizer, and Regional Field 
Director as a first resource.  Staff should talk to a member of the state or national data team 
if there is a question they cannot answer. 

Sometimes a problem is more serious 
and needs to be fixed by a VoteBuilder 
administrator.  VoteBuilder has its own 
system of communication built into it.  
���–�ï�•�� �…�ƒ�Ž�Ž�‡�†�� ���—�’�’�‘�”�–�� ���‹�…�•�‡�–�•�� �ƒ�•�†�� �–�Š�‹�•��
allows users to report problems or 
suggest improvements.  Simply look 
towards the left side of your screen.  If 
you have a problem or suggestion, click 
�‘�•���î���‘�•�–�ƒ�…�–���–�Š�‡�����†�•�‹�•�ä�ï  

 
���‘�—�ï�Ž�Ž�� �–�Š�‡�•�� �„�‡�� �ƒ�•�•�‡�†�� �–�‘�� �™rite a note describing 
�›�‘�—�”���’�”�‘�„�Ž�‡�•�ä�����ˆ�–�‡�”���™�”�‹�–�‹�•�‰���–�Š�‡���•�‘�–�‡�á���…�Ž�‹�…�•���î���‘�•�‡�ï��
and your message immediately appears as a 
�•�—�’�’�‘�”�–�� �–�‹�…�•�‡�–�� �‘�•�� �›�‘�—�”�� ���†�•�‹�•�ï�•�� �•�…�”�‡�‡�•�ä�� �� ���Š�‡�•��
your problem is resolved, or if there are 
�ƒ�†�†�‹�–�‹�‘�•�ƒ�Ž�� �“�—�‡�•�–�‹�‘�•�•�á�� �›�‘�—�ï�Ž�Ž�� �•�‡�‡�� �–�Š�ƒ�–�� �›�‘�—�� �Š�ƒ�˜�‡�� �ƒ��
new item in your Support Requests. 

 
���Ž�‹�…�•�� �‘�•�� ���—�’�’�‘�”�–�� ���‡�“�—�‡�•�–�•�� �ƒ�•�†�� �›�‘�—�ï�Ž�Ž�� �•�‡�‡�� �ƒ�� �Ž�‹�•�–�� �‘�ˆ��
your pending support requests.  Click on any and 
�›�‘�—�ï�Ž�Ž�� �•�‡�‡�� �–�Š�‡�� �‡�•�–�‹�”�‡�� �”�‡�Ž�‡�˜�ƒ�•�–�� �…�‘�•�•�—�•�‹�…�ƒ�–�‹�‘�•��
history.  A history of your completed support 
tickets is also there, just shift the drop down for 
status from Pending to Complete. 

 
Another great resource is the 
VoteBuilder Wiki. It can be 
found in the upper right 
corner in any page of 
VoteBuilder. Click the link to 
find articles that detail every 
task you can accomplish in 
VoteBuilder. 
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FINDING DATA 

HOW CAN YOU FIND SOMEONE IN MYVOTERFILE OR 
MYCAMPAIGN? 

INFORMATION CONTAINED IN THIS CHAPTER 

Looking up and adding individuals 
Maintaining MyCampaign records 
Finding lists of individuals 

�������������	���������������������ï���� IN THERE?  CAN I ADD THEM? 

First, use Quick Look Up.  This is one of the most commonly used tools in VoteBuilder.  
���ˆ�–�‡�•�á���ƒ���•�—�’�’�‘�”�–�‡�”���™�‹�Ž�Ž���™�ƒ�Ž�•���‹�•�–�‘���ƒ���ˆ�‹�‡�Ž�†���‘�ˆ�ˆ�‹�…�‡���ƒ�•�†���™�‹�Ž�Ž���™�ƒ�•�–���–�‘���•�•�‘�™���‹�ˆ���–�Š�‡�›�ï�”�‡���”�‡�‰�‹�•�–�‡�”�‡�†���ƒ�–��
�–�Š�‡�‹�”�� �•�‘�•�–�� �”�‡�…�‡�•�–�� �ƒ�†�†�”�‡�•�•�ä�� �� ���”�� �›�‘�—�ï�Ž�Ž�� �ˆ�‹�•�†�� �ƒ�•�� �‡�•�–�Š�—�•�‹�ƒ�•�–�‹�…�� �ƒ�…�–�‹�˜�‹�•�–�� �ƒ�–�� �–�Š�‡ grocery store, but 
they (or you) have to run before exchanging contact information.  The Quick Look Up tool 
uses all the information on MyVoterfile or in our volunteer database MyCampaign, to help 
you find names, phone numbers, registration dates and addresses. 

���‡�–�ï�•���–�ƒ�•�‡���ƒ���Ž�‘�‘�•���ƒ�–���Š�‘�™���–�Š�‹�•���–�‘�‘�Ž���™�‘�”�•�•�ä�����	�‹�”�•�–���‘�ˆ�ˆ�á���–�Š�‡�����—�‹�…�•�����‘�‘�•�����’���‹�…�‘�•���‹�•���Ž�‘�…�ƒ�–�‡�†���ƒ�–���–�Š�‡��
�–�‘�’���‘�ˆ���–�Š�‡���…�‡�•�–�‡�”���’�ƒ�”�–���‘�ˆ���–�Š�‡���•�ƒ�‹�•���•�‡�•�—�á���Š�‡�”�‡�ã�������Ž�‹�…�•���‘�•���‹�•���ƒ�•�†���Ž�‡�–�ï�•���‰�‡�–���•�–�ƒ�”�–�‡�†�ä�� 
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You should now see a search screen with fields to en�–�‡�”���–�Š�‡���’�‡�”�•�‘�•�ï�•���•�ƒ�•�‡�����ˆ�‹�”�•�–�á���•�‹�†�†�Ž�‡���ƒ�•�†��
last), phone number, address, date of birth, and email.  There are also fields available to 
�•�‡�ƒ�”�…�Š�� �—�•�‹�•�‰�� �•�‘�•�‡�‘�•�‡�ï�•�� ���‘�–�‡���—�‹�Ž�†�‡�”�� ������ �•�—�•�„�‡�”�� �‘�”�� �–�Š�‡�‹�”�� �•�–�ƒ�–�‡�� �˜�‘�–�‡�”�� �����ä�� �� ���•�—�ƒ�Ž�Ž�›�� �–�Š�ƒ�–��
information is only available if the original source of the information was the voter file itself.  
Not many people know their state voter ID number; but if it is available, it is the most error-
free way to search VoteBuilder.  It avoids concerns about nicknames or misspellings, 
alternate phone numbers or outdated addresses.  Those IDs are unique.  That said, usually 
when you are using Quick Look Up to find a particular record you have less precise 
information. 

���Š�‡�•���›�‘�—���ƒ�”�‡���•�‡�ƒ�”�…�Š�‹�•�‰���„�›���•�ƒ�•�‡�á���›�‘�—���•�‡�‡�†���–�‘���”�‡�•�‡�•�„�‡�”���–�Š�ƒ�–�����‘�–�‡���—�‹�Ž�†�‡�”�ï�•���•�‡�ƒ�”�…�Š���‡�•�‰�‹�•�‡ 
will find an exact match starting at the first letter.  So, to prevent handwriting or typing 
errors from messing you up, you want to search on as few letters from the beginning of the 
name to narrow down the list to the point where you can quickly scan over it and select the 
right person.  Otherwise, you risk getting an empty result. 

 
 

 
 

Like many other aspects of VoteBuilder, Quick Look Up works almost the same in 
MyCampaign as it does in MyVoterfile.  The only difference is what happens if someone is 
not already entered into the system.  If someone is not in MyVoterfile, you should ask them 
to update their registration.  Then, when the Secretary of State releases a new list of 
registered voters, they will be included. 
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MyCampaign, on the other hand, is designed to track all volunteers, whether or not they are 
registered voters.  If we want to keep records of a volunteer or a volunteer prospect, we can 
�Œ�—�•�–���…�”�‡�ƒ�–�‡���–�Š�‡���‡�•�–�”�›�ä�������‡�–�ï�•���™�ƒ�Ž�•���–�Š�”�‘�—�‰�Š���–�Š�ƒ�–���’�”�‘�…�‡�•�•���•�‘�™�ä 

 

 
If a search comes up empty in MyCampaign you then have the option to search the voter file.  
���Š�‹�•�� �‹�•�� �„�‡�…�ƒ�—�•�‡�á�� �™�Š�‡�”�‡�˜�‡�”�� �’�‘�•�•�‹�„�Ž�‡�á�� �™�‡�� �™�ƒ�•�–�� �–�‘�� �Ž�‹�•�•�� �‘�—�”�� �˜�‘�Ž�—�•�–�‡�‡�”�•�ï�� �”�‡�…�‘�”�†�•�� �–�‘�� �—�•�‹�“�—�‡��
records in the voter file.  This way you can utilize the contact information or district and 
party information from th �‡�� �˜�‘�–�‡�”�� �ˆ�‹�Ž�‡�ä�� �� ���ˆ�� �›�‘�—�� �…�Ž�‹�…�•�� �‘�•�� �î���‡�ƒ�”�…�Š�� �•�›�� ���‘�–�‡�”�� �	�‹�Ž�‡�á�ï�� �›�‘�—�ï�Ž�Ž�� �•�‡�‡�� �‹�ˆ��
there are any suitable records on the voter file. 

 

 
 

If there is a match, select it and then add that person to MyCampaign.  If there is no match, 
we can still make a new record for �–�Š�‡�•�� �‹�•�� ���›���ƒ�•�’�ƒ�‹�‰�•�� �„�›�� �…�Ž�‹�…�•�‹�•�‰�� �‘�•�� �–�Š�‡�� �î���†�†�� ���‡�™��
���‡�”�•�‘�•�ï�� �„�—�–�–�‘�•�� �‘�•�� �–�Š�‡�� �”�‹�‰�Š�–�ä�� �� ���‘�—�� �™�‹�Ž�Ž�� �–�Š�‡�•�� �„�‡�� �’�”�‘�•�’�–�‡�†�� �–�‘�� �‡�•�–�‡�”�� �–�Š�‡�� �’�‡�”�•�‘�•�ï�•�� �’�‡�”�•�‘�•�ƒ�Ž��



 
A Special Project of the DNC 

 

 
PRINTED IN HOUSE 

 

69 

�‹�•�ˆ�‘�”�•�ƒ�–�‹�‘�•�ä�� �� ���Ž�‡�ƒ�•�‡�� �‡�•�–�‡�”�� �ƒ�•�� �…�‘�•�’�Ž�‡�–�‡�� �‹�•�ˆ�‘�”�•�ƒ�–�‹�‘�•�� �ƒ�•�� �›�‘�—�� �Š�ƒ�˜�‡�â�� �‹�ˆ�� �–�Š�‡�� �‹�•�ˆ�‘�”�•�ƒ�–�‹�‘�•�� �‹�•�•�ï�–�� �‹�•��
VoteBuilder, it might as well not exist.  (Also, if this volunteer prospect is still nearby, 
register her/him to vote!) 

 

WHY SHOULD YOU PROCESS AND MERGE VOLUNTEERS? 

Since MyCampaign houses volunteers that may or not be in MyVoterfile, the data needs to 
be treated differently. While MyVoterfile reflect voter information from Secretaries of State, 
MyCampaign records can be added and edited by any user. 

With this flexibility comes the possibility of duplicates. Both the acts of processing and 
merging volunteers in MyCampaign serve as steps to prevent the creation of duplicate 
records.  

Processing volunteers checks new volunteer information entering MyCampaign against 
existing records in both MyCampaign and MyVoterfile. If there is a match to either of those 
databases, then the new information is appended to the existing record. If there is not a 
match, a new person is added to MyCampaign. Merging is the process of taking duplicate 
records that have already been created and merging them as one. The reason taking care 
not to have duplicate records is so important is so all the information on one person is 
�Ž�‘�…�ƒ�–�‡�†���‹�•���–�Š�‡���•�ƒ�•�‡���’�Ž�ƒ�…�‡�ä�����ˆ���›�‘�—���™�‡�”�‡���…�ƒ�Ž�Ž�‹�•�‰���–�™�‘���Ž�‹�•�–�•�á���ƒ�•�†���–�Š�‡���…�”�‹�–�‡�”�‹�ƒ���’�—�–���•�‘�•�‡�‘�•�‡�ï�•���–�™�‘��
separate profiles in each list, they would get called twice. At the same time, they might not 
be included or excluded in important lists because their data exists in two different places. 

PROCESSING VOLUNTEERS 

When you are in the main menu, you will see that you need to process volunteers when 
there is a red number next to 
�–�Š�‡�� �™�‘�”�†�•�� �î���”�‘�…�‡�•�•�� ���‘�Ž�—�•�–�‡�‡�”�•�ä�ï��
Click on that link, and it will take 
you to the process volunteers 
screen. 

The process volunteers screen 
shows you the new people being 
added to MyCampaign and tries 
to match them up to existing 
MyCampaign records. Below are 
records that may match the 
person who is being added. If 
you find a match, then click the 
�”�ƒ�†�‹�‘�� �„�—�–�–�‘�•�� �ƒ�•�†�� �…�Ž�‹�…�•�� �î���’�†�ƒ�–�‡��
���›�� ���ƒ�•�’�ƒ�‹�‰�•�� ���ƒ�–�ƒ�„�ƒ�•�‡�ä�ï�� ���Š�‹�•��
updates the old record with the 
new information coming in 
without creating a duplicate.  
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If you are unsure of the 
information matches, you can click 
�î���•�‹�’�� �–�Š�‹�•�� ���‡�”�•�‘�•�ï�� �ƒ�•�†�� �‹�•�˜�‡�•�–�‹�‰�ƒ�–�‡��
more. If the person coming in is 
clearly fake information (i.e. John 
Doe, phone 555-555), please click 
�î���‡�Œ�‡�…�–�� �–�Š�‹�•�� ���‡�”�•�‘�•�ä�ï�� ���ˆ�� �›�‘�—�� �ƒ�”�‡��
unable to find a match in the 
options below, proceed to the next 
step.  

 
 

 

 

 

 

If you are unable to find a 
matching record in MyCampaign, 
�›�‘�—�� �•�Š�‘�—�Ž�†�� �…�Ž�‹�…�•�� �‘�•�� �î���‡�ƒ�”�…�Š�� ���›��
���‘�–�‡�”�� �	�‹�Ž�‡�ä�ï�� ���Š�‹�•�� �Ž�‘�‘�•�•�� �‹�•�� �–�Š�‡��
MyVoterfile side of VoteBuilder. 
Always take this step before 
choosing to add someone new to 
MyCampaign. Most likely, 
�•�‘�•�‡�‘�•�‡���‡�š�‹�•�–�•���‹�•���–�Š�‡���•�–�ƒ�–�‡�ï�•���˜�‘�–�‡�”��
file. This also provides the 
�‹�•�’�‘�”�–�ƒ�•�–���Ž�‹�•�•���„�‡�–�™�‡�‡�•���•�‘�•�‡�‘�•�‡�ï�•��
voter file record and their 
MyCampaign record.  But, if you 
�…�ƒ�•�ï�–���ˆ�‹�•�†���ƒ���•�ƒ�–�…�Š���‹�•���–�Š�‡���˜�‘�–�‡�”���ˆ�‹�Ž�‡�á��
�–�Š�‡�•�� �›�‘�—�� �…�ƒ�•�� �…�Ž�‹�…�•�� �î���†�†�� ���‡�™��
���‡�”�•�‘�•���–�‘�����›�����ƒ�•�’�ƒ�‹�‰�•�ä�ï 

 
 
 

After you get through the whole list, 
you will see the following message. 
When you go to the main menu, 
there will be no red numbers next 
�–�‘�� �î���”�‘�…�‡�•�•�� ���‘�Ž�—�•�–�‡�‡�”�•�ä�ï�� ���ƒ�•�‡�� �•�—�”�‡��
to keep up with processing, as 
valuable data can be sitting in the 
queue. 
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MERGING VOLUNTEERS 

 

As described previously, duplicate 
records in MyCampaign pose a 
problem, and they should always be 
merged if detected. One way you 
see duplicate records is when VAN 
searches records during volunteer 
processing.  

 
 
 
 
 
 
 
 

 
Another way you see duplicate 
records is when you are in the 
Quick Look Up screen searching for 
people. 
 

If you find a duplicate record, take 
�•�‘�–�‡�� �‘�ˆ�� �–�Š�‡�� �’�‡�”�•�‘�•�ï�•�� �•�ƒ�•�‡�ä�� ���—�‹�…�•��
���‘�‘�•�� �–�Š�‡�•�� �—�’�á�� �ƒ�•�†�� �…�Ž�‹�…�•�� �‘�•�� �î���‡�”�‰�‡��
���—�’�Ž�‹�…�ƒ�–�‡�ï�� �‘�•�� �–�Š�‡�� �”�‹�‰�Š�–�� �Š�ƒ�•�†�� �•�‹�†�‡��
menu.  

 
 
 

 
 

In the merge process, there are 
many checks on merging the 
volunteers. The first screen is 
below. If the data matches, click the 
�”�ƒ�†�‹�‘�� �„�—�–�–�‘�•�� �ƒ�•�†�� �…�Ž�‹�…�•�� �î���‡�”�‰�‡�� �–�Š�‹�•��
�’�‡�”�•�‘�•�ä�ï 
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The next screen asks you to 
decide which data will go into 
the final record.  Try and be as 
complete as possible. Choose 
the data that you are going to 
keep for the person, and click 
�î���‡�š�–�ä�ï 

 
 
 
 
 
 

 
 
 
The final screen requires you to 
�…�Ž�‹�…�•�� �î�	�‹�•�‹�•�Š�ï�� �–�‘�� �…�‘�•�ˆ�‹�”�•�� �–�Š�‡��
merge.  

 
 
 
 
 
After the record is merged, you 
should see activist codes, survey 
questions, etc from both profiles 
combined into the new one. 
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HOW DO I LOAD A LIST? 

 
Lists that you load to call or walk 
will almost always be lists created 
by someone else and shared with 
you. On the main menu, you will 
see the �‹�…�‘�•���ˆ�‘�”���î���‹�‡�™�����›���	�‘�Ž�†�‡�”�•�ä�ï��
This is where your shared lists 
will be. 

 

 
 
 

 
 
When you click on it, you will see 
all the folders you have created, as 
well as those that have been 
shared with you by others. 
 
 
 
 
 

 
 
If you click on the folder name, you 
will see the lists inside. To load one 
of the lists, click on its name. 

 
 
 
 

 
 
 

You can only have one list loaded at 
a time, so you have to confirm that 
you want to override your current 
list.  
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Your list is now loaded, and it will 
remain loaded in the main menu 
�•�‡�…�–�‹�‘�•�� �î�
�‘�� �–�‘�� ���›�� ���‹�•�–�ï�� �—�•�–�‹�Ž�� �›�‘�—��
load another one. You can now 
print this list or send it to grid or 
script view to use for calls and data 
entry. 
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CONTACTING PEOPLE 

HOW DO I PRINT CALL OR WALKSHEETS 

INFORMATION CONTAINED IN THIS CHAPTER 
Making calls or canvassing from paper lists 
Making calls from the computer 
Entering your call and walk data 
 

Often a canvass or a phone bank will require the information in VoteBuilder to be presented 
on printed walk or call sheets.  Appropriate contact information is essential, but so are 
things like party identification that help volunteers anticipate what kind of encounter they 
�…�ƒ�•�� �‡�š�’�‡�…�–�ä�� �� ���‘�•�‡�–�‹�•�‡�•�� �™�‡�ï�”�‡�� �ƒ�„�Ž�‡�� �–�‘�� �†�‹�•�’�Ž�ƒ�›�� �ƒ�� �Ž�‘�–�� �‘�ˆ�� �‹�•�ˆ�‘�”�•�ƒ�–�‹�‘�•�� �‘�•�� �–�Š�‡�� �’�”�‹�•�–�‡�†�� �”�‡�’�‘�”�–�•�ä����
Before you print a list make sure to check to make sure you know which Report Format to 
use.  Also, if you have more than one folder or list, make sure you load the correct one. 

 
 

���‘���’�”�‹�•�–���ƒ���…�ƒ�Ž�Ž���•�Š�‡�‡�–���‘�”���ƒ���™�ƒ�Ž�•���•�Š�‡�‡�–���‘�ˆ���›�‘�—�”���Ž�‹�•�–���•�‹�•�’�Ž�›���•�‡�Ž�‡�…�–���–�Š�‡���î���‡�’�‘�”�–�•�ï���‹�…�‘�•�á���™�Š�‹�…�Š���…�ƒ�•��
be found at the near the left uppermost part of the List screen.  You then use this form to 
design the packet.  First, select the correct report format from the top drop down menu.  Be 
careful; there may be many different walk formats or call formats and they will not all be 
designed to mesh with the particular calls of door knocks you have planned.  You then select 
�–�Š�‡���ò���‘�—�”�…�‡�ó���™�Š�‹�…�Š���‹�•�†�‹�…�ƒ�–�‡�•���™�Š�‡�–�Š�‡�”���–�Š�‹�•���Ž�‹�•�–���‹�•���‰�‘�‹�•�‰���–�‘���„�‡���—�•�‡�†���ˆ�‘�”���™�ƒ�Ž�•�•���‘�”���…�ƒ�Ž�Ž�•�ä 

When you do this, VoteBuilder will automatically fill in a sort order.  It is often but not 
always the best one to use.  For example, VoteBuilder assumes canvassers want to split 
�–�Š�‡�‹�”���Ž�‹�•�–�•�����†�†�����˜�‡�•�á���™�Š�‹�…�Š���•�‡�ƒ�•�•���–�Š�ƒ�–���›�‘�—�ï�Ž�Ž���Š�ƒ�˜�‡���‘�•�‡���•�‹�†�‡���‘�ˆ���ƒ���•�–�”�‡�‡�–���‘�•���‘�•�‡���’�ƒ�‰�‡���ƒ�•�†���–�Š�‡��
other on another.  If the target list is sparse enough (and lightly trafficked enough) that it 
would be faster to cross the street several times than it would be to walk down and back, 
�›�‘�—�ï�Ž�Ž���™�ƒ�•�–���–�‘���”�‡�•�‘�˜�‡���–�Š�ƒ�–���•�–�‡�’���‹�•���–�Š�‡���•�‘�”�–���‘�”�†�‡�”�ä�������Ž�•�‘�á���•�‹�•�†���–�Š�‡���’�ƒ�‰�‡���„�”�‡�ƒ�•�•�ä 
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You may have noticed that I left the 
Scri�’�–���„�Ž�ƒ�•�•�ä�������Š�ƒ�–�ï�•���„�‡�…�ƒ�—�•�‡�á���™�Š�‹�Ž�‡��
VoteBuilder does provide scripts, 
the format is sometimes hard to 
use.  You will  almost always have a 
copy of the script that you can 
print off and append to the list you 
print. 

If your list is larger than 2,500 
people, yo�—�ï�”�‡�� �‰�‘�‹�•�‰�� �–�‘�� �Š�ƒ�˜�‡�� �–�‘��
split it into smaller lists.  Type the 
number in the Split Report box to 
specify how big you want the lists.  
Most of your lists will be smaller 

than 2,500 and should be printed whole. 

The last thing to notice about this screen is the text field for the Report Title.  This provides 
you the opportunity to write something that will appear at the bottom of every page.  Write 
information to help keep the lists organized, which may include the turf name, the local OFA 
�…�‘�•�–�ƒ�…�–�ï�•���•�ƒ�•�‡���ƒ�•�†���’�Šone number, and even some words of encouragement. 

���”�‡�•�•���ò���‡�š�–�ó���ƒ�•�†���›�‘�—�ï�Ž�Ž���•�‡�‡���•�‘�•�‡�–�Š�‹�•�‰���Ž�‹�•�‡�ã 

These are instructions for your 
�…�‘�•�’�—�–�‡�”�ï�•�� �’�”�‹�•�–�‡�”�� �•�‡�–�–�‹�•�‰�•��
appropriate to your browser.  
They work for Internet Explorer 
�ƒ�•�†�� �	�‹�”�‡�ˆ�‘�š�â�� �‹�ˆ�� �›�‘�—�ï�”�‡�� �—�•�‹�•�‰�� ���ƒ�ˆ�ƒ�”�‹��
or s�‘�•�‡�–�Š�‹�•�‰�� �‡�Ž�•�‡�á�� �›�‘�—�ï�Ž�Ž�� �•�‡�‡�†�� �–�‘��
play around with it until you get 
�•�‘�•�‡�–�Š�‹�•�‰���–�Š�ƒ�–���Ž�‘�‘�•�•���”�‹�‰�Š�–�ä���������‘�•�ï�–��
waste paper, 2 page samples are 
just as accurate tests of printer 
settings as 76 page lists.) 

Please follow the instructions.  If 
�›�‘�—�� �†�‘�•�ï�–�á�� �”�‡�…�‘�”�†�•�� �™�‹�Ž�Ž�� �‘�˜erlap 
�’�ƒ�‰�‡�� �„�”�‡�ƒ�•�•�á�� �ƒ�•�†�� �–�Š�‡�� �Ž�‹�•�–�� �™�‘�•�ï�–�� �„�‡��
as conducive to an excellent voter 
contact experience as it could be.  
���Š�‡�•�� �›�‘�—�ï�”�‡�� �”�‡�ƒ�†�›�á�� �’�”�‡�•�•�� �–�Š�‡��
�ò�	�‹�•�‹�•�Š�ó�� �„�—�–�–�‘�•�� �‹�•�� �–�Š�‡�� �Ž�‘�™�‡�”�� �”�‹�‰�Š�–��
hand corner of the page and your 
list will be ready to print. 
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Just print �–�Š�‡���’�ƒ�‰�‡�ä�������ˆ���›�‘�—���Š�ƒ�†���–�‘���•�’�Ž�‹�–���–�Š�‡���Ž�‹�•�–�á���–�Š�‡�•���•�‡�Ž�‡�…�–���ò���‡�š�–�ó���–�‘���Ž�‘�ƒ�†���–�Š�‡���•�‡�š�–���’�ƒ�”�–���‘�ˆ���–�Š�‡��
list and print it again. 

If you want to print a single Walk List, you are going to want to select one of the radio 
buttons for printing a map.  You can choose to print it with or without the people on the list 
�•�ƒ�”�•�‡�†�� �ƒ�•�†�� �„�‘�–�Š�� �•�‡�–�Š�‘�†�•�� �Š�ƒ�˜�‡�� �–�Š�‡�‹�”�� �ƒ�†�˜�ƒ�•�–�ƒ�‰�‡�•�ä�� �� ���ˆ�� �ƒ�� �˜�‘�Ž�—�•�–�‡�‡�”�� �†�‘�‡�•�•�ï�–�� �•�•�‘�™�� �–�Š�‡�� �ƒ�”�‡�ƒ��
particularly well, they may have trouble finding the street names on the map if the people 
�ƒ�”�‡�•�ï�–���•�ƒ�”�•�‡�†�ä�������—�–�á���‹�ˆ���–�Š�‡���Ž�‹�•�–���‹�•���”ather dense, then street map may be covered and hard to 
read if the people are marked.  Usually the best option is to print two copies of the map, one 
with people and one without. 

If you are printing several walk lists from a single folder, you have the option to print the 
whole folder at once.  This is a much more efficient way to generate walk packs for groups 
of volunteers.  You can do this by going to your list of Folders where, on the right side of 
�‡�ƒ�…�Š���ˆ�‘�Ž�†�‡�”�ï�•���Ž�‹�•�‡�á���‹�–���•�ƒ�›�•���î���”�‹�•�–�����Ž�Ž�����‹�•�–�•�ä�ï 

HOW DO YOU MAKE CALLS FROM YOUR COMPUTER? 

Volunteers will need a VoteBuilder login to make calls from their computer.  Once they login 
�–�‘���–�Š�‡�‹�”���ƒ�…�…�‘�—�•�–�á���–�Š�‡�›�ï�Ž�Ž���„�‡���ƒ�„�Ž�‡���–�‘���—�•�‡�����‹�”�–�—�ƒ�Ž�����Š�‘�•�‡�����ƒ�•�•�•�ä�������Š�‹�•���™�‹�Ž�Ž���Ž�‡�–���–�Š�‡�•���•�ƒ�•�‡���’�Š�‘�•�‡��
calls from anywhere they have a phone line and an internet connection.  The icon is the little 
telephone in the lower right corner of your main menu. 

 

Volunteer leaders will have the option to participate with any campaign you share with 
them or to enter a numeric code that references some other campaign.  With Virtual Phone 
Banks, or VPBs, you can localize large lists to assign volunteers targets that are close to 
them.  This requires them to enter their zip code. 

 

 



 
A Special Project of the DNC 

 

 
PRINTED IN HOUSE 

 

78 

The name and phone number of the voter the caller is asked to call will appear.   

 
 
Sometimes, a script is provided for you on the screen, and sometimes there will only be 
questions with drop-down boxes next to them.  You can use the script that is provided but 
feel free to tell your own personal story.  Just take care to ask the scripted questions. 

After the call, you will record the outcome of the conversation or choose from several 
options to document why you were unable to speak with the targeted voter.  Below is a list 
of the options available to you and a brief explanation of each option. 

Busy/NA/Not Home  �� This field should be selected if the telephone number is busy, if 
there is no answer or if the voter is not at home. 
 
Left Message �� This option should be selected if you reach an answering machine or 
voicemail AND you leave a message identifying who you are and the nature of your call. 
 
Wrong Number  �� Select this option if someone at the telephone number called states that 
the voter you are trying to reach no longer uses this telephone number or if the number is 
discontinued. If you can, ask for another telephone number where the voter may be 
reached. 
 
Other Language �� This option should be selected if the voter called does not speak English. 
 
Refused Contact �� This option should be selected when the voter states that they are not 
interested in completing the call or hangs up. 
 
Deceased �� Select this option when someone else answers the phone and indicates that the 
person you are looking for is deceased.  Please use this with caution. 
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If the voter is not at home, but one of the voters listed under Also in Household is available, 
click on their name to access their Virtual Phone Bank page. 

When you are finished with the current phone number, click Save/Next to move to the next 
voter.  When you stop making calls for the day, remember to click this button before leaving 
Votebuilder so that it saves the last call that you made. 

The more information that you can enter into VoteBuilder, the more you help to create a 
powerful tool that assists the campaign in targeting key voters.  

HOW DO YOU ENTER DATA FROM PRINTED CALL OR WALK PACKS? 

Every canvass or phone-bank list that is printed from VoteBuilder is identified by a list 
number at the bottom of every page.  Look for two long numbers separated by a dash.  That 
whole list of characters is your list number. 

To begin entering data from paper lists, click the Grid View button from the Main Menu. 

 

���‘�™�á�� �…�Š�‘�‘�•�‡�� �–�Š�‡�� �„�—�–�–�‘�•�� �–�Š�ƒ�–�� �‹�•�� �Ž�ƒ�„�‡�Ž�‡�†�� �î���‡�–�� �•�‡�� �•�‡�Ž�‡�…�–�� �ƒ�� ���‹�•�–�� ���—�•�„�‡�”�ï�� �ƒ�•�†�� �‡�•�–�‡�”�� �›�‘�—�”�� �Ž�‹�•�–��
number.   

 
Your list number has automatically filled many of these fields with the same formatting 
�—�•�‡�†�� �–�‘�� �’�”�‹�•�–�� �–�Š�‡�� �Ž�‹�•�–�� �‘�”�‹�‰�‹�•�ƒ�Ž�Ž�›�ä�� �� ���‘�—�� �•�Š�‘�—�Ž�†���•�‡�Ž�‡�…�–�� �›�‘�—�”�� �‘�™�•�� �•�ƒ�•�‡�� �ƒ�•�� �î���ƒ�•�˜�ƒ�•�•�‡�”�ï�á�� �ƒ�•�†���–�Š�‡��
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�î���ƒ�–�‡�����ƒ�•�˜�ƒ�•�•�‡�†�ï���•�Š�‘�—�Ž�†��be the date these contacts were made.  If you manually changed the 
sort order when you printed the list, make sure you match that same order here.  

 
 

You are now in Grid View.  To enter data, choose the appropriate result or survey question 
results from the drop down menus on the right.   

When you are done entering data on a page, or you wish to go to another page, click Save, at 
the top of the screen. 

 

 
 
If you wish to enter information that does not fit into your Grid view menus, such as a new 
phone number or a note, you can click on the name of the record you wish to change and 
you will be �–�ƒ�•�‡�•���–�‘���–�Š�ƒ�–���˜�‘�–�‡�”�ï�•���’�ƒ�‰�‡�ä�������‘�•�ï�–���ˆ�‘�”�‰�‡�–���–�‘���…�Ž�‹�…�•�����ƒ�˜�‡���‘�”���›�‘�—���™�‹�Ž�Ž���Ž�‘�•�‡���›�‘�—�”���†�ƒ�–�ƒ�ä 

If the Grid view does not show the next voter in your Paper List; if, for example, you are 
starting in the middle of a List or a Record is out of order, you may skip to a Record by 
�…�Ž�‹�…�•�‹�•�‰���î�
�‘���–�‘�����‘�–�‡���—�‹�Ž�†�‡�”�������ï�ä�������Š�‡�•���‡�•�–�‡�”���–�Š�‡�����������������ˆ�”�‘�•���›�‘�—�”�����ƒ�’�‡�”�����‹�•�–�ä�������Š�‹�•���™�‹�Ž�Ž���„�”�‹�•�‰��
up the appropriate entry, though you may need to enter the VAN ID of the next record to 
return to your place in the List. 

HOW DO YOU ENTER DATA FROM EVENTS OR HAND WRITTEN SIGN-IN SHEETS? 

This poses a more difficult problem than entering information off of a printed walk sheet.  
���Š�ƒ�–�ï�•���„�‡�…�ƒ�—�•�‡���–�Š�‡�”�‡���‹�•�•�ï�–���ƒ���”�‡�…�‘�”�†���‹�•�����‘�–�‡���—�‹�Ž�†�‡�”���‘�ˆ���™�Š�‘�•�‡���•�‹�‰�•-�‹�•�ï�•���›�‘�—���ƒ�”�‡���‡�•�–�‡�”�‹�•�‰���†�ƒ�–�ƒ��
for.  If you do have that list, say folks you invited to an Organizational Meeting, it may be 
worth your time putting the paper data in the same order as the VoteBuilder list (sort both 
alphabetically by last name, maybe) and then using grid view as above.  But usually, that is 
not feasible.  People brought friends along, or your event was designed to attract new 
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�…�‘�•�‡�”�•�ä�� �� ���Š�‡�”�‡�ï�•�� �•�‘�–�Š�‹�•�‰�� �–�‘�� �†�‘�� �„�—�–�� �‡�•�–�‡�”�� �–�Š�‡�� �†�ƒ�–�ƒ�� �‘�•�‡�� �ƒ�–�� �ƒ�� �–�‹�•�‡�ä�� �� ���� �–�‡�†�‹�‘�—�•�� �Œ�‘�„�á�� �„�—�–�� �™�‡�Ž�Ž��
worth all the new volunteer prospects. 

VoteBuilder has a few different processes for entering data to a single record at a time and 
which one is best depends on how many people you have to enter data for, how much data 
you have to enter per person, and how many records will need to be newly created in 
MyCampaign. 

The simplest, but often the least efficient, way to enter data is simply to find or add the 
MyCampaign record using QuickLookUp then alter or add the record to include the new 
information.  The button to save your changes is under the Action section in the lower right 
hand corner.  (You may also want to save your page layout.  This will save you from having 
to open the various boxes next time.) 

WHAT IF YOU WANT TO ATTACH THE SAME SINGLE PIECE OF DATA TO SEVERAL 
RECORDS? 

This actually happens a lot.  Imagine a sign up sheet to a Organizational Meeting or a 
surrogate event.  All you want to do is flag the attendance of folks, if they already have a 
���›���ƒ�•�’�ƒ�‹�‰�•�� �”�‡�…�‘�”�†�á�� �ƒ�•�†�� �…�”�‡�ƒ�–�‡�� �‘�•�‡�� �‹�ˆ�� �–�Š�‡�›�� �†�‘�•�ï�–�ä�� �� ���‘�–�‡���—�‹�Ž�†�‡�”�� �Š�ƒ�•�� �ƒ�� �ˆ�—�•�…�–�‹�‘�•�� �…�ƒ�Ž�Ž�‡�†��
QuickMark, which works a lot like QuickLookUp, except that after you search for and find a 
record, you can simply click on a box to assign the data.  You can find the icon towards the 
top right of the main menu.  You then have to select exactly what data you want to assign to 
each record.  You can add volunteer activities, event shift signups, activist codes, survey 
�”�‡�•�’�‘�•�•�‡�•�á���ƒ�•�†���‘�–�Š�‡�”���•�‹�•�†�•���‘�ˆ���†�ƒ�–�ƒ�ä�����	�‹�”�•�–�á���•�’�‡�…�‹�ˆ�›���‡�š�ƒ�…�–�Ž�›���™�Š�ƒ�–���†�ƒ�–�ƒ���›�‘�—�ï�”�‡���”�‡�…�‘�”�†�‹�•�‰�ã 
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Then, after you search for and find each record, you can update the data without entering 
their individual record.  Just click the box, hit Save, and search for your next record. 

 

 

The main limitation of this practice, besides only being able to enter one bit of data per 
record, is that it does not allow you to create a new MyCampaign record.  You have to set 
aside folks that cannot be matched to existing MyCampaign records and create their records 
later using QuickLookup.  So, while you do save a lot of time not entering into each record, 
you lose some time because you have to search for some folks twice. 

WHAT IF YOU WANT TO ENTER A LOT OF DIFFERENT DATA TO SEVERAL RECORDS? 

As I am sure you can imagine, both of the preceding methods can grind very slowly when 
you have a lot of data to assign to a lot of records.  If you try and use QuickLookUp, the 
process of opening several portions of each record and making a lot of changes will go very 
slowly, but so will the repeated searches required by running several QuickMarks.  What 
you need is something like Gridview, which allows you to enter a lot of data to a single 
record at once.  And it turns out that VoteBuilder has a version of Gridview you can use in 
this situation.  If you click on Gridview from the Main Menu screen, one of your options will 
be to Use QuickLookUp. 
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���‘�—�ï�Ž�Ž�� �–�Š�‡�•�� �Ž�‘�ƒ�†�� �‹�•�� �ƒ�� ���…�”�‹�’�–�á�� �•�‡�Ž�‡�…�–�� �ƒ�� �†�ƒ�–e, contact source and a canvasser �� just like you 
would for normal Gridview data entry.  You can even include the event scheduling widget, if 
you wish. (Look elsewhere in this document for an explanation for how the Event Scheduler 
tools work.) 

 

 
 

The onl�›�� �†�‹�ˆ�ˆ�‡�”�‡�•�…�‡���‹�•�� �–�Š�ƒ�–�á�� �ƒ�ˆ�–�‡�”�� �›�‘�—���…�Ž�‹�…�•�� ���‡�š�–�á�� �›�‘�—�ï�”�‡�� �–�ƒ�•�‡�•�� �–�‘�� �ƒ�� �•�‡�ƒ�”�…�Š�� �•�…�”�‡�‡�•�� �•�‹�•�‹�Ž�ƒ�”�� �–�‘��
QuickLookUp instead of a preloaded list.  You can find the record that matches and quickly 
enter a lot of data. 

 

 
But this tool has its limitations too.  You have to have a Script saved to structure what data 
�™�ƒ�•�� �…�‘�Ž�Ž�‡�…�–�‡�†�ä�� �� ���ˆ�� �–�Š�‡�”�‡�� �‹�•�•�ï�–�� �ƒ�� �…�Ž�‡�ƒ�”�� �…�Š�‘�‹�…�‡�� �ˆ�‘�”�� ���…�”�‹�’�–�á�� �–�ƒ�Ž�•�� �–�‘�� �›�‘�—�”�� �˜�‘�Ž�—�•�–�‡�‡�”�� �Ž�‡�ƒ�†�‡�”�� �‘�”�� �•�–�ƒ�ˆ�ˆ��
contact.  We may have to make a script after the fact to help the data entry process.  Also, 
you cannot create new MyCampaign records using QuickLookUp in Gridview.  You must put 
aside signups where you are unable to find a good match and then go back and create those 
records using QuickLookUp.  It may make sense, depending on the situation, to use 
QuickLookUp to find/create MyCampaign records for everyone and then use this 
�
�”�‹�†�˜�‹�‡�™�����—�‹�…�•���‘�‘�•���’�� �•�‡�–�Š�‘�†�� �–�‘�� �‡�•�–�‡�”�� �–�Š�‡�� �†�ƒ�–�ƒ�ä�� �� ���ˆ�� �‹�–�ï�•�� �—�•�…�Ž�‡�ƒ�”�á�� �›�‘�—�� �•�Š�‘�—�Ž�†�� �–�ƒ�Ž�•�� �–�‘�� �›�‘�—�”��
volunteer leader or staff contact about the most efficient way to enter a certain set of data. 
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WHAT IF YOU WANT TO ENTER DATA THAT �����������ï���������������	������������ LIST? 

Form View is a data entry system that allows you to enter data directly from sign in sheets 
or other paper information directly into MyCampaign. The best uses of Form View are for 
sign in sheets, event data, pledge cards, high traffic canvassing and voter registration data. 
To access this form of data entry, go to Form View in the Load Data section. 

After you select the Form from the drop down, choose the Source that was used to collect 
the data. Be careful not to choose Call or Walk if the data is not actually from calls or knocks, 
since this will affect your contact rates. The date defaults to the current day, but you can 
�…�Š�ƒ�•�‰�‡�� �–�Š�ƒ�–�� �‹�ˆ�� �‹�–�� �‹�•�•�ï�–�� �ƒ�…�…�—�”�ƒ�–�‡�ä�� �� ���Š�‡�”�‡�� �ƒ�”�‡�� �–�™�‘�� �•�‘�†�‡�•�� �‹�•�� �™�Š�‹�…�Š�� �–�‘�� �—�•�‡�� �	�‘�”�•�� ���‹�‡�™���� Quick 
LookUp or AutoMatch. Using Form View in Quick LookUp mode is very near to any other 
method of QLU then entering data, but in a different view. 
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���‘�•�‡�‘�•�‡�ï�•�� �’�‡�”�•�‘�•�ƒ�Ž�� �‹�•�ˆ�‘�”�•�ƒ�–�‹�‘�•�� �ƒ�’�’�‡�ƒ�”�•�� �‹�•�� �ƒ�•�� �‡�†�‹�–�ƒ�„�Ž�‡�� �ˆ�‘�”�•�ƒ�–�á�� �ƒ�Ž�‘�•�‰�� �™�‹�–�Š�� �–�Š�‡�� ���…�–�‹�˜�‹�•�–��
Codes and Survey Questions we are tracking. If the administrator set up the form with the 
option, the Volunteer Scheduler also appears so you can schedule people as you do data 
entry. 

The other option that is incredibly useful in Form View is Use AutoMatch. When you select 
this option, a blank form comes up. 
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The blank form allows you to enter data directly into MyCampaign from events, in-person 
signups and high traffic canvassing, without having to use Quick Lookup. VoteBuilder tries 
to match the data entered with existing records in MyCampaign, and only creates a new 
�”�‡�…�‘�”�†�� �‹�ˆ�� �‹�–�� �…�ƒ�•�ï�–�� �•�ƒ�–�…�Š�� �–�Š�‡�� �†�ƒ�–�ƒ�ä�� ���Š�‹�•�� �„�‘�–�Š�� �•�ƒ�˜�‡�•�� �–�‹�•�‡�� �†�—�”�‹�•�‰�� �†�ƒ�–�ƒ�� �‡�•�–�”�›�� �ƒ�•�†�� �•�‹�•�‹�•�‹�œ�‡�•��
duplicate record creation in MyCampaign.  

Form View data entry in the voter file, or My Voters tab, is in Quick Lookup mode only, since 
individual records cannot be added to the voter file. 
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MyCampaign Calendar 

HOW DO WE TRACK VOLUNTEERING SCHEDULES? 

INFORMATION CONTAINED IN THIS CHAPTER 
Creating a new event 
Scheduling people for events during calls or data entry 
Making confirmation Calls 

We use the MyCampaign Calendar to track volunteer schedules.  This tool lets us track event 
�”�‡�…�”�—�‹�–�‹�•�‰�� �ƒ�•�†�� �‡�˜�‡�•�–�� �ƒ�–�–�‡�•�†�ƒ�•�…�‡�� �‹�•�� �‘�•�‡�� �‡�ƒ�•�›�� �’�Ž�ƒ�…�‡�ä�� �� �	�‘�Ž�•�•�ï�� �•�…�Š�‡�†�—�Ž�‡�†�� �˜�‘�Ž�—�•�–�‡�‡�”�� �•�Š�‹�ˆ�–�•�� �ƒ�”�‡��
readily available from their personal records and you can recruit and manage volunteers 
�‡�ˆ�ˆ�‹�…�‹�‡�•�–�Ž�›���‹�•���–�Š�‡���•�ƒ�•�‡���•�›�•�–�‡�•�ä�������‡�–�ï�•���™�‘�”�•���–�Š�‘�—�‰�Š���•�‘�•�‡���‘�ˆ���–�Š�‡���†�‡�–�ƒ�‹�Ž�•�ä�� 

HOW DO YOU CREATE AN EVENT? 

���Š�‡�•���›�‘�—���Ž�‘�‰�‹�•���–�‘�����›�����ƒ�•�’�ƒ�‹�‰�•�á���…�Ž�‹�…�•���‘�•���–�Š�‡���‹�…�‘�•���ˆ�‘�”���î���‹�‡�™�����›�����ƒ�Ž�‡�•�†�ƒ�”�ä�ï 
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���•�� �–�Š�‡�� �…�ƒ�Ž�‡�•�†�ƒ�”�� �˜�‹�‡�™�á�� �…�Ž�‹�…�•�� �‘�•�� �î���†�†��
���‡�™�����˜�‡�•�–�ä�ï 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

 

Choose the appropriate event type 
for your event. The types will vary 
from state to state. 
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Enter all the details of the event. Enter 
number of shifts and whether the 
event repeats. In the future, event 
posting may also include teams and 
staging locations. If you have 
questions, see the test example below. 
���Š�‡�•�á���…�Ž�‹�…�•���î���‡�š�–�ä�ï 

 
 
 
 
 
 
When you get to the Activities and 
Goals screen, choose the activity types 
that correspond to the volunteer 
activities that will occur during this 
event. You can choose to specify goals 
for each activity if you would like. 
���Š�‡�•�á���…�Ž�‹�…�•���î�	�‹�•�‹�•�Š�ä�ï 
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���ˆ�–�‡�”�� �Š�‹�–�–�‹�•�‰���î�	�‹�•�‹�•�Š�ï�á�� �›�‘�—���™�‹�Ž�Ž�� �–�Š�‡�•�� �•�‡�‡�� �–�Š�‡��
last details page. Double-check that 
�‡�˜�‡�”�›�–�Š�‹�•�‰���‹�•���…�‘�”�”�‡�…�–�ä�����Š�‡�•�á���…�Ž�‹�…�•���î���ƒ�˜�‡�ä�ï 
You have created an event!  

 

 

 

 

 
 
 
 
 

 
 
 
When you go back to the calendar view, 
you can hover over the title and see details 
of the event.  
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HOW DO YOU SCHEDULE A PERSON FOR AN EVENT? 

 
�	�”�‘�•�� �ƒ�� �’�‡�”�•�‘�•�ï�•�� �†�‡�–�ƒ�‹�Ž�•�� �’�ƒ�‰�‡�á�� �›�‘�—��
can go to the Events box and click 
�î���…�Š�‡�†�—�Ž�‡���ˆ�‘�”�����˜�‡�•�–�•�ä�ï 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
���Š�‡�� �‡�˜�‡�•�–�•�� �•�…�Š�‡�†�—�Ž�‡�”�� �…�‘�•�‡�•�� �—�’�ä�� ���•�� �î�S��
���ƒ�›�•�á�ï���•�‡�Ž�‡�…�–���–�Š�‡���•�—�•�„�‡�”���‘�ˆ���†�ƒ�›�•���ƒ�™�ƒ�›��
that you want to show options for. For 
example, if you want to see the next 
week and a half, choose 10 days. 
 
 
 
 
 
 
 
 
 
 
Next, select the event, activities and 
shifts that you are scheduling for the 
�’�‡�”�•�‘�•�ä�����Ž�‹�…�•���î���…�Š�‡�†�—�Ž�‡�ä�ï 
 
 
 
 



 
A Special Project of the DNC 

 

 
PRINTED IN HOUSE 

 

92 

 
 
 

 
 
 
 
 
You have scheduled them for an 
event, which will now show up in 
the Events box in their details page. 
 
 
 
 
 
 

 

 

 

HOW DO YOU SCHEDULE PEOPLE FROM A LIST TO AN EVENT? 

If you are call�‹�•�‰���‘�”���†�‘�‹�•�‰���†�ƒ�–�ƒ���‡�•�–�”�›���–�Š�”�‘�—�‰�Š���•�…�”�‹�’�–���˜�‹�‡�™���‘�”���‰�”�‹�†���˜�‹�‡�™���ƒ�•�†���›�‘�—���–�Š�‹�•�•���›�‘�—�ï�Ž�Ž��
�„�‡�� �•�‹�‰�•�‹�•�‰�� �—�’�� �•�‘�•�‡�� �˜�‘�Ž�—�•�–�‡�‡�”�•�á�� �•�ƒ�•�‡�� �•�—�”�‡�� �–�Š�‡�� �î���•�…�Ž�—�†�‡�� ���˜�‡�•�–�� ���…�Š�‡�†�—�Ž�‡�”�ï�� �„�‘�š�� �‹�•�� �…�Š�‡�…�•�‡�†��
when choosing script options: 
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If the event is included in the script, you can simply choose their status from the dropdown 
menu for that event. If no events are included, you can click on the Schedule Volunteer 
button: 
 

 

 

 

���Š�‡���‡�˜�‡�•�–�•���•�…�Š�‡�†�—�Ž�‡�”���…�‘�•�‡�•���—�’�ä�����•���î�S�����ƒ�›�•�á�ï���•�‡�Ž�‡�…�–���–�Š�‡���•�—�•�„�‡�”���‘�ˆ���†�ƒ�›�•���ƒ�™�ƒ�›���–�Š�ƒ�–���›�‘�—���™�ƒ�•�–���–�‘��
show options for. For example, if you want to see the next week and a half, choose 10 days. 
Next, select the event, activities and shifts that you are scheduling the person into. Click 
�î���…�Š�‡�†�—�Ž�‡�ä�ï 
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HOW DO YOU FIND A LIST OF FOLKS WHO ARE SCHEDULED TO AN EVENT? 

�
�‘�� �–�‘�� �î���‹�‡�™ ���›�� ���ƒ�Ž�‡�•�†�ƒ�”�ï�� �ƒ�•�†�� �…�Ž�‹�…�•�� �‘�•�� �–�Š�‡�� �‡�˜�‡�•�–�� �›�‘�—�� �ƒ�”�‡�� �‹�•�–�‡�”�‡�•�–�‡�†�� �‹�•�ä�� �� ���•�� �–�Š�‡�� ���†�‹�–�� ���˜�‡�•�–��
�•�…�”�‡�‡�•���›�‘�—�ï�Ž�Ž���•�‘�–�‹�…�‡���ƒ���„�—�–�–�‘�•���–�‘�™�ƒ�”�†�•���–�Š�‡���–�‘�’���”�‹�‰�Š�–���–�Š�ƒ�–���•�ƒ�›�•���î���‹�‡�™�����‘�Ž�—�•�–�‡�‡�”�•�ä�ï 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
���ˆ�–�‡�”���›�‘�—���…�Ž�‹�…�•���î���‹�‡�™�����‘�Ž�—�•�–�‡�‡�”�•�ï���›�‘�—�ï�Ž�Ž���•�‡�‡���–�Š�‡���Ž�‹�•�–���‘�ˆ���‡�˜�‡�”�›�‘�•�‡���™�Š�‘���Š�ƒs been scheduled to 
attend this Event.  One good use of this is to efficiently make confirmation calls.  Just adjust 
�‡�ƒ�…�Š���’�‡�”�•�‘�•�ï�•�����–�ƒ�–�—�•���ƒ�•���›�‘�—���–�ƒ�Ž�•���–�‘���–�Š�‡�•�ä�������‡�Ž�‡�…�–�����‘�•�ˆ�‹�”�•���‘�”�����‡�…�Ž�‹�•�‡�ä�����Ž�•�‘�á���•�‡�‡�’���–�”�ƒ�…�•���‘�ˆ���ƒ�•�›��
�•�‡�•�•�ƒ�‰�‡�•���›�‘�—���Ž�‡�ƒ�˜�‡�ä�������‘�•�ï�–���ˆ�‘�”�‰�‡�–���–�‘���…�Ž�‹�…�•���î���ƒ�˜�‡�����‡�ˆ�”�‡�•�Š�ï���™�Š�‡�•���›�‘�—���ƒ�”�‡���†�‘�•�‡�ä 
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Stories 
 
Stories are a feature in Votebuilder that allow you to add personal stories and larger 
�’�‘�”�–�‹�‘�•�•���‘�ˆ���–�‡�š�–���–�‘���ƒ���’�‡�”�•�‘�•���”�‡�…�‘�”�†�ä�������•���•�‘�•�‡���™�ƒ�›�á���–�Š�‡�›���…�ƒ�•���„�‡���•�‡�‡�•���ƒ�•���ò�•�—�’�‡�”-�•�‘�–�‡�•�ó���–�Š�ƒ�–���…�ƒ�•��
be used for a variety of purposes.  They are very neat and can be a very powerful organizing 
tool.  Organizing for America used the stories feature to add personal health care stories to 
person records, and also has used them as a way to store application essays for intern 
programs. 
 
Adding Stories 
In the person record, you can add stories manually to records by clicking on the Stories 
�•�‘�†�—�Ž�‡���‹�•���–�Š�‡���’�‡�”�•�‘�•���”�‡�…�‘�”�†���ƒ�•�†���…�Ž�‹�…�•�‹�•�‰���ò���†�†�����‡�™�����–�‘�”�›�ä�ó 
 

 
  
This then brings you to the New Story page. 

 
  
���•���–�Š�‹�•���’�ƒ�‰�‡���›�‘�—�ï�Ž�Ž���•�‡�‡�†���–�‘���ƒ�†�† the date and the source of the story, along with the text of the 
story itself.   In addition, there are optional fields that allow you to upload files to the story 
record �� Attachments, Assigned To, Follow Up, and Tags.  Each optional field is actually 
quite useful and explained below: 
 
Attachments:   This is as it sounds �� it allows you to attach files to the story �� in any format.  
This can be a text file, a word file, a video file, or a sound file.  This can be an extremely 
useful resource. 
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Assigned To: Assigns the story to a specific person so that they can be in charge of follow-
up conversations with the story-provider 
 
Follow Up:  Assigns a date to follow up with the story-provider for the person that the story 
is assigned to  
 
Tags: Freeform tags can be assigned to any story.  You can type in a tag and it searches for 
the tag in the set of tags already applied.  If the tag is not found, you can add it as a new tag.  
The more tags the state has, the more stories can be easily found and used for organizing 
purposes.  
 
Once you have finished editing the details of the story, hit save.  The submitted story and  
data is then displayed. 
 
As the last part of story submission, you can enter new story action types, that allows you to 
send stories to other people (i.e. Assign Story), or enter certain actions that the story has 
gone through (i.e. Approved to go Public, Used by Press) 
 
If there are a large amount of stories that you wish to add to My Campaign, currently you 
need to go through Headquarters.  Hopefully this will change and stories can be added to 
the bulk upload set of features 
 
Searching for and Managing Stories 
 
You can manage or search for stories in your state by clicking on Manage Stories in the Main 
Menu.  You will then be brought to a page that looks something like the screenshot below. 

  



 
A Special Project of the DNC 

 

 
PRINTED IN HOUSE 

 

97 

Notice the text of various sizes at the top of the screenshot �� �–�Š�‹�•���ò�™�‘�”�†���…�Ž�‘�—�†�ó���•�Š�‘�™�•���–�Š�‡��
common tags assigned to stories.  The more the tag is assigned to stories, the larger the text 
is in the cloud.  It is essentially a snapshot of the common themes in the stories. 
 
The various dropdowns allow you to narrow the stories search to fulfill various criteria, and 
the stories will be shown according to these criteria by clicking on Refresh.  As usual,  
 
Remember Me allows you to save settings for future use.  A few things more to note on this 
screen: 
 
���Š�‡���ò�	�‹�Ž�–�‡�”�����›�ó���†�”�‘�’�†�‘�™�•���ƒ�Ž�Ž�‘�™�•���›�‘�—���–�‘���ˆ�‹�Ž�–�‡�”���„�›���›�‘�—�”���…�—�”�”�‡�•�–���Ž�‹�•�–�á���•�ƒ�˜�‡�†���Ž�‹�•�–�•�á���‘�”���„�›���ƒ�Ž�Ž��
people. 
 
���Š�‡���ò���…�–�‹�‘�•�ó���„�‘�š���ƒ�Ž�Ž�‘�™�•���›�‘�—���–�‘���•�‡�ƒ�”�…�Š���‘�•���•�–�‘�”�‹�‡�•���–�Š�ƒ�–���Š�ƒ�˜�‡���Š�ƒ�†���ƒ���…�‡�”�–�ƒ�‹�•���ƒ�…�–�‹�‘�•�����‹�ä�‡�ä���ò���ƒ�•�•�‡�†��
���‡�–�–�‹�•�‰�ó�� 
 
The standard Gear function allows you to customize what is shown in the stories list 
If tags have been applied to stories, they will show up next to the story in the stories list 
 
By clicking on a story, you can edit the story, add tags, add actions, upload attachments, 
adjust the current story settings, and go to the person record of the story-provider.  You can 
also see the details or a summary of previous actions to the story. 
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UNDERSTANDING YOUR TOOLS 

TACTICS IN VOTER CONTACT 
As an organizer, you are constantly weighing the best method of neighbor to neighbor 
contact to accomplish your goals and also working to maximize the quality and quantity of 
contacts.  This guide is intended to give you guidelines when making those decisions: 

 
If the callers are experienced on the phone and comfortable with both VAN and the script, 
�–�Š�‡���•�‘�•�–���‡�ˆ�ˆ�‹�…�‹�‡�•�–���™�ƒ�›���–�‘���•�ƒ�•�‡���…�ƒ�Ž�Ž�•���‹�•���–�Š�”�‘�—�‰�Š���
�”�‹�†�����‹�‡�™�ä�����Š�‹�Ž�‡���›�‘�—���…�ƒ�•�ï�–���•�‡�‡���–�Š�‡���•�…�”�‹�’�–�á���›�‘�—��
are able to make several calls without loading a new �‹�•�–�‡�”�•�‡�–���’�ƒ�‰�‡�ä�������Ž�•�‘�á���›�‘�—�ï�Ž�Ž���†�‘���†�ƒ�–�ƒ��
entry as you call. 
 
Virtual phone banks are best when used by volunteers not in the office, such as those calling 
from home and rural volunteers. Canvass Summary and Virtual Phone Bank Reports are 
easy ways to check on progress and ensure accountability. As more online tools develop, 
these will most likely take the place of virtual phone banks. 
 
When canvassing rural areas or areas that may be inaccessible (gated, group homes), be 
sure to print out a report format that includes phone numbers. That way, volunteers can 
quickly turn the sheets into call sheets if they are unable to canvass. 
 
Try to include the event scheduler any time you make calls from the computer. If someone 
is supportive or interested, you can always invite them to an event or schedule them into a 
volunteer shift. 

TURF (OFA REGIONS) 

VoteBuilder and MyCampaign include geographic hierarchies called OFA Regions that 
correspond to Organizer turf on the ground.  The smallest layer is based on the most local 
sections of turf, mostly Neighborhood Team levels built up from precincts.  

When you are creating a list, you can narrow your search by OFA Regions right underneath 
�–�Š�‡�� ���‘�…�ƒ�–�‹�‘�•�� �„�‘�š�ä�� ���‘�™�‡�˜�‡�”�á�� �—�•�‡�”�•�ï�� �ƒ�…�…�‡�•�•�� �–�‘�� �–�Š�‡�� �˜�‘�–�‡�”�� �ˆ�‹�Ž�‡�� �•�ƒ�›�� �„�‡�� �Ž�‹�•�‹�–�‡�†�� �–�‘�� �ƒ�� �•�’�‡�…�‹�ˆ�‹�…�����	�� 
Region, or by smaller units of turf, depending on their position. 

As people are added to MyCampaign, they are assigned to a specific geographic turf based 
on their address within a few days, unless the system is unable to locate their address.    

CREATING LISTS 

The data that has been appended to the voter and volunteer records in the VAN is 
searchable under several separate modules in the Create a List screen.  When you first open 
�‹�–�á�� �ƒ�Ž�Ž�� �‘�ˆ�� �–�Š�‡���•�‘�†�—�Ž�‡�•�� �™�‹�Ž�Ž�� �„�‡�� �…�Ž�‘�•�‡�†�� �ƒ�•�†�� �›�‘�—�ï�Ž�Ž�� �Š�ƒ�˜�‡�� �–�‘�� �…�Ž�‹�…�•�� �‘�•�� �–�Š�‡�� �’�Ž�—�•�� �•igns to open each 
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�‘�•�‡�ä�������Š�‹�•���–�ƒ�•�‡�•���•�‘�•�‡���–�‹�•�‡�á���„�—�–���›�‘�—���…�ƒ�•���…�Ž�‹�…�•���î���ƒ�˜�‡�����ƒ�‰�‡�����ƒ�›�‘�—�–�ï���ƒ�ˆ�–�‡�”���‡�š�’�ƒ�•�†�‹�•�‰���–�Š�‡���•�‡�…�–�‹�‘�•�•��
you use most frequently to prevent you from having to do it every time. The page loads 
�ˆ�ƒ�•�–�‡�”���‹�ˆ���›�‘�—���†�‘�•�ï�–���—�•�‡���î���ƒ�˜�‡�����ƒ�‰�‡�����ƒ�›�‘�—�–�ï���ƒ�ˆ�–�‡�”���‡�š�’�ƒ�•�†�‹�•g all of them. 

Another important trick is that wherever you see a hyperlink, you can click on it and select 
multiple choices at once.  Remember that the searches run as ANDs between boxes and as 
ORs within a box.  So if I run a search that selects two acti�˜�‹�•�–���…�‘�†�‡�•���ƒ�•�†���–�™�‘���…�‘�—�•�–�‹�‡�•�á�����ï�•��
going to get everyone in either county with either activist code. 

���‘�—�ï�Ž�Ž���Š�ƒ�˜�‡���•�‡�˜�‡�”�ƒ�Ž���•�‹�•�†�•���‘�ˆ���†�ƒ�–�ƒ���ƒ�–���›�‘�—�”���†�‹�•�’�‘�•�ƒ�Ž�ä�������‡�ƒ�”���‹�•���•�‹�•�†���–�Š�ƒ�–���–�Š�‡���’�ƒ�”�–�‹�…�—�Ž�ƒ�”�•���™�‹�Ž�Ž���˜�ƒ�”�›��
from state to state and may even vary within your state as we acquire more information and 
append it to the file. 

GEOGRAPHY 

You can run searches by geography in a few different ways.  Except for County and Precinct, 
political geographies are under Districts.  County and Precinct are under Location with 
Media Market, City, Zip (including Zip radius) and other pieces of addresses.  Our user 
defined geography will be accessible in the OFA Regions module once we get that defined 
and sent to VAN.  

In MyCampaign, this is further complicated by the introduction of Activity-based Turf, 
which accommodates folks who are active volunteers away from their home.  Activity-based 
Turf gives users the option to override geography when assigning the volunteer into a 
�’�ƒ�”�–�‹�…�—�Ž�ƒ�”�� ���‡�ƒ�•�ä�� �� ���–�ï�•�� �—�•�‡�†�� �ˆ�‘�”�� �ˆ�‘�Ž�•�•�� �™�Š�‘�� �˜�‘�Ž�—�•�–�‡�‡�”�� �•�‡�ƒ�”�� �–�Š�‡�‹�”�� �‘�ˆ�ˆ�‹�…e or with their friends.  
Most folks are and should be directed to organize locally, but this feature helps when that is 
not the case. 

One thing to keep in mind when using dropdown menus is the existence of subsets of data. 
�	�‘�”���‡�š�ƒ�•�’�Ž�‡�á���›�‘�—���…�ƒ�•�ï�–���•�‡�‡���–�Š�‡���’recinct drop down until after you select a County. 

REGISTRATION DATA 

The data provided by Secretaries of State and Election Board regarding each voter varies by 
state. For most states this includes Age, Sex, Date of Registration, Party Registration (in a 
little more than half of the states), Voter Status, Vote History, including method.  This is all 
�’�”�‡�–�–�›�� �…�Ž�‡�ƒ�”�ä�� �� ���Š�‡�� �‘�•�Ž�›�� �–�Š�‹�•�‰�� �–�Š�ƒ�–�� �‹�•�� �ƒ�� �„�‹�–�� �…�‘�•�ˆ�—�•�‹�•�‰�� �‹�•�� �–�Š�‡�� �†�‹�•�–�‹�•�…�–�‹�‘�•�� �„�‡�–�™�‡�‡�•�� �ò���Ž�†�‡�•�–��
���•�‘�™�•�ó�� �ƒ�•�†�� �ò���—�”�”�‡�•�–�ó�� �ˆ�‘�”�� �”�‡�‰�‹�•�–�”�ƒ�–�‹�‘�•�� �†�ƒ�–�‡�ä�� �� ���—�”�”�‡�•�–�� ���‡�‰�� ���ƒ�–�‡�� �‹�•�� �–�Š�‡�� �†�ƒte of their most 
recent registration.  Oldest Known Reg Date is just what it sounds like �� the first instance we 
have of that voter being registered in that state.  Oldest Known is a better measure for 
counts of new registrants. Also, in a few states, we have self-reported race data on the file 
because of provisions in the Voting Rights Act. 

USER ENTERED DATA 

Every time we try to contact a voter, we keep a record of it.  That information is searchable 
under Canvass Results.  Activist Codes, Survey Responses, Volunteer Profile and Events data 
can be updated and searched and should include all information about OFA contacts with 
the individual.  
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���Š�‡�� ���˜�‡�•�–�•�� �•�‘�†�—�Ž�‡�� �‹�•�� ���›���ƒ�•�’�ƒ�‹�‰�•�ï�•�� ���”�‡�ƒ�–�‡�� ���� ���‹�•�–�� �‹�•�� �˜�‡�”�•�ƒ�–�‹�Ž�‡�ä�� �� ���•�‡�� �‘�ˆ�� �–�Š�‡�� �ƒ�†�˜�ƒ�•�–�ƒ�‰�‡�•�� �‘�ˆ��
using the Scheduling Calendar is that you can pull targeted volunteer recruitment and 
volunteer management lists using the Events module in Create a List. 

 

PHONES, ADDRESS TYPE AND SUPPRESSIONS 

There are a few options if you want to narrow your list to include only voters or persons 
with phones numbers. Phones Only will include records with any phone number appended, 
including unverified phone numbers provided by Secretaries of State and Election Boards. 
Confirmed Phones Only will include records with DNC high confidence phone appends and 
user-entered phone numbers.   If a phone number has been marked bad, and the record 
does not include another phone number, these records will be excluded when selection any 
of the phone selects. It is also possible to include only records with an appended cell phone 
or email.  

It is also possible to narrow lists by Address Type. These options are based off of address 
�‹�•�ˆ�‘�”�•�ƒ�–�‹�‘�•�� �’�”�‘�˜�‹�†�‡�†�� �„�›�� �������ï�•�� �ƒ�†�†�”�‡�•�•�� �Š�›�‰�‹�‡�•�‡�� �•�‘�ˆ�–�™�ƒ�”�‡�� �ƒ�•�†�� �”�‘�‘�ˆ�� �–�‘�’�� �‰�‡�‘�…�‘�†�‡�•�ä�� ���Š�‹�•��
includes whether an address is Walkable (not a PO Box), has multiple units, has a US Postal 
Service verified address, or has been geocoded. For example you may want to remove 
apartment buildings from your list if you know the buildings in the area cannot be entered.  

Some appended data triggers default suppressions on VoteBuilder. Default suppressions 
include Bad Voting Address, National Change of Address Mailing Address, Bad Mailing 
���†�†�”�‡�•�•�á���ƒ�•�†�����‡�…�‡�ƒ�•�‡�†�ä�����•���‘�–�Š�‡�”���™�‘�”�†�•�á���������ï�•���’�”�‡�•�‡�–���•�‡�–�–�‹�•�‰�•���™�‹�Ž�Ž���—�•�—�ƒ�Ž�Ž�›���Ž�‹�•�‹�–���›�‘�—�”���Ž�‹�•�–�•���–�‘��
folks with good addresses.   

Bad Voting Address, Bad Mailing Address and Deceased are records that have been marked 
as such by users. National Change of Address (NCOA) information is appended to the file as 
part of the DNC data hygiene process. These are voters that have filled out an NCOA when 
they moved.  

Some users will not have the option to include the default suppressed records. The option to 
include suppressions allows the user to run counts including all of the records provided by 
the Secretary of State. Lists that include all of the suppressions are mostly pulled for the 
purpose of verification and comparison. Most lists should be run only with the default 
suppressions because that provides the most contactable set of records.  Be aware of the 
�•�—�’�’�”�‡�•�•�‹�‘�•�•�ä�� �� ���ˆ�� �›�‘�—�ï�”�‡�� �•�ƒ�•�‹�•�‰�� �ƒ�� �…�ƒ�Ž�Ž�� �Ž�‹�•�–�� �ƒ�•�†�� �†�‘�•�ï�–�� �� �� �•�‹�•�†�� �˜�‘�Ž�—�•�–�‡�‡�”�•�� �…�ƒ�Ž�Ž�‹�•�‰���•�‘�•�‡�� �˜�‘�–�‡�”�•��
that have been identified as moved or deceased, then remove that suppression.  These 
�•�—�’�’�”�‡�•�•�‹�‘�•�•���ƒ�”�‡���Š�‡�Ž�’�ˆ�—�Ž���™�Š�‡�•���—�•�‡�†���…�‘�”�”�‡�…�–�Ž�›�á���„�—�–���ƒ�Ž�™�ƒ�›�•���•�•�‘�™���‡�š�ƒ�…�–�Ž�›���™�Š�ƒ�–���•�‡�ƒ�”�…�Š���›�‘�—�ï�”�‡��
running. 

APPENDED DATA 

A lot of data has been added to the file. This includes the Polimetrix modeled race data, 
census information, political IDs from previous cycles, modeled candidate support, party 
and issue scores,  NCEC precinct targeting, and a subset of the hundreds of consumer fields  
�–�Š�ƒ�–�� �� �Š�ƒ�˜�‡�� �„�‡�‡�•�� �ƒ�’�’�‡�•�†�‡�†�� �–�‘�� �–�Š�‡�� �ˆ�‹�Ž�‡�ä�� �� ���–�ï�•�� �‹�•�’�‘�”�–�ƒ�•�–�� �–�‘�� �„�‡�� �…�Ž�‡�ƒ�”�� �™�Š�ƒ�–�� �ƒ�� �’�ƒ�”�–�‹�…�—�Ž�ƒ�”�� �’�‹�‡�…�‡�� �‘�ˆ��
�†�ƒ�–�ƒ���‹�•���ƒ�•�†���™�Š�‡�”�‡���‹�–�ï�•���ˆ�”�‘�•���„�‡�ˆ�‘�”�‡���›�‘�—���—�•�‡���‹�–�ä�����	�‘�”���‡�š�ƒ�•�’�Ž�‡�á���–�Š�‹�•�•���–�Š�”�‘�—�‰�Š���™�Š�‡�–�Š�‡�”���›�‘�—���ƒ�”�‡��
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looking at a piece of aggregate data (e.g. This precinct is 64% Democratic) or a piece of 
�‹�•�†�‹�˜�‹�†�—�ƒ�Ž�� �†�ƒ�–�ƒ�� ���‡�ä�‰�ä�� ���‡�ï�˜�‡�� �•�‘�†�‡�Ž�‡�†�� �–�Š�‹�•�� �˜�‘�–�‡�”�� �ƒ�•�†�� �–�Š�‹�•�•�� �–�Š�ƒ�–�� �–�Š�‡�›�� �Š�ƒ�˜�‡�� �ƒ�� �x�v�¨�� �…�Š�ƒ�•�…�‡�� �‘�ˆ��
�•�—�’�’�‘�”�–�‹�•�‰���—�•���ä�������ƒ�•�‡���ƒ���Ž�‘�‘�•���ƒ�–���™�Š�ƒ�–�ï�•���‘�•���›�‘�—�”���•�–�ƒ�–�‡�ï�•���ˆ�‹�Ž�‡���ƒ�•�†���Ž�‡�–���›�‘�—�”���†�ƒ�–�ƒ���†�‡�•�•���•�•�‘�™���‹�ˆ���›�‘�—��
have any questions. 

WHEN YOU ARE IN A LIST 

When you have a list loaded, and you select Go To My List, you will see the options you have 
to alter or use the list in the toolbar along the top.  Here are some tips: 

Counts is a quick way to get to Counts and Crosstabs. Sample allows you to randomly 
sample your list down to a specific number. Split allows you to split your lists into equal 
sizes 
 
From More, you can send lists to Virtual Phone Banks. You can also send the list to the 
Householding Wizard. When you household, you can choose to group people together or 
remove them by address or phone. Use this when you want to include all or narrow to only 
one person in the household. After you alter a list (add, narrow, remove, etc), you can also 
go to More to Restore Previous List. This allows you to go back to your prior list.  
 
Add allows you to add people to your list based on criteria specified in the Create a List 
screen. This is helpful if you forgot to include people in your original list, or if the criteria 
was in a different box. For example, you created a list of people flagged with a list of activist 
codes and you need to add people with some set survey responses. Perhaps you pulled a 
saved list and wanted to add Independents to the list. When you are adding people, always 
keep the suppressions and previous criteria in mind, like narrowed geography, to make 
sure they coincide with your original intentions. The Add step includes anyone by default �� 
�‹�–���†�‘�‡�•�•�ï�–���”�‡�ˆ�Ž�‡�…�–���–�Š�‡���…�”�‹�–�‡�”�‹�ƒ���ˆ�‘�”���›�‘�—�”���‘�”�‹�‰�‹�•�ƒ�Ž���Ž�‹�•�–�ä 
 
Remove allows you to remove people from your list based on criteria specified in the Create 
a List screen. This option is probably the trickiest, because what you choose to Include in the 
Create a List screen is actually what you are removing. If you Exclude something in the 
Remove step, you are telling VAN to keep that criteria in the list. You are excluding from the 
removal, not from the list.  
 
Narrow allows you to narrow your list to only people who fit criteria specified in the Create 
a List screen. This is helpful when breaking lists up for volunteers in different geographic 
areas. If you had a statewide volunteer recruitment list and you wanted to distribute it, you 
would narrow the list to desired counties, CDs, precincts, etc and save as a new list. Narrow 
is also useful when you need lists of only people with phones or emails. 
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SHARING FOLDERS 

There are a couple of reasons that you may want to share folders with someone. Usually this 
is done in order to share lists with other users to use in calls or data entry. You can also 
share folders when something is going wrong or there are questions about a list or search. 
The person you share the folder with can see your lists and searches, along with their 
criteria. You also might want to remove a list that someone is calling from yours, or vice 
versa. A list in a shared folder could be used by both parties.  

Creating the Folder 

You can create a folder in one of two ways. 

First, when you are saving a list or search, VAN requires that you specify a folder to save the 
�Ž�‹�•�–�� �‹�•�–�‘�ä�� ���ˆ�� �›�‘�—���…�Š�‡�…�•�� �–�Š�‡�� �î���‡�™���	�‘�Ž�†�‡�”�ï�� �…�Š�‡�…�•�„�‘�š�á�� �›�‘�—���ƒ�”�‡�� �”�‡�“�—�‹�”�‡�†�� �–�‘�� �‡�•�–�‡�”���ƒ�� �•�ƒ�•�‡�� �ˆ�‘�”�� �–�Š�‡��
new folder and the list. When you go back into View My Folders, you will see the new folder. 

���Ž�–�‡�”�•�ƒ�–�‹�˜�‡�Ž�›�á���™�Š�‡�•���›�‘�—���…�Ž�‹�…�•���‘�•���î���‹�‡�™�����›���	�‘�Ž�†�‡�”�•�ï���ˆ�”�‘�•���–�Š�‡���•�ƒ�‹�•���•�‡�•�—�á���‹�–���–�ƒ�•�‡�•���›�‘�—���–�‘���ƒ���Ž�‹�•�–��
of all your f�‘�Ž�†�‡�”�•�ä�����ˆ���›�‘�—���…�Ž�‹�…�•���‘�•���–�Š�‡���î���†�†�����‡�™���	�‘�Ž�†�‡�”�ï���„�—�–�–�‘�•���‹�•���–�Š�‡���—�’�’�‡�”���”�‹�‰�Š�–���…�‘�”�•�‡�”�á���›�‘�—��
can create a new folder.  

Sharing the Folder 

After you have created the folder, click on its name to see the lists and searches in it. In the 
upper right corner, click on th�‡���î���†�‹�–���	�‘�Ž�†�‡�”�ï���„�—�–�–�‘�•�ä�����‡�Ž�‘�™���–�Š�‡���ˆ�‘�Ž�†�‡�”���‹�•�ˆ�‘�”�•�ƒ�–�‹�‘�•�á���›�‘�—���™�‹�Ž�Ž��
see a list of people in your committee to which you can grant access. After you move them 
from the right box to the left and save, they will have access to your folder. It is now shared! 
You can also move people from the left to the right to unshare them.  

CREATING AND VIEWING USERS 

Viewing Users 

On the left hand side of the main 
menu, you will see the heading 
�î���•�‡�”�•�ä�ï�� ���Š�‡�•�� �›�‘�—�� �…�Ž�‹�…�•�� �‘�•�� �‹�–�á�� �›�‘�—��
can go to the screen where you can 
search for users. There are a few 
different means to search for 
someone, from name to profile to 
specific permission.  Remember 
when searching for individuals that 
it is like searching in Quick Look Up 
�� using fewer characters increases 
the likelihood that your search will 
be successful. You will see everyone 
that has access to your state, but 
you will only be able to click on the 
links and see profiles of users who 
have a lower level of permission 
than yours.  
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���•�…�‡���›�‘�—���ƒ�”�‡���‹�•���ƒ�•���‹�•�†�‹�˜�‹�†�—�ƒ�Ž�ï�•���’�”�‘�ˆ�‹�Ž�‡�á���›�‘�—���…�ƒ�•���†�‘���ƒ���˜�ƒ�”�‹�‡�–�› of things: set an expiration date, 
change username, edit personal information, limit access to voters by geography, change 
profile security 

Creating Users 

���‘���…�”�‡�ƒ�–�‡���ƒ���•�‡�™���—�•�‡�”�á���–�”�›���ˆ�‹�”�•�–���•�‡�ƒ�”�…�Š�‹�•�‰���ˆ�‘�”���–�Š�‡�•���–�‘���‡�•�•�—�”�‡���›�‘�—���†�‘�•�ï�–���ˆ�‹�•�†���ƒ���†�—�’�Ž�‹�…�ƒ�–�‡�ä�����ˆ���–�Š�‡�›��
are �‹�•�†�‡�‡�†���ƒ���•�‡�™���—�•�‡�”�á���…�Ž�‹�…�•���–�Š�‡���ò���†�†�����‡�™�����•�‡�”�ó���„�—�–�–�‘�•���‹�•���–�Š�‡���•�‡�ƒ�”�…�Š���—�•�‡�”���•�…�”�‡�‡�•�ä�����‘�—���™�‹�Ž�Ž��
be asked for their name, username and profile permissions for both the VoterFile and 
MyCampaign. Before the profile is finished, you will also be asked for their access within the 
state �� statewide, turf, CD, etc. 
 
When creating generic logins used by volunteers, it is best to use naming conventions. The 
purpose of this is twofold: to quickly assess the level of user and to know how many of one 
type of login you have in the VAN. For example, if I look at the list of users in my state, and I 
see ARvol13, I would assume that it was the 13th generic volunteer login in Arkansas. 
Similarly, if I see the username 5Bntl4, I might know that this is the fourth neighborhood 
team leader in region 5B. Try and be as specific and consistent as possible in your naming 
conventions. Also make sure that first and last names correspond to the usernames.   

ADMINISTRATING VIRTUAL PHONE BANKS 

In your efforts to recruit others to help you make calls, you will likely need to administer 
Virtual Phone Banks at some point. The first step in setting up other users to use a virtual 
phone bank is cutting a list. After you create a list, use the Narrow function to limit the list to 
a geographic area around the volunteer making the calls. The list must be under 20,000 to 
�„�‡���ƒ�„�Ž�‡���–�‘���„�‡���‡�•�–�‡�”�‡�†���‹�•�–�‘���ƒ�����‹�”�–�—�ƒ�Ž�����Š�‘�•�‡�����ƒ�•�•�ä�����‡�š�–�á���—�•�‡���–�Š�‡���î���‘�”�‡�ï���„�—�–�–�‘�•���™�Š�‹�Ž�‡���‹�•���–�Š�‡���Ž�‹�•�–��
to send the list to a VPB. 

 

The next screen is where you set the preferences for the VPB, or its control panel. As with all 
things, make sure you give your VPB a name that is recognizable later and consistent with 
naming conventions. For the display options, choose as many as you think are necessary 
when making calls. For the editable display, you should definitely include Phones, Emails 
and Notes. Include others as needed.  

You are required to choose an end date. You can also decide to limit the time or number of 
contacts for which someone has access to a VPB. If you choose to do this, you also have the 
�‘�’�–�‹�‘�•���–�‘���ƒ�Ž�Ž�‘�™���—�•�‡�”�•���–�‘���”�‡�’�‡�ƒ�–���•�‡�•�•�‹�‘�•�•�ä�����–���‹�•���Š�‹�‰�Š�Ž�›���”�‡�…�‘�•�•�‡�•�†�‡�†���–�Š�ƒ�–���›�‘�—���î���Š�‘�™�����Ž�Ž�����Ž�•�‘���‹�•��
���‘�—�•�‡�Š�‘�Ž�†�ï�á�� �•�‘�� �–�Š�‡�� �…�ƒ�Ž�Ž�‡�”�� �™�‹�Ž�Ž�� �•�•�‘�™�� �ƒ�•�†�� �„�‡�� �ƒ�„�Ž�‡�� �–�‘�� �–�ƒ�Ž�•�� �–�‘�� �ƒ�•�†�� �‰�ƒ�–�Š�‡�”�� �†�ƒ�–�ƒ�� �ˆ�”�‘�•�� �™�Š�‘�‡�˜�‡�”��
picks up the phone. 
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���ˆ�–�‡�”�� �›�‘�—�� �‡�†�‹�–�� �ƒ�Ž�Ž�� �–�Š�‡�� �•�‡�–�–�‹�•�‰�•�� �ƒ�•�†�� �’�—�•�Š�� �–�Š�‡�� �î���‡�š�–�ï�� �„�—�–�–�‘�•�á�� �›�‘�—�� �•�‡�‡�� �–�Š�‡�� �Ž�‹�•�–�� �‘�ˆ�� �—�•�‡�”�•�� �‹�•�� �›�‘�—�”��
state below. 

 

This is where you can give individual 
users access to the VPB. You will notice 
the effectiveness or absence of good 
naming conventions in situations such as 
this, when you have to pick names from a 
long list of users. Besides the users you 
explicitly give access to, anyone can use 
the VPB if you give them the code right 
�—�•�†�‡�”�•�‡�ƒ�–�Š�� �–�Š�‡�� �������ï�•�� �•�ƒ�•�‡�á�� �•�‡�ƒ�”�� �–�Š�‡�� �–�‘�’��
of the control panel.  

 

You can monitor VPB activity in a couple 
of different ways. If �›�‘�—�� �‰�‘�� �–�‘�� �î���†�˜�ƒ�•�…�‡�†�ï��

�‘�•���–�Š�‡���Ž�‡�ˆ�–���Š�ƒ�•�†���•�‹�†�‡���‘�ˆ���–�Š�‡���•�ƒ�‹�•���•�‡�•�—�á���›�‘�—���…�ƒ�•���…�Ž�‹�…�•���‘�•���î���‹�”�–�—�ƒ�Ž�����Š�‘�•�‡�����ƒ�•�•�ä�ï�����Š�‡�”�‡���›�‘�—���™�‹�Ž�Ž��
see a list of the active VPBs, and a breakdown of how many calls and canvasses have 
occurred. You can also view the report for individual VPBs on the right hand side. 

The other place you can find results from your VPB is under View Canvass Results from the 
�•�ƒ�‹�•�� �•�‡�•�—�ä�� ���ˆ�� �›�‘�—�� �‡�š�’�ƒ�•�†�� �‹�–�á�� �…�Š�‘�‘�•�‡�� �–�Š�‡�� �ˆ�‹�”�•�–�� �‘�’�–�‹�‘�•�á�� �î���ƒ�•�˜�ƒ�•�•�‹�•�‰�����—�•�•�ƒ�”�›�ä�ï�� ���‘�—�� �…�ƒ�•���ˆ�‹�Ž�–�‡�”��
the results by the options at the top. If you choose the input type as VPB, you will see the 
canvassing that has occurred during VPBs. Take these counts with a grain of salt and 
perhaps a bite of lime, however, because they count each survey question as a separate 
canvass.  
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NATIONAL FIELD 

ofa.nationalfield.org 

INTRODUCTION  
National Field is an online reporting tool used by Organizing for America to not only capture real 
time data from activities that are held around the country but to maintain a vibrant online 
community which allows for communication between staffers members and organizers 
nationwide. The reporting portion of National Field allows users not only to reports numbers 
stemming from their daily activities but to give qualitative reports of how their activities went. As 
a whole National Field is a user friendly online tool which allows the organization and its users to 
track national activities and respond as quickly as possible. 

To begin using National Field ask your local OFA Staff member and they can set up a login and 
password for you. You can then login to the web site by going to ofa.nationalfield.org. 

DASHBOARD 
On the front page, or dashboard, of National Field you can see a number of different things such 
as a message from an OFA staff member, the latest news on OFA, a leader board from the 
previous day among other things.  
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NAVAGATION BAR 
Please note the navigation bar at the top of the screen which allows you to quickly and easily 
navigate the site. 

 The Group Icon: Your group page is where you can find information and data from the group 
in which you organize. 

Profile: This icon brings you to your personal profile where you can keep your contact 
information up to date 

Report: This is where you will go to report your numbers, Ups, Challenges, Solutions, and 
Best Practices. 

 Messages: Messages brings you your messages screen which allows you to communicate 
with other users. 

PROFILE 
Your Profile page is your own personal home on National Field. This is where you can keep you 
contact information up to date and post a picture so that you can maintain contact with other 
members around the state and country. You can also use the search function in the top right hand 
corner to find other organizers and staff member profiles in order to find their contact 
information, see their photo, or send them a message. 
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REPORTING 
The reporting page is where you go to report your end of day numbers and qualitative reports. 

Ups: The positive things that took place today (These are open to work related or personal 
achievements) 

Challenges: The challenges that were encountered today. 

Solutions: Any solutions that you may have found to said problems. 

Best Practices: This is the only public metric which can be viewed by anyone on the system. It 
facilitates an open forum for you to share anything that you found to be very helpful during the 
day. This allows for all of the OFA members to consistently be learning from each other and 
improving. 
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NEW MEDIA 

OVERVIEW 
The internet and rapidly increasing use of mobile forms of communication present some of 
the lowest barriers of entry into our organization.  With only a few clicks, a supporter can 
request information, join their neighborhood team, start contacting voters, or find their 
local office.  Effectively harnessing online energy has tremendous results: the 2008 Obama 
general election campaign used online resources to raise hundreds millions of dollars, 
generate hundreds of thousands of voter contact calls, and establish a vibrant online 
community that fostered volunteer activities.   

During the campaign, Barack Obama was literally everywhere online.  We have one of the 
largest Facebook pages (over 6 million fans) that currently exist, on top of pages by 
constituency and state.  We have one of the largest Twitter feeds (over 1 million). We exist 
on Facebook, MySpace, Black Planet, Twitter, and almost every other major social network.  
We did this for the same reason we went to barbershops and beauty salons during the 
campaign: we want to meet people where they're at and be accessible everywhere so we 
can engage them and integrate them in the rest of our program.  With a growing number of 
people comfortable using the internet as a source of information and a way to connect with 
others, you should think of New Media as a means of scaling your organizing work.  Online 
and mobile tools can help you scale your organizing. When you use them appropriately, you 
can reach- and organize- much greater numbers of people than you otherwise would. 

The following pages will give you some idea of what the various pieces of New Media are, 
particularly the ones that will help you with your organizing.  Please know that we are 
always working on improving many of these tools and as we grow as an organization they 
will continue to change and evolve. 

 

GETTING STARTED  
Here are some basic New Media resources that you should be familiar with: 

WEBSITES AND BLOGS 

Websites are the first place that people go to learn about Organizing for America.  The OFA 
site is www.barackobama.com.  In addition, every state has a state page with state-specific 
information.  Because of their popularity, these need to stay up to date with the most 
current information and activity from OFA.  Blogs are one great way to keep the most recent 
stories and information coming to the public.  There is a national blog, currently maintained 
by our national new media team.  Some states have their own state blogs that are 
maintained by state staff.  Ask a OFA staff member in your state how you can contribute to 
the state blog.  

 

http://www.barackobama.com/
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MY.BARACKOBAMA.COM (MYBO) 

This is a huge volunteer resource. Through volunteer managed groups and events, MyBo 
allows our volunteers to interact with each other out of the office, and gives them the tools 
to organize themselves.  It is a great way for staff to connect with volunteers in different 
parts of the state, identify potential leaders and find new prospects. OFA will also use it to 
advertise specific events or days of action.  Listening Tours, Strategy Sessions, many Health 
Care Organizing events, and Vote 2010 Kickoffs have all been managed on MyBo. .   

 

SOCIAL NETWORKS 

Social networks are one of the fastest growing online resources out there.  People 
increasingly use social networks to obtain or spread information, plan events, and join 
organizations.  are only some the networks Barack Obama is one of the most popular figures 
on most social networks including Facebook, MySpace, Twitter, and BlackPlanet.  Every 
state has their own official OFA Facebook and Twitter account.  These are a fantastic way to 
tell the story of OFA online and get people involved locally.  You can help contribute content 
to these official accounts or connect them to your own accounts to let your friends see the 
awesome work OFA is doing.  You retweeting your local OFA tweets or liking us on 
Facebook is one of the easiest way to spread the word about OFA to your network. Ask local 
OFA staff to learn more.  

TEXT PROGRAM 

Even in rural areas or places with no broadband internet access, text is still an invaluable 
tool.  We can use texts to reinforce messages sent out via email, build crowds, recruit 
volunteers, etc.  Talk to local OFA staff about how to request a text for an event in your area.  

EMAIL 

Particularly without the resources of the campaign, email is one of the most important 
means of communication we have to directly reach our volunteers.  As a volunteer leader, 
you will likely use email as a tool to communicate with your volunteers often.  Make sure 
you use this tool carefully and think through your emails as you write them.  You can work 
with OFA staff on best practices for writing your own emails.  Nationally, our list of email 
subscribers is one our most valuable assets. Emails recruit volunteers, promote 
neighborhood teams, advertise events, and educate our people on pertinent policy.  Talk to 
local OFA staff about how to request an email for an event in your area.    

VIDEO  

Videos motivate volunteers, spread messaging virally, help educate and train, put a human 
face on our organizing for ne�™���’�‡�‘�’�Ž�‡�á���ƒ�•�†���Ž�‡�–���—�•���•�‡�•�†���–�Š�‡�����”�‡�•�‹�†�‡�•�–�ï�•���•�‡�•�•�ƒ�‰�‡���†�‹�”�‡�…�–�Ž�›���‘�—�–��
to members in his own voice.  It is an important tool to make sure our volunteers feel 
connected to the White House and the man they worked to elect.  

DESIGN 

Flyers, graphics, etc. help with branding the campaign.  This is one of the most important yet 
subtle pieces of New Media; Barack Obama is now an incredibly strong brand.  The rising 
sun logo is synonymous with hope and change.  As a volunteer leader, you can use this 
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proudly on your sign in sheets, flyers, etc (keeping in mind of course that the rising sun logo 
is copyrighted and must be used solely for OFA materials).  Make sure you work with OFA 
staff on those materials to get the right logo on there.  

ANALYTICS 

The Analytics and Development Team of the New Media department is tasked with two 
primary responsibilities. The first is to analyze the data generated by the online activity of 
OFA constituents and to use the results of these analyses to optimize OFA's online presence. 
The second responsibility is to develop computer-based tools and programs to facilitate the 
work of OFA activists and to enhance the online experience of OFA constituents. The Team 
also works in tandem with the Technology Team of the DNC in order to improve the overall 
technical infrastructure of the organization. 

If you are particularly interested in New Media or have a strong skill set in this area, talk to 
OFA staff about how to get involved with their state new media program in addition to your 
other roles.  Making our offline organizers our online messengers will keep our online and 
offline programs connected and as effective as possible.  
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HOW TO CREATE A MYBO ACCOUNT 
Open your browser and go to www .my.barackobama.com 

 
 

 ���•�…�‡���ƒ�–���–�Š�‡���•�‹�–�‡���Ž�‘�‘�•���ƒ�–���–�Š�‡���”�‹�‰�Š�–���Š�ƒ�•�†���•�‹�†�‡���–�Š�ƒ�–���•�ƒ�›�•���ò���”�‡�ƒ�–�‡�����‘�—�”�����…�…�‘�—�•�–�ó 
 
 ���•�’�—�–���–�Š�‡���•�‡�…�‡�•�•�ƒ�”�›���‹�•�ˆ�‘�”�•�ƒ�–�‹�‘�•���ƒ�•�†���…�Ž�‹�…�•���–�Š�‡���„�‘�š���–�Š�ƒ�–���•�ƒ�›�•���ò���‹�‰�•�—�’�ó 

 

http://www.my.barackobama.com/
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You will now be taken to your profile. From here you can do a range of activities. Lets learn 
how to use your blog.  

 
 

 
���•���–�Š�‡���„�‘�–�–�‘�•���Ž�‡�ˆ�–���•�‹�†�‡���™�‹�Ž�Ž���„�‡���ƒ���–�ƒ�„���–�Š�ƒ�–���”�‡�ƒ�†�•���ò���›�����Ž�‘�‰�ó�ä�����‡�š�–���–�‘���–�Š�‡���•�ƒ�•�‡���™�‹�Ž�Ž���„�‡���ƒ���†�”�‘�’��
down menu with the following options: Manage Blog, Write a Post, and Edit Settings. To 
choose one click the option you want and click the arrow next to the drop down menu.  
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 ���‡�–�ï�•���Ž�‡�ƒ�”�•���Š�‘�™���–�‘���™�”�‹�–�‡���ƒ���’�‘�•�–�ä�����Ž�‹�…�•���–�Š�‡���†�”�‘�’���†�‘�™�•���•�‡�•�—���ƒ�•�†���•�‡�Ž�‡�…�–���ò���”�‹�–�‡���ƒ�����‘�•�–�ó�ä�����Ž�‹�…�• 
 the arrow to select your choice. You will be taken to page that asks you to confirm your 
 account by logging on to your email and retrieving a confirmation code. Enter the code 
 emailed to you in the text box labeled on the page.  
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 Now that you have activated your account you can fully access my.barackobama.com. TO  
 write a post, sim�’�Ž�›���…�Ž�‹�…�•���‘�•���–�Š�‡���„�‘�š���–�Š�ƒ�–���•�ƒ�›�•���ò���”�‡�ƒ�–�‡�����‘�—�”�����Ž�‘�‰�����‘�™�ó�ä���	�‹�Ž�Ž���‹�•�� 
 the �•�‡�…�‡�•�•�ƒ�”�›���‹�•�ˆ�‘�”�•�ƒ�–�‹�‘�•���ˆ�‘�”���›�‘�—�”���„�Ž�‘�‰�ä�����Ž�‹�…�•���–�Š�‡���ò���ƒ�˜�‡�ó���„�—�–�–�‘�•���ƒ�–���–�Š�‡���„�‘�–�–�‘�•���‘�ˆ���–�Š�‡���’�ƒ�‰�‡�ä�� 

 
 

You have now been taken to a page where you can type in your blog.  
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���‡�–�ï�•���Žearn how to hold and attend events through my.barackobama.com. Click the  
�„�—�–�–�‘�•���ƒ�–���–�Š�‡���˜�‡�”�›���–�‘�’���‘�ˆ���–�Š�‡���’�ƒ�‰�‡���–�Š�ƒ�–���•�ƒ�›�•�����‘�—�”���ò���‘�•�‡�ó�ä�����‘�—���™�‹�Ž�Ž���„�‡���–�ƒ�•�‡�•���„�ƒ�…�•���–�‘���›�‘�—�”�� 
�•�ƒ�‹�•���’�”�‘�ˆ�‹�Ž�‡�ä�����‘�™���Š�‹�‰�Š�Ž�‹�‰�Š�–���–�Š�‡���ò���˜�‡�•�–�•�ó���–�ƒ�„���ƒ�–���–�Š�‡���–�‘�’���‘�ˆ���–�Š�‡���’�ƒ�‰�‡�ä���–�Š�‡���†�”�‘�’�†�‘�™�•���•�‡�•�—�� 
will appear and  present with you three options: Find Local Events, Host an Event,  
���ƒ�•�ƒ�‰�‡�����›�����˜�‡�•�–�•�ä�����‡�–�ï�•���Ž�‡�ƒ�”�•���Š�‘�™���–�‘���ˆ�‹�•�†���ƒ���Ž�‘�…�ƒ�Ž���‡�˜�‡�•�–�ä�����Ž�‹�…�•���–�Š�‡���„�—�–�–�‘�•���ò�	�‹�•�†�����‘�…�ƒ�Ž�� 
���˜�‡�•�–�•�ó�ä 

 
 

You can search local events by inserting information about your location here. Once you  
�Š�ƒ�˜�‡���‹�•�•�‡�”�–�‡�†���›�‘�—�”���‹�•�ˆ�‘�”�•�ƒ�–�‹�‘�•���…�Ž�‹�…�•���–�Š�‡���„�—�–�–�‘�•���ò�	�‹�•�†�����˜�‡�•�–�•�ó�ä 
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A map and a list of events around your region will appear in this page. You can scroll 
through events to find one that is appealing to you. To RSVP to an event click the �ò���������ó��
button underneath the chosen meeting. You will then be provided with further details of the 
�‡�˜�‡�•�–�ä�����ˆ���›�‘�—���ƒ�”�‡���…�‡�”�–�ƒ�‹�•���›�‘�—���™�‹�•�Š���–�‘���‰�‘���…�Ž�‹�…�•���–�Š�‡���”�‡�†���„�—�–�–�‘�•���–�Š�ƒ�–���•�ƒ�›�•���ò�������������������ó�ä�����‘�—���ƒ�”�‡��
now registered for the event.  

 
 

 
Now lets learn how to host an event. Like before, highlight the Events dropdown menu  
�ƒ�–���–�Š�‡���–�‘�’���‘�ˆ���’�”�‘�ˆ�‹�Ž�‡�ä�����Š�‡�•���…�Ž�‹�…�•���ò���‘�•�–�����•�����˜�‡�•�–�ó 
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There are two steps to creating an event. Step 1 is inserting where your event will take  
place and what type of event it will be. Once the information has been entered click the  
�„�—�–�–�‘�•���–�Š�ƒ�–���•�ƒ�›�•���ò���‘�•�–�‹�•�—�‡���–�‘���•�–�‡�’���t�ó�ä 
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You will then be taken to a page to insert more information about your event. Enter 
everything you know about the event you want to hold. Once completed click the button at 
�–�Š�‡���„�‘�–�–�‘�•���‘�ˆ���–�Š�‡���’�ƒ�‰�‡���–�Š�ƒ�–���•�ƒ�›�•���ò���”�‡�ƒ�–�‡�����˜�‡�•�–�ó�ä�����‘�—���Š�ƒ�˜�‡���•�‘�™���…�”�‡�ƒ�–�‡�†���ƒ�•���‡�˜�‡�•�–���‘�•��
my.barackobama.com 
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HOW TO CREATE A TWITTER ACCOUNT 
Go to your browser and type in www.twitter.com  

 

 
 
You will arrive at the website. On the right side will be a yellow �„�‘�š���–�Š�ƒ�–���•�ƒ�›�•���ò�
�‡�–�����–�ƒ�”�–�‡�†��
���‘�™�ó�ä�����Ž�‹�…�•���–�Š�‹�•�ä 
 
A page will appear that asks you to enter in personal information.  
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You should enter your full name, what your would like your username to be, your password, 
and your email address. Once you have inserted all the proper information click the white 
�„�‘�š���–�Š�ƒ�–���•�ƒ�›�•���ò���”�‡�ƒ�–�‡���•�›�����…�…�‘�—�•�–�ó 

  
 
 A security box will appear. 

 
 
 ���›�’�‡���–�Š�‡���™�‘�”�†�•���’�”�‡�•�‡�•�–�‡�†���‹�•�–�‘���–�Š�‡���–�‡�š�–���„�‘�š�ä�����Ž�‹�…�•���ò�ˆ�‹�•�‹�•�Š�ó���‘�•�…�‡���…�‘�•�’�Ž�‡�–�‡�†�ä 
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You will be taken to a page that has three steps. The first two are irrelevant for right now. 
���‡���™�ƒ�•�–���–�‘���ˆ�‘�…�—�•���‘�•���ò�ˆ�‘�Ž�Ž�‘�™�‹�•�‰�ó�����”�‰�ƒ�•�‹�œ�‹�•�‰���	�‘�”�����•�‡�”�‹�…�ƒ for our state. To do this on the 
�„�‘�–�–�‘�•���”�‹�‰�Š�–���Š�ƒ�•�†���…�‘�”�•�‡�”���‘�ˆ���–�Š�‡���’�ƒ�‰�‡���›�‘�—���ƒ�”�‡���‘�•���–�Š�‡�”�‡���™�‹�Ž�Ž���„�‡���ƒ���„�Ž�—�‡���„�‘�š���–�Š�ƒ�–���•�ƒ�›�•���ò���‡�š�–��
���–�‡�’�ó�ä�����Ž�‹�…�•���–�Š�‹�•�ä 
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You will be ta�•�‡�•���–�‘���•�–�‡�’���t���‘�ˆ���u�ä�����Ž�‹�…�•���–�Š�‡���ò���‡�š�–�����–�‡�’�ó���„�—�–�–�‘�•���ƒ�‰�ƒ�‹�•�ä 
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���Š�‹�•���’�ƒ�‰�‡���‹�•���•�–�‡�’���u���‘�ˆ���u�ä�����–���ƒ�•�•�•���›�‘�—���ò���Š�‘���ƒ�”�‡���›�‘�—���Ž�‘�‘�•�‹�•�‰���ˆ�‘�”�ë�ó�ä�����•���–�Š�‡���–�‡�š�–���„�‘�š���–�›�’�‡���ò���	���� 
(your state)�ó���ƒ�•�†���…�Ž�‹�…�•���•�‡�ƒ�”�…�Š�ä�� 
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���‘�—�”���•�–�ƒ�–�‡�ï�• Twitter will appear. ���Ž�‹�…�•���–�Š�‡���™�Š�‹�–�‡���„�‘�š���–�Š�ƒ�–���•�ƒ�›�•���ò�	�‘�Ž�Ž�‘�™�ó�ä�����•�…�‡���…�Ž�‹�…�•�‡�†���–�Š�‡��
�	�‘�Ž�Ž�‘�™���„�—�–�–�‘�•���™�‹�Ž�Ž���…�Š�ƒ�•�‰�‡���–�‘���ò�	�‘�Ž�Ž�‘�™�‹�•�‰�ó�ä�����‘�—�”���–�™�‹�–�–�‡�”���ƒ�…�…�‘�—�•�–���‹�•���•�‘�™���ˆ�‘�Ž�Ž�‘�™�‹�•�‰�����	���4(your 
state).  �	�‹�•�ƒ�Ž�Ž�›���…�Ž�‹�…�•���–�Š�‡���ò���‡�š�–�����–�‡�’���„�—�–�–�‘�•���‘�•���–�Š�‡���„�‘�–�–�‘�•���‘�ˆ���–�Š�‡���’�ƒ�‰�‡�ä 

 
The last step is to go to your email that you gave twitter during registration and confirm 
your account. Once this is done, you are now officially signed up to the Twitter network.    
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HOW TO CREATE A FACEBOOK ACCOUNT 
Open your browser, and go to www.facebook.com. On the opening page there will be area 
�–�Š�ƒ�–���•�ƒ�›�•���ò���‹�‰�•�����’�ó�ä�����•�•�‡�”�–���›�‘�—�”���‹�•�ˆ�‘�”�•�ƒ�–�‹�‘�•���Š�‡�”�‡�����‘�’�‡�•�‹�•�‰���’�ƒ�‰�‡���‡�•�’�–�›�� 

 
���Ž�‹�…�•���–�Š�‡���‰�”�‡�‡�•���„�‘�š���–�Š�ƒ�–���•�ƒ�›�•���ò���‹�‰�•�����’�ó�����‘�’�‡�•�‹�•�‰���’�ƒ�‰�‡���ˆ�‹�Ž�Ž�‡�†���‘�—�–���™�‹�–�Š���‹�•�ˆ�‘���ã 
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 A Security Check will appear. (security check empty) 

  
 
Enter the words �’�”�‡�•�‡�•�–�‡�†���‹�•�–�‘���–�Š�‡���–�‡�š�–���„�‘�š�ä�����•�†���…�Ž�‹�…�•���–�Š�‡���‰�”�‡�‡�•���„�‘�š���–�Š�ƒ�–���•�ƒ�›�•���ò���‹�‰�•�����’�ó��
(security box filled out): 
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 The first step in the registration asks you to find your friends on Facebook. (Friend  
 Finder) 

  
 
 We advise you to skip this step for now. (SKIP THIS STEP) 

                                       
 
 Step two in the registration asks for some personal information.(before filled out) 
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You can insert the High School and College you are or were enrolled at, and your 
currentplace of employment. ���•�…�‡���ˆ�‹�•�‹�•�Š�‡�†���…�Ž�‹�…�•���–�Š�‡���„�—�–�–�‘�•���–�Š�ƒ�–���”�‡�ƒ�†�•���ò�����ƒ�˜�‡���ƒ�•�†�����‘�•�–�‹�•�—�‡�ó��
(filled out) 

 
 
Facebook will electronically find other Facebook users based on your input of high 
school, college, and employer and will present you with the chance to add them as a  
friend. ���ˆ���›�‘�—���•�‡�‡���•�‘�•�‡�‘�•�‡���›�‘�—���•�•�‘�™���ƒ�•�†���™�‹�•�Š���–�‘���ƒ�†�†���–�Š�‡�•���ƒ�•���ƒ���ˆ�”�‹�‡�•�†���…�Ž�‹�…�•���ò���†�†���ƒ�•�� 
�ˆ�”�‹�‡�•�†�ó���•�‡�š�–���–�‘���–�Š�‡�‹�”���’�‹�…�–�—�”�‡�ó�ä�����ˆ���›�‘�—���†�‘���•�‘�–���•�‡�‡���ƒ�•�›�‘�•�‡���›�‘�—���•�•�‘�™���ƒ�•�†���™�‹�•�Š���–�‘���…�‘�•�–�‹�•�—�‡�� 
�–�Š�‡���”�‡�‰�‹�•�–�”�ƒ�–�‹�‘�•���…�Ž�‹�…�•���ò���ƒ�˜�‡���ƒ�•�†�����‘�•�–�‹�•�—�‡�ó�ä 
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Step three of registration asks you to set up your profile picture. If you wish to set one, you 
may upload a photo or take a photo on your computer. If you do not wish to do this you may 
�…�Ž�‹�…�•���–�Š�‡���ò���ƒ�˜�‡���ƒ�•�†�����‘�•�–�‹�•�—�‡�ó���„�‘�š�ä�� 

 
After completing these three steps you are finally brought to your facebook profile.  
(profile picture) 
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At the top of your profile will be a sign that says you need to go to your email in order to 
�…�‘�•�ˆ�‹�”�•���›�‘�—�”���ˆ�ƒ�…�‡�„�‘�‘�•���ƒ�…�…�‘�—�•�–�ä�����Ž�‹�…�•���‘�•���–�Š�‡���„�‘�š���–�Š�ƒ�–���•�ƒ�›�•���ò�
�‘���–�‘���›�‘�—�”���‡�•�ƒ�‹�Ž�ó�ä�����‘�—���™�‹�Ž�Ž�� 
have received a email welcoming you to facebook. In the email Facebook presents a few  
ways to get started using the website. To activate your account you must click the green  
�„�‘�š���‘�•���–�Š�‡���—�’�’�‡�”���”�‹�‰�Š�–���…�‘�”�•�‡�”���‘�ˆ���–�Š�‡���‡�•�ƒ�‹�Ž���–�Š�ƒ�–���•�ƒ�›�•���ò�
�‡�–�����–�ƒ�”�–�‡�†�ó�ä�����’�‹�…�–�—�”�‡���‘�ˆ���‡�•�ƒ�‹�Ž���� 

 
 

 
The get started button will bring you back to the facebook website. 
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In the top right corner of the screen a blue box �•�ƒ�›�•���ò���‘�•�‡�ó�ä�����Ž�‹�…�•���–�Š�‹�•��to continue. 

 
 
This is your home page! You may continue to edit and add information on this page. 
But first and most importantly, you should learn how to be able to interact with Organizing 
For America on Facebook. On the top of your home page there will be a search bar. In it type 
Organizing For America (your state). Type this text and click enter.  
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The first result on the search page will be the group we�ïre looking for! Click on President 
���„�ƒ�•�ƒ�ï�•��face to get to the group. 
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On the page you will find a plethora of information regarding OFA in your state.   
���—�–���ˆ�‹�”�•�–���Ž�‡�–�•���ò�Ž�‹�•�‡�ó���–�Š�‡���’�ƒ�‰�‡���•�‘���–�Š�ƒ�–���›�‘�—���…�ƒ�•���•�—�„�•�…�”�‹�„�‡���–�‘���ˆ�—�–�—�”�‡�����	����updates in your state. 
���‘���†�‘���–�Š�‹�•���…�Ž�‹�…�•���–�Š�‡���ò���‹�•�‡�ó���„�‘�š���‘�•���–�Š�‡���–�‘�’���‘�ˆ���–�Š�‡���’�ƒ�‰�‡�ä�� 

 
 
���•�–�‡�”���–�Š�‡���™�‘�”�†�•���’�”�‡�•�‡�•�–�‡�†���‹�•�–�‘���–�Š�‡���–�‡�š�–���„�‘�š�ä�����•�†���…�Ž�‹�…�•���–�Š�‡���„�Ž�—�‡���„�‘�š���–�Š�ƒ�–���•�ƒ�›�•���ò���—�„�•�‹�–�ó�� 
(security box filled out) 

 

  
���‘�™���–�Š�ƒ�–���›�‘�—���Š�ƒ�˜�‡���ò���‹�•�‡�†�ó�����	����in your state you will receive updates on your home page 
about future OFA events.  
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COMMUNITY 
ORGANIZER 
HANDOUTS 
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OFA Community Organizer- Reflection on My Role  
The goal of this worksheet is to give you the space necessary to reflect on your role as a CO- 
your principles, goals, priorities and challenges   
 
Why are you an Organizing for America Community Organizer?  What principles 
guide your work as a CO?  
 

 
 
 
 
 
 
 
 
 
 

 
 
What are your top three priorities as a Community Organizer?  
 
 
 
 
 
 
 
 
 
 
 
 
 
What are your biggest goals as a Community Organizer?  
 
 
 
 
 
 
 
 
 
 
 

Long Term (1 year or more): 
 
Medium Term (2 months-1 year): 
 
Short Term (within the next 2 months):  
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OFA Community Organizer- Reflection on My Role (cont.)  
 
What are the greatest challenges you face as a Community Organizer?  

 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
What most inspires you about your role as a Community Organizer?  
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OFA Team Building Case Studies 
 
One Big Team 
Sandra Lopez is a Community Organizer in a large urban area.  She has over 40 volunteers 
who regularly volunteer with OFA- phonebanking, participating in events, attending 
meetings, etc.  A few of these volunteers have stepped up to host events but none of them 
are functioning as Neighborhood Team Leaders.  Sandra is struggling to keep up with all of 
these volunteers.  She often has dozens of unread emails or unheard voice mails from 
volunteers every day that she simply cannot get to.   She is also unable to build relationships 
with new volunteers.  What can Sandra do to improve her situation?  
 
Teams Without Leaders 
Eric Anderson is an OFA Community Organizer in a large, rural turf.    He has four medium-
sized towns in his turf, each about 30 minutes apart, and has a small group of volunteers in 
each town.  These volunteers have occasionally held phonebanks and have done some 
visibility events.  Eric usually has to organize the events himself but two teams recently 
organized letter to the editor writing parties on their own.   There is no recognized leader 
for any of these teams and they all communicate directly with Eric.  Eric lives in a priority 
Congressional district so it is very important that he increases his capacity.  What can Eric 
do to improve his situation?   
 
Wayward Teams 
Lisa Scott is an OFA Community Organizer in a very progressive area in an important 
battleg�”�‘�—�•�†���•�–�ƒ�–�‡�ä�������ˆ�–�‡�”���–�Š�‡���t�r�r�z���‡�Ž�‡�…�–�‹�‘�•�á���•�‡�˜�‡�”�ƒ�Ž���‘�ˆ���–�Š�‡���…�ƒ�•�’�ƒ�‹�‰�•�ï�•���•�‡�‹�‰�Š�„�‘�”�Š�‘�‘�†���–�‡�ƒ�•�•��
�…�‘�•�–�‹�•�—�‡�†���•�‡�‡�–�‹�•�‰�ä�������Š�‡�”�‡���ƒ�”�‡���…�—�”�”�‡�•�–�Ž�›���–�Š�”�‡�‡���ƒ�…�–�‹�˜�‡���–�‡�ƒ�•�•���‹�•�����‹�•�ƒ�ï�•���†�‹�•�–�”�‹�…�–�ä�������•�‡���‘�ˆ���–�Š�‡�•�‡��
�–�‡�ƒ�•�•���‹�•���ƒ�Ž�‹�‰�•�‡�†���™�‹�–�Š�����	���ï�•���ƒ�‰�‡�•�†�ƒ���ƒ�•�†���™�‘�”�•�•���‘�•�����	�����’�”�‹�‘�”�‹�–�‹�‡�•�ä�������Š�‡���‘�–�Š�‡�”���–�™�‘��teams, 
however, have created their own agenda.  One team focuses almost exclusively on 
�…�‘�•�•�—�•�‹�–�›���•�‡�”�˜�‹�…�‡���ƒ�•�†���–�Š�‡���‘�–�Š�‡�”���–�‡�ƒ�•�ï�•���’�”�‹�‘�”�‹�–�›���‹�•���ò�’�—�•�Š�‹�•�‰�����”�‡�•�‹�†�‡�•�–�����„�ƒ�•�ƒ���–�‘���–�Š�‡���Ž�‡�ˆ�–�ó�ä����
Lisa is trying to maximize already existing energy but is often thrown off course in trying to 
manage these two teams. What can Lisa do to improve the situation?  
 
No Teams 
�
�‹�•�ƒ�����•�‹�–�Š���‹�•���ƒ���•�‡�™�����‘�•�•�—�•�‹�–�›�����”�‰�ƒ�•�‹�œ�‡�”���‹�•���ƒ���…�‘�•�•�‡�”�˜�ƒ�–�‹�˜�‡���ƒ�”�‡�ƒ���–�Š�ƒ�–���™�ƒ�•�•�ï�–���™�‡�Ž�Ž���‘�”�‰�ƒ�•�‹�œ�‡�†��
during the campaign and has not experienced much OFA activity.  Gina is a very committed 
CO who wants badly to develop a more robust organization in her area.  Gina has posted 
events on MyBO, attended meetings of like-minded organizations and organized small 
�’�Š�‘�•�‡�„�ƒ�•�•�•�á���›�‡�–���•�Š�‡���Š�ƒ�•�•�ï�–���›�‹�‡�Ž�†�‡�†���•�ƒ�•�›���˜�‘�Ž�—�•�–�‡�‡�”�•���ƒ�•�†���‹�•���ˆ�ƒ�”���ˆ�”�‘�•���…reating a single team.  
�
�‹�•�ƒ���‹�•���—�•�ˆ�ƒ�•�‹�Ž�‹�ƒ�”���™�‹�–�Š���‘�•�Ž�‹�•�‡���–�‘�‘�Ž�•���‘�”�����‘�–�‡�„�—�‹�Ž�†�‡�”���ƒ�•�†���‹�•�•�ï�–���•�—�”�‡���™�Š�‡�”�‡���–�‘���•�–�ƒ�”�–���Š�‡�”��
recruitment efforts.  What can Gina do to improve the situation?  
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���‘�—�”���ò���›�’�‹�…�ƒ�Ž�ó�����ƒ�›�•���ƒ�•���ƒ�•�����	�������‘�•�•�—�•�‹�–�›�����”�‰�ƒ�•�‹�œ�‡�” 
Monday 
Before 8:00 am:      6:00-9:00 pm  
  
 
 
8:00 am-12:00 pm       9:00 pm-12:00 am 
 
 
12:00-4:00 pm      After 12:00 am  
 
 
4:00-6:00 pm  
 
Tuesday 
Before 8:00 am:      6:00-9:00 pm  
  
 
 
8:00 am-12:00 pm       9:00 pm-12:00 am 
 
 
12:00-4:00 pm      After 12:00 am  
 
 
4:00-6:00 pm  
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Constituency Organizing Worksheet 
IDENTIFY 

1. What constituency groups are well represented in my turf? Which of these groups 
were politically active for the first time in 2008? 

 
2. From my existing pool of NTLs and general volunteers, who would be some good 

choices to head up an organizing effort directed at the group (s) from question #1 
and why? 

 
3. Are there any local community leaders who I might be able to get signed on early 

with this, both to help navigate political waters and/or to be a public member of the 
group? What makes him/her/them a good choice? 

 
ENGAGE 

4. What would some good events be that I can take the lead on to reach these 
communities? Are there events already going on in my turf that I can be a part 
of/make sure OFA is represented at? 

 
5. Are there other good outreach ideas for my turf? 

 
 
ACTIVATE 

6. How can OFA have a presence at the events from the above section that will make a 
compelling case to activate supporters that attend into volunteers? 

 
7. What should my ask be? Should there be several different asks? Why? 
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2010 CO Turf Goals- Volunteer Leadership and Voter Contact 
 

In your CO turf, you have _______ neighborhoods 
 

How many teams do you already have, if any? ____________    Please describe existing 
teams: 
 
 
How many neighborhood teams do you still need to build? _______________      In what areas? 
 
 
VOLUNTEER LEADERSHIP GOALS  

�x Recruit, test and train _______ Neighborhood Team Leaders (NTLs) to take ownership 
over those neighborhoods 

�x Hold ________ successful organizational meetings or house meetings in my turf  

�x Hold ________ 1:1 meetings with potential volunteers and volunteer leaders  

�x Build an Active Volunteer base of ________  

�x Hold ________ trainings for NTLs, team members and volunteers between July-
October 

 
VOTER CONTACT GOALS 

�x Priority 1:   In my turf, we have ________  �–�ƒ�”�‰�‡�–�‡�†���	�‹�”�•�–�����‹�•�‡���ï�r�z���˜�‘�–�‡�”�•�á���•�‘���‘�—�”��
objectives are: 

o ________ �–�‘�–�ƒ�Ž���ƒ�–�–�‡�•�’�–�•���–�‘���	�‹�”�•�–�����‹�•�‡���ï�r�z���˜�‘�–�‡�”�•�â 

o ________ contacts (________ % phones; ________ % doors) 

[Goals should be based on contacting your targeted voters twice] 

�x Priority 1a: Register ________  new voters 

�x Priority 2:  In my turf, we have ________ targeted sporadic voters, so our 
objectives are: 

o ________ total attempts to sporadic voters; 

o ________ contacts (________ % phones; ________ % doors) 

[Goals should be based on contacting your targeted voters twice] 
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2010 CO Turf Goals- Volunteer Leadership Worksheet  

 
Neighborhood Team Leaders & Teams Goals: 
100% of our Neighborhood Team Leaders (NTLs) will be recruited and trained no later than 
____________.  Weekly goals for NTL recruitment follow: 
 
 

Date 

Team 
Leaders in  
Test 1 

Team Leaders 
in  Test 2 

Confirmed 
NTLs Total Goal % to goal 

1-May      

1-June      

1-July      

1-Aug      

1-Sept      

1-Oct      

1-Nov     100%  
 
 
Neighborhood Team Members & Volunteers:  
100% of our Neighborhood team members will be recruited and trained no later than 
________.  Weekly goals for NTM and Volunteer recruitment follow: 
 

Date 
# Team 
Members 

% Team Members 
to goal 

# Total 
Volunteers 

% Total Volunteers to 
goal 

1-May     

1-June     

1-July     

1-Aug     

1-Sept     

1-Oct     

1-Nov  100%   100%  
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2010 CO Turf Goals- Voter Contact Worksheet 
 
1st Time Voter Contact Goals: 
In your CO turf, you have _____ voters who registered and voted for the first time in the 2008 
cycle.  To be able to hit our statewide goals, we need the following goals to be hit each 
month in your CO turf. 
 

Date 
Attempted 
by phone 

Contacted by 
phone 

Attempted at 
doors 

Contacted 
at doors % to goal 

1-May      

1-June      

1-July      

1-Aug      

1-Sept      

1-Oct      

1-Nov     100%  
 
Voter Registration Goals:  
In your CO turf, you have _____ unregistered voters. To be able to hit our statewide goals, we 
need the following goals to be hit each month in your CO turf. 
 
 

Date Voters Registered % to goal 

1-May   

1-June   

1-July   

1-Aug   

1-Sept   

1-Oct   

1-Nov  100%  

 


