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When it comes to tax-related referenda, 
there are always voters who are strongly  
in support of the proposal (known as  
“hard yes” votes) as well as voters who are 
strongly against the measure (known as 
“hard no” votes). It is unlikely that these 
voters will change their mind, no matter 
how strongly a campaign attempts to 
persuade them. 

There are also voters who are on the fence. 
These are the folks who would answer 
probably yes, probably no or undecided 
if asked if they would support a bond 
proposal or other type of tax measure. 
These are known as swing voters.

Unless a campaign committee has unlimited 
resources—which they never do—being 
able to identify likely voters who are 
swing voters is critical. To do this requires 
combining public opinion research with 
historical voting records. 

Polling, if done correctly, allows a campaign 
to identify the specific demographics of 
voters who are hard yes votes, hard no 
votes, and those on the fence when it 
comes to support for a referendum. For 
example, for a school bond measure, swing 
voters might include males, 35 to 55 years 
old, with school-age children, and who 

identify as an Independent or 
Republican as well as females, 
65 and older, who identify as 
a Democrat.  Voter data can 
then be used to determine which voters 
match these demographics, including their 
address, phone number and the likelihood 
of their participating in an upcoming 
election based on their track record in 
voting in recent and similar elections. 

Once the swing voter universe is identified, 
the campaign can then target these voters 
using poll-driven messaging that has been 
tested to resonate with these specific 

voters. This often takes the form of highly 
focused direct mail, canvassing, phone 
banking, emails and text messages.

The next time you see a campaign handing 
out flyers at a big box store you’ll now 
realize that they either have way too much 
money or they know nothing about the 
importance of swing-voter targeting. 
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This 10-part series brings together  
some of the most important campaign lessons 
that members of the Beyond Your Base team 
have learned throughout the past 28 years. 
We also provide a behind-the-scenes look at 
strategies employed by citizen-led campaign 
committees that were highly successful.  
 
 

Beyond Your Base (BYB) is a public affairs and 
pre-referendum consulting group of Wight 
& Company that develops and implements 
comprehensive public engagement programs 
that incorporate voter analytics, public opinion 
research and strategic communications.  

BYB’s focus is on engaging taxpayers and other 
stakeholders to deliver capital improvement 
projects that are truly community-driven. 
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