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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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Resource allocation decisions 
can mean the difference 
between a win and a loss.

he executive committees of 
referendum campaigns are usually 
very nervous a few weeks out from 

Election Day. The focus of concern is 
less about the final vote than it is about 
stretching limited campaign funds. 

Donations that come in early are 
much more valuable than those that 
are captured late in the game. That’s 
because tools and strategies available 
to campaigns begin to quickly narrow 
as Election Day approaches. Campaign 
novices aren’t always savvy about the 
time it takes to produce and distribute 
materials like direct mailers and door 
hangers. And when it comes to print and 
digital ads, desireable placements go to 
those who arrive early. 

When initially designing direct mail and 
other campaign tools, assume that the 
campaign will have more than enough 
funds to eventually utilize them. Every 
mailer and advertisement that has been 
designed might not see the light of 
day. However, if funds do come in, the 

campaign will be ready to go straight to 
production and then out the door.

If a referendum campaign struggles to 
bring in the necessary campaign dollars, 
here are five strategies to consider:

• Rely more aggressively on social 
media, emails, text messages, phone 
banking and other less expensive or  
no-cost strategies. 

• Further zero in on the target  
direct-mail audience. For example, 
if the original plan was to target 
all likely voters as well as unlikely 
voters who are likely supporters, the 
campaign may want to target strictly 
likely voters or just swing voters.  

• Eliminate postage costs by assembling 
volunteers to do literature drops. 
Even if the campaign has already 
done canvassing, postcards or other 
materials can still be distributed to 
the front doors of targeted voter 
households. 

• Strategically place banners in  
high-trafficked areas if the campaign 
has run out of yard signs and cannot 
afford more. 

• Assemble large groups of volunteers 
to wave homemade campaign signs 
at little to not cost to the campaign. 
There’s something quite powerful 
and persuasive about this type of 
grassroots effort.

Some of these budget-stretching 
approaches obviously require having 
access to the necessary polling data, 
voter data and/or 
volunteers willing 
to make the extra 
effort. However, when 
campaign coffers begin 
to dry up, as they often 
do, these strategies can 
truly be game changers.


