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“The first thing that you need to identify about the process of
formulating strategy is that there is no one model and no one
process”

(Murray McCully, New Zealand national strategist)

“We live in a world where we know more than we have ever
known, data-predicative modeling getting better and better,
and yet we get surprised in politics every week. | love that...
You can have all the data and all the models and you get
surprised.”

(David Plouffe, Obama’s campaign manager, 2008)



U.(! Sta je politicka strategija?
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* |tis about ,the forming of objectives and
implementing the tasks necessary to achieve
those objectives with a pattern of consistency
over time given the limitation of available
resources”



.' Cetiri osnovna pravila politi¢kog
LUCG — marketinga (Maarek, 1995)

sity of Mon

Pravilo dosljednosti (konzistentnost politickih
kampanja, politike i djelovanja)

Pravilo sistemskog prevrjednovanja prethodnih
kampanja (kriticki osvrt na (ne)uspjesnost
prethodnih kampanja)

Pravilo minimalne razlike (prepoznatljivost)

Pravilo maksimalne sigurnosti (NE otvarati
pitanja za koja ne postoje konkretna rjesenja)



. Pri analizi izborne kampanje, neophodno je uzeti
UCG u obzir sljedec¢e komponente (Smit, 1990)

University of Montenegro

* Pravila (izborna i pravila sprovodenja kampanje)

e Kandidati (nosioci lista)

* Problemi (“Izbore dobija onaj ko nametne klju¢ne
probleme oko kojih Ce se biraCi opredijeliti”)

* |zborno tijelo (popularnost medu onima koji izlaze
na izbore)

e Sredstva (ljudi, novac i vrijeme)

e Strategija kampanje



.' Razlikovati...

_UCG
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“* |zborni program- javni, objavljeni dokument
koji je namijenjen najsirem krugu birackog
tijela; sadrzi ciljeve, vrijednosti i programske
principe kojima se zele pridobiti biraci

“** |zborna strategija- interni dokument, sadrzi
analize i akcije kojima se zeli postici sto je
moguce veci uspjeh u sprovodenju kampanje



.' Osnovni elementi izborne
UG strategije
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* Da biizborna kampanja bila sprovedena na
najbolji moguci nacin uz adekvatne rezultate,
neophodna je razrada izborne strategije, sto
ukljuCuje analizu deset elemenata



., 1. Osnovna obiljezja ukupne
UCG politicke situacije
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* (ne)stabilnost drustvenih uslova

* |zborna strategija se mora prilagodavati
promjenama situacije u drustvu



..' 2. Istrazivanje osnovnih potreba,
vrijednosnih usmjerenja i emocionalnih
UCG

University of Montenegro O r |J e nta C IJ a

e Krizne situacije dovode do promjene
mentalnog sklopa, sto zahtijeva prilagodavanje
novim vrijednosnim orijentacijama i
potrebama

* U nestabilnim situacijama dolazi do izrazaja
notreba za sigurnoscu, koja podrazumijeva:
niolosku, nacionalnu i socijalnu sigurnost

* Dominantne emocije: mrznja, strah, nada




., 3. Analiza komparativnih
UCG orednosti i nedostataka
sopstvene ponude

rsity of Montenegro

e Samokriticki analizirati kvalitet svoje politicke
ponude

* Prednost stranke koja je na vlasti: stabilnost,
sigurnost, odsustvo rizika

* Prednost opozicionih partija: situacija koja, na
oshovu potreba birackog tijela, zahtijeva
promjenu



.' 4. Analiza komparativnih
UCG orednosti | nedq;tataka
konkurencije
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JaCanje sopstvenog imidza

Anuliranje prednosti konkurentnih
partija/kandidata

Voditi racuna o tome da stranke veoma cesto
imaju razlicita socijalna uporista i ciljeve

Prednosti jedne stranke su veoma cesto
nedostaci druge



U.(! Moguce pozicije
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Pet pravila uspjesnog pozicioniranja Steva Banona:

* Jasnost pozicije: znaj sto su ti prednosti i sta biraci
misle o tome

e Konzistentnost pozicije: biraci moraju da znaju
jasno gdje si

* Kredibilitet pozicije: vaznije je sto biraci misle,
nego sto jeste

 Kompetitivhost: ponudi nesto sto drugi ne nude,

 Komunikativnost: pozicija se mora jasno
Komunicirati.




iy

UCG

University of Montenegro

Lider

lzazivac

Pratilac

Onaj koji zauzima prazan
prostor (nicher)

Cetiri moguée pozicije

Mora da se svidi velikom broju
biraca, Sto podrazumijeva
konfliktne interese, stalno pod
napadom

Predvodi nove teme, ali na
druge nacine slicna pozicija i
problemi kao i za lidera

Nesigurna pozicija jer mora da
prati lidera, ali nedostaju
resursi i pod udarom izazivaca

Pokriva poziciju koju niko nece

T e e

Odbrambene strategije da se
zadrzi ili proSiri udio trzista

Karakterise lidera negativno,
brendira nove teme dovoljno
rano da bude na pravom
mjestu kad postanu bitne

Moze da kopira lidera, ali mora
da vodi raCuna da nije isto Sto i
lider

Moze da transformise
radikalnu poziciju u
interesantnu i aktuelnu

Collins and Butler, 2002



., 5. Odredivanje nivoa sopstvenih

s S aspiracija i ciljeva
e Svako zeli da dode na vlast, ali to realno nije
moguce...

* Nivo oCekivanja bi trebalo da zavisi od: prethodnih
izbornih rezultata, sopstvenih mogucnosti,
konkurencije, analize realne drustvene situacije,
istrazivanja javhog mnjenja

e Treba icCiiznad onoga sto se moze postici, ali NE
PREVISE

* Uvijek unaprijed treba odrediti ciljeve i
smjerove/nacine saradnje



.' 6. Analiza potencijalnih
WUCG saradnika
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Predizborne/postizborne koalicije
Saradnja sa pokretima i pojedincima

Ne napadati nikoga bez dokaza, jer se na taj nacin
vrata za saradnju zatvaraju

Uzeti u obzir i odnos biraca prema potencijalnim
saradnicima (na osnovu istrazivanja)



UCG /. Utvrdivanje negativnih ciljeva
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* Negativni ciljevi= ono sto po svaku cijenu treba
izbjeci

e SprjeCavanje dogadaja koji imaju negativan
uticaj na imidz i djelovanje stranke



.' 8. Odredivanje socijalnog
UCG uporista kampanje

e Svaka stranka je manje ili vise usmjerena na
iIspunjavanje interesa odredene socijalne grupe

* Treba naglasiti koje je socijalno uporiste
kampanje, ali interno

* Stranke iskljucCivo nacionalne orijentacije u
modrenom svijetu- rijetkost



U.(! o 9. Odredivanje ciljih grupa

University of Mon

» Stratifikovani pristup- prilagodavanje politickog
programa pojedinacnim grupama, u skladu sa
njihovim potrebama, ciljevima i interesima

 Moguce ciljne grupe: zene, mladi, nezaposleni,
manjinske grupe (etnicke, vjerske)

— Sto preciznija stratifikacija to bolji rezultati



U(! 10. Segmentacija birackog tijela
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e Svakoj se grupi biraca treba obratiti na nacin
koji ce ona najbolje prihvatiti

e Cetiri oblika segmentacije:
» geografski- razli¢ita kulturno-istorijska obiljezja ljudi koji Zive na odredenom prostoru

» bihejvioralisticki- biraci ne ulazu napor da razumiju program stranke, ve¢ u njihovom
izbornom ponasanju dominira princip stranacke lojalnosti

» psihografski- stavovi biraca o nekim osnovnim problemima u drustvu

» demografski- objektivhe osobine biraca- pol, starost, obrazovanje, zanimanje

S P O
o \ =



U.(! Koga targetirati?
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Slgurno

< podrzavaju
podrzavaju
VJerovatno
VJerovatno ne
< podrzavaju
podrzavaju
Uopste ne




P Koga targetirati?
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odrzavaju
Oni koji i J
podrzavaju
Vjerovatno ne
odrzavaju
Oni koji ne ; .
podrzavaju ’
Uopste ne
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Slgurno

odrzava u
Oni koji i J
podrzavaju
VJerovatno
Oni koji ne
podrzavaju
Uopste ne

podrzavaju

<




Primjer

e Kampanja Obama, 2012 —
fokusirana na single zene —
,swinglers”:

55 miliona

,they are more likely to
switch alliances, hold out for
the best deal, express their
outrage by suddenly going
cold on a candidate who has
irritated them and then
warm up quickly to a new
one who makes a better
offer”




.' Primjer targetiranja tokom 2005.
UCG
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UK izbora

Upscaling new owners

- zaposleni, bitno je da im
je zgodno da nesto oposle,
ne vjeruju u trosenje kao
nacin samoaktualizacije

Coronation St

- Na sjeveru drzave u
industrijskom i luckom
regionu, dobro trziste za
masovne brendove

Rustbelt resilience

- Tradicionalno rudarske
zajednice, odrzavaju svoja
domacdinstva i baste, Citaju
o putovanjima na daleke
destinacije, jedu fish and
chips, solidno za Laburiste

Corporate chieftains

- Biznismeni seniori, Zive u
predgradima u velikim
cetvorosobnim vilama,
voze Lexus i BMW

Burdened optimists

- Skromne kvalifikacije,
mnogi u dugovima i
kreditima, ne vjeruju u
kolektivhu odgovornost,
Zele zadovoljstvo odmah,
visoko vrednuju licnu
slobodu

Golden empty nesters

- bogati, stariji ljudi koji Zive
u provinciji i kuéama iz
30tih godina, ne brine ih
ekonomija jer su bogati

University challengers
- Starost od 18 do 24,
ideoloski motivisani

BRE NEWS

#

ELECTION 2005 ._)

Headlines

K/

Peter Snow

Tony Blair

VOTE 2005

Interactive coverage
47 -

Watch Tony Blair's Sedgefield speech 4

-

Tory hopes

Choose a screen and press SELECT/OK or BACK UP/BACK for results




.' Dakle, izborna strategija mora da

LUCG  sadrzi sljedece elemente:
1. Analiza osnovnih obiljezja politicke situacije
Istrazivanje osnovnih potreba,vrijednosti i orijentacija

2. Analizu prednosti i nedostataka sopstvene ponude

3. Analizu prednosti i nedostataka ostalih aktera

4. Odredivanje nivoa vlastitih ciljeva i aspiracija

5. Analiza potencijalnih saradnik

6. Negativni ciljevi

7. Odredivanje socijalnog uporista/ciljnih grupa
Segmentacija birackog tijela

8 Organizacija kampanje



CAMPAIGN
PLANNING

Kako

planirati
kampanju?




U.(! Istrazivanja jJavhog mnjenja
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e Putokazi kampanje
 Osnovna vrijednost — desavaju se PRIJE izbora
* Dva cilja:

— Da se izvrse korekcije ciljeva

— Da se utvrdi prostor za djelovanje na javnost



U(! Prije Istrazivanja:
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Odrediti koji podaci su korisni i shodno tome
planirati istrazivanje

strazivacka strategija u skladu sa aspiracijama
-inansijski obzir

Klju€ne informacije:

— Koje su jake strane vase ponude

— Odnos toga sa kljucnim problemima

— Sta su jake strane vasih protivnika
— Koje su slabe strane vase ponude

Geografska mapa




U.(! Prije istrazivanja (II)
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Cilj oni kod kojih postoji vjerovatnoca da Ce glasati za
vas

Fokus grupe prije ankete
Anketa s ciljem da odredite:
— Kako usmjeriti marketinsku djelatnost i resurse

— Koju vrstu aktivnosti treba sprovoditi

— KljuCne poruke koje cete lansirati

Istrazivanjima tokom kampanje pratiti i korigovati tok
kampanje

Fokus grupe kao dodatni kontrolni mehanizam prije
lansiranja poruka



Defini Ascertaining the
objective of the Budget

Advertisig Campaign allocation

ng Target
Market

Review of the
marketing
position of the
company

Media
Scheduling

Message
Creation

Maonitoring of Execution of _
Advertising advertising Media
Campaign campaign Selection

—-€)----E

Sta biste vi voljeli da znate?
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POLITICAL CAMPAIGN PLANNING
MANUAL

A STEP BY STEP GUIDE TO WINNING ELECTIONS
By J. Brian O'Day
MWational Democratic Institute for International Affairs
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POLITICAL CAMPAIGHN PLANNING MANUAL

APPENDIX B: CAMPAIGN RESEARCH QUESTIONS

These are a series of questions designed fo assist the campaign in understanding the particular
sttuation of this campaign and develop a realistic strategy. Not every question may apply to every
type of campaign but by working throngh the entire series you may begin to think about things yon
may have overlooked.

Some guestions you will know the answer to immediately and others will require some research In
some cases, you may have to take an educated guess about the answer to a particular question. You
should do this only as a last resort. It is important that you set and stick to a time limit for
completing this research and answering these questions.

1) Election Bules
a) The Type of Election

i) What type of election is this (for example, party list or candidate, single
mandate or multi mandate)?

i) What 15 required to win the election (for example, a simple plurality or a
majority of the votes cast)?

i) How many seats are open in this election race (for example, is this a single
mandate or multi-mandate seat)?

iv) Will you be munning alone or as part of a team?
V) What are the roles and responsibilities of the office you are running for?
b) Election Law
i) Filing Candidacy
(1) What are the filing deadlines?
2) What 15 needed to file as a candidate?
i) Campaign Finance
(Y] Are there contribution limits?
(7)) What requirements are there for reporting contributions?
(3 What are the campaign finance filing deadlines?
111) Campaigmng
(Y] What is the law regarding access to the media?

2) What is the law regarding sound trucks, posters, lawn signs or other
metheds of visibility?

i) Election Day
(1) Is there a tornount requirement for the election to be valid?
(#)] When do the polls cpen and close?
(3 What are the mules about campaigning on Election Day?
(G What are the rules about campaigning near a polling place?

(3) Who is responsible for rooning the elections and validating the
results?
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2)

3

POLITICAL CAMPAIGN PLANNING MANUAL

(6) Iz there a istory of voter fraud in the area?

The District
a) What is the district like?
i) What are the physical boundaries of the district (in other words, how large is
the district)?
i) What are the physical characteristics of the district (for example, 13 the
district mural or wrban, flat or mountainous, etc.)?
i) Are there any important environmental factors effecting the district?
iv)  What is the economic situation in the district?
V) Have the economic circumstances recently changed for the better or worse?
Vi) How has the overall population of the district changed recently?
vii)  What is the transportation system like?
viii)  What other data is available on the district?
b) What is the political landscape of the district?
i) Who are the political players in the district?
i) What 13 the situation with the local. regional or national political parties?
i) Who are the civic leaders?
) Wheo are the business leaders?
V) Who else conld be considered an opinion leader?
c) Where do voters get thewr information?
i) Wheo, what and where are all the local media outlets?
i) Wheo controls the local media outlets?
i) Wheo are the reporters covering this election for the local media outlets?
i) When are the news programs?
V) What are the deadlines for the reporters?
Vi) How does the media view the campaign?
vii)  How will the media cover the campaign?
vie)  Which press will be favorable to the candidate and which will be faverable
to the opposition?
ix) Where can the campaign buy advertisements?
The Voters
a) Is there a voter file or accurate list of all possible voters in the district and who has
it?
b) What is the party breakdown of the voters or level of suppert for various political

parties?
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4

3)

€)

d)
€)
f
g
k)
)
)]
k)
)

m)

What are the demographic make up of the wvoters (for example. mncome levels,
education levels, professions, race or ethnic backgronnds, religions background, age,
gender, etc.)?

What is the geographic break down of the voting population (who lives wheze)?
Which groups of voters are more likely to vote than other groups of voters?
What are your supporters like?

TWhat are the target voters like and how many meet this profile?

What are the important organizations in the district?

What are the major forms of recreation?

Whete do people work?

Where do people shop?

Do certain demographic groups, such as sentors. students or apartment dwellers tend
to live in a particular part of the district?

Have there been any substantial changes in the overall makeup of the population
recently?

Past Elections

a) Who ran for this position in past elections?
b) What where the results for this position in past elections?
c) What percentage of the population voted m past elections?
d) How many votes were cast in past elections?
2) How many votes were needed to win this position in past elections?
f) What are the results for elections for other positions i this district?
z) What is the difference in level of support similar candidates received i past
elections?
This Election
a) The Issues
i) What local issues are important to voters?
it} What regional or national issues are important to voters?
111} What 15 the main motivating factor for voters?
) What 15 the voter mood?
v) How do the voters feel about the Party leaders?
Vi) How do the voters feel about the national leaders?
) Other Races
1) What other races will be on the ballot in this election and how does their
presence impact this race?

it} Who else will have campaipn crganizations operating in the district?
111} What opportunities are there for coordinating with other campaipgns?
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6)
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Our Candidate

a)

b)

e)

a)

POLITICAL CAMPAIGN FLANNING MANUAL

What is your candidate's background?

Describe the candidate's childhood.

Describe the candidate's education.

Describe the candidate's work ustory.

Describe the candidate’s immediate fanuly.

What role will the family play in the campaign?

Has the candidate previously held elected or appointed public office?
What public statements or important votes has the candidate made?
What have others said about the candidate (both good and bad)?
Does the candidate have a record of keeping past promises?

Is there a particular voting group that is either happy or unhappy with the
candidate?

Are there any court or other public records of the candidate?

What is the candidate's voting record and can this be made public?

What 15 the candidate best known for and how well known 15 the candidate?
What are the most important accomplishments of the candidate?

Is the candidate charismatic when meeting people? Is the candidate a good
public speaker?

Are there any negative things in the candidate's past which the campaign
should deal with or which an opponent might take advantage of?

What resources does the candidate or the campaign have?

Y
i)
1)

w)

What financial resources will the candidate use?

How much time will the candidate realistically spend fundraising?

To what organizations does the candidate belong?

What assistance can these crganizations provide?

What erganizations or political action committees are likely to donate to the
campaign?

What is the cheapest way to raise the most money from proven and potential
contributors?

Iz there early money?

When will the meney come 1n?

What 1s the cash flow for the campaign?

When will the contributions be collected and how will this affect cash flow?

What does the candidate like and dislike?
WViable Opponents

Who are the viable opponents?




POLITICAL CAMPAIGH PLANNING MAMNUAL

b) What are the viable opponents’ backgronnds?
i) Describe the opponents’ education.

U C G i) Describe the opponents’ previous jobs.
iif) Describe the opponents’ previous elected or appointed positions.
University of Montenegro i) What 1s the opponents' voting record?

V) What previcus public statements or important votes have the opponents'
made?

vi) Are there court or other public records on the opponents?

vii)  What negative thing in the opponents' background could be exploited?
c) What resources do the opponents bring to the campaign?

1) How will the cpponents fund their campaign?

i) What other resources are available to the oppenents?
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APPENDIX D: ISSUES RELATED TO POLITICAL POLLING

Goals of Polling:

1. Strategic information for political campaign

The chief geal of pelling is to provide you with strategic planning information that is useful for
conducting its political campaign. Specifically. you must vse your polls to find out which
demographic groups are most likely to be your supporters and will be persuaded by your message.
Polling simply to find out the current standing of the candidate 13 vseless and a waste of valuable

resources. The campaign should conduct each poll with a specific purpose, and should have a
specific reason for asking each question on the poll.

2. Discover the attitndes and concerns of voters

A political campaign 15 about voters. To be successful, vou must talk about the things im which
voters are interested in a way that voters can relate to. Peolling i1s an excellent way to measure the
attimdes and concerns of voters.

3. Diascover the 1ssues that move voters

Every political activist knows the major issues of the current political campaign. However, given
limited resources with which to meet voters, the campaign must know the priorities of the voters
among these issues, especially how those priorities differ among sub-sets of the voting population.
Polling can help the campaign focus its message and malkee the best use of its resources.

4. Discover the candidate’s position

WVoters perceive each candidate to have its own strengths and weaknesses; a candidate that is
percerved to be strongly against cormuption. for example, may simultanecusly be perceived as weak
in dealing with ecomomic or foreign policy. The campaign can wse polling to discover exactly
where it stands in the minds of the voters and to determine on what issues to focus its campaign.

5. Test messages

The campaign can wse polling to determune the effectrveness of vanous messages before
committing resources toward commmnicating those messages to voters. Additionally. you can use
polling to determine the effectiveness of the messages that opponents are likely to use against them,
as well as the best defenses against those messages.

6. Track trends

As the campaign progresses, you need to know what is happening in the minds of the voters: are
they listening to the candidate’s messages or to messages of the oppenents? Small-scale "tracking
polls" can determine this information doring the election campaign.

Tvpes of Questions:
1. Screemng gquestions

Since the purpose of the poll is to formmlate election strategy, you should be interested in talking
only to those who will actually vote. Political pells typically begin with a set of screening
questions to determine who 15 most likely to vote.

2 Favorability questions

The campaign needs to determine which parties. leaders. and institutions are viewed faverably or
unfavorably by voters. The voter must be encowaged to be honest, to admit that he does not know
a name or has no opinion; often, a fake "control" name is used for this purpose.
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3. Questions about the general political environment

These questions might include "Is the country on the right track or the wrong track?” or "Are you
better off or worse off now than you were several years ago?" The purpose of such questions 1s to
gange the overall mood and attitudes of the voters.

4. [ssue importance and positioning questions

These questions ask voters to prioritize the political issues to be discussed in the campaign and te
evaluate the parties' performance on these 1ssues. In one vanant, voters are asked to rate each 1ssne
(crime, inflation, vnemployment, etc) as "extremely important”, "very important” "somewhat
impertant”, or "not very important”; in another variant. voters are actually asked to prioritize short
lists of issues.

3. Leadership qualities and positioning questions

These questicns ask voters to prionitize the characteristics that they wish to see in their political
leaders. The wording of these questions is similar to that of the issue importance questions,

substituting phrases like "strong"”, "well-educated”, or "understands people like me" for the 1ssue
terms.

6. Horse race questions

Horse-race questions are gquite familiar: "If the election were held today, would you vote for Ivan
Ivanov or Sergie Arbatov?" While important for tracking progress. these gquestions are in some
sense the least important questions on the poll. In the American context, the primary purpose of
such questions is fundraising or the manipulation of the media, not the basis of political strategy.
Becanse a small percentage of voters may identify with parties or candidates. more useful to
candidates are questions about whether voters would consider voting for XXX candidate or party;
this way potential supporters can be identified by demographic groups.

7

Message testing questions

Message testing questions might inclnde: "Would you be more likely or less likely to vote for a
candidate/party with X characteristics?™ The purpose, of course, is to test both the party's and the
party's opponents' messages to determune thewr likely effect.

These guestions are often worded neutrally to mask the name of the party or candidate being
discussed.

8. Two-sided issue questions

The purpose of these gquestions is to find out what voters might think about a particular issue after
hearing arguments from both sides. A typical question might be: "Proponents of a certain proposal
say X, while opponents of the proposal say ¥. Do you strongly agree with the proposal. muldly
agree with the proposal, mildly disagree, or strongly disagree?"

9. Demographic questions

At the end of a pell, voters are usually asked a series of demographic questions (age. income level,
education level, etc.) to determuine what differences exist among sub-sets of the population. This is
important for defining the demographic groups who are supporting your party, undecided, or
supporting your opponents. This 15 also the key to defiming issues and messages that work for
demographic groups.
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APPENDIX E: DRAWING CONTRAST WITH YOUR OPPONENTS

One of the most difficult problems facing candidates and peolitical activists is the problem of
creating a contrast with yowr opponents in the minds of the voters. Party programs and messages
tend to be bland and generic, and the voters never understand why one candidate or party is better
than another is. As a result. voters grow cymcal and begin to view democratic elections as
meaningless.

In designing yowr campaign message. you mmst give yowr target andience the sharpest possible
contrast with your opponents. If vou don't, then your target andience has no reason to vote for you
mnstead of vour cpponent. In order to ensure that your message has this contrast. yow should be able
to word it in the following way:

"When you go to the polls on Election Day, I want you to keep one thing in nind. The differences
between my opponent and me could not be clearer. You can vote for me, who stands for XX, or
you can vote for my opponents, who stand for YYY. What our country and our region need are a
lot more XXX and a lot less YYY. That's what this election 1s about, and that's what you are going
to decide.”

When searching for the "X3{X" and "YYY", you may look at the following areas:
1. Values: How is what you stand for significantly different than what your opponents stand

for?
2 Policies: What would you do as an elected leader that is sigmficantly different from what
your opponents would do?

Lad

Experience: How will the differences between vour wotk and educational experience and
your opponents' experience influence the way vou would behave in office? Often, when
values and policies are very similar, experience is the best way to draw contrast -- Which
candidate is best able to deliver the promised policies or values?

For any particular trait under the above headings. vou must craft your message i order to draw the
mest favorable contrast with vow opponents. Examples of how to do this include:

POLITICAL CAMPAIGN PLANNING MANUAL

Henest, trustworthy Vs Cormupt, untmsterorthy,
Or
Realishic, world-wise Marve, "babe-m-the-woods"
Policies
Protects your region first Vs. Sell-out to Moscow,
O
Statesman looking out for the Mation Provincial, small-minded
Apam=t gresdy usinessmen Vs In the pocket of the nch,
Or Or
Pro-busmess, pro-growth Cheer-regulation, Anti-growth
Social protechon Vs. Uncaring, beartless,
Or O
For mdradual responsibility For the narcotic of government
support
Indrvidual thinker Vs Puppet of party leader,
O
Trusted "team player™ Mavenck, "loose cannon”
For mesponsible public mvestment Vs. Allowing factories to deteriorate,
Or Or
For private mitiative For support of mefficient wasteful
state enterprises
Far quick and efficient privatization Vs. For continued mefficient
Or management
For faimess in distnbuting assets O
For giving national resources to the
rich and comupt
Experience
Young, dynamic Vs 0ld, =stuck m the past
Or Or
Wisdom, expenenced Foolish, inexpenenced
Has the clout to get things done Vs. Weak, not senious
Or
Independent, mtezrity Has fies to cormupt nomenclature
Highly educated and intelhzent Vs Unmmpreszive background
Or Or
Understands common people Egz headed. out of touch
Extenzive govermment experience Vs. Untied, untested
Or O
Feal-world expenence Part of the problem m Moscowr
Understands busmess Vs. Locked m the past system

Or
Mot conupted by money

O
New Russian, tainted by money

X Vi VY
Values
Pozitive change Vs. Stagnancy, status que,
O Or
Stability, certainty Instzbility, uneertamty
Mainstream Vs. Fringe. radical, exteme,
O Or
Bold, dynamue Staid, unwalling to nsk
Patnotic Vs. Unpatnotic,
O Or
Commen sense MNationalist extremsm
Prazmatic, compromising Vs. Parfisan, uncompromesing,
O Or
Idealistic "Sell-gut”
For the commen people Vs. Far the elite
O Or
Based on mtellizence Anti-intellactual
Optimistic Vs. Pessimistic,
O Or
Reahst Dhreamer




POLITICAL CAMPAIGN PLANNING MANUAL

Date Activity Coordinator and Expenses
Volunteers

Election Day

UCG

University of Montenegro

One Week Befare Election
Day

Two Weeks Before
Election Diay

Three Waeks Before
Election Day

Fowr Weeks Before
Election Diay
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