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Appendix A 
Campaign Manager Survey  
Questionnaire Library
Preliminary Questionnaire

 1. 2011–2015 Campaign Manager Survey Introductory Interview. Thank you 
for your interest in participating and for taking five to seven minutes to 
complete this interview. This survey is being conducted on behalf of a col-
lege textbook for SAGE, a leading higher education publisher of political 
science textbooks and course materials. You will be asked about your cam-
paign experience and your opinion on campaign management. Depending 
on survey sampling quotas, you may be invited to participate in additional 
telephone, in-person, or online surveys. All of your opinions and insights 
will be aggregated and reported anonymously unless we request and receive 
your prepublication approval. So we can contact you for follow-up, please 
enter an e-mail address and your first name only. This information will be 
used only for the purposes of the study and not released to any third party.

E-mail address: (1)

Re-type e-mail: (2)

First name: (3)

 2. Which of the following describe your political campaign experience? Check 
as many as apply to you.

��Employee of campaign from 2006 to 2015 (1)
��Employee of campaign prior to 2006 (2)
��“Senior” employee of campaign from 2006 to 2015 (3)
��“Senior” employee of campaign prior to 2006 (4)
��“Campaign manager” of campaign from 2006 to 2015 (5)
��“Campaign manager” of campaign prior to 2006 (6)
��“Senior consultant/adviser” to campaign from 2006 to 2015 (7)
��“Senior consultant/adviser” to campaign prior to 2006 (8)
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238 Appendix A

 3. Thinking about the campaigns you’ve worked in and your other political expe-
riences, what are your areas of particular expertise? Please check all that apply.

�� Direct mail/microtargeting (1)

�� Fundraising (2)

�� General consulting/strategy (3)

�� Grassroots/direct contact/voter ID (4)

�� Internet/social media (5)

�� Legal (6)

�� Media—creative/ad production (7)

�� Media—media buying/placement (8)

�� Opposition research (9)

�� Political/field operations (10)

�� Polling (11)

�� Policy/issue research (12)

�� Press/communications (13)

�� Speech writing (14)

�� Issue research (15)

 4. What are some recent campaigns you’ve worked for? You may list up to 
three. Please start with what you consider to be the campaign that was most 
important to you personally.

Candidate or campaign name: (1)

Office sought: (2)

Year election held: (3)

Your position(s): (4)

Your location: (5)

 5. Which of the following describe this campaign? Please check all that apply.

�� Incumbent campaign (1)

�� Challenger campaign (2)

�� Open seat campaign (3)
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239Appendix A

�� Primary election (4)

�� General election (5)

�� Referendum/ballot issue (6)

�� Democratic campaign (7)

�� Republican campaign (8)

�� Third-party/independent (9)

�� Nonpartisan election (10)

�� Independent expenditure campaign (11)

 6. Feel free to provide any additional details here.

 7. Did you start out in politics as a volunteer or in paid position? Choose 
one.

�� Volunteer/unpaid (1)

�� Paid position (2)

 8. What year was that?

 9. Briefly describe how you became involved in politics.

10. Approximately how many campaigns have you been involved in?

As a volunteer: (1)

As a paid staffer: (2)

As a campaign manager: (3)

As a senior adviser/consultant: (4)

11. On a scale of “very liberal” to “very conservative,” how would you describe 
your position on social issues?

�� Very liberal (1)

�� (2)

�� (3)

�� Neither liberal nor conservative (4)

�� (5)
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240 Appendix A

�� (6)

�� Very conservative (7)

12. On a scale of “very liberal” to “very conservative,” how would you describe 
your position on economic issues?

�� Very liberal (1)

�� (2)

�� (3)

�� Neither liberal nor conservative (4)

�� (5)

�� (6)

�� Very conservative (7)

13. On a scale of “very Democratic” to “very Republican,” how would you 
describe your partisanship?

�� Very liberal (1)

�� (2)

�� (3)

�� Neither liberal nor conservative (4)

�� (5)

�� (6)

�� Very conservative (7)

14. If a candidate asked you to serve as their campaign manager, what are two 
or three of the most important questions you would want to have answered 
before deciding whether to take the job?

15. In what year were you born?

16. What is your highest level of education? Choose one.

�� Less than high school degree (1)

�� High school/GED (2)

�� Some college (3)
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241Appendix A

�� 2-year college degree (associate’s) (4)

�� 4-year college degree (bachelor’s) (5)

�� Master’s degree (6)

�� Professional degree (MD, JD) (7)

�� Doctoral degree (8)

17. Gender?

�� Female (1)

�� Male (2)

18. Describe your current job position.

19. Overall, what do you feel is/are the most important job(s) of a successful 
campaign manager?

20. Before we finish, is there anything else you would like to tell us about your 
campaign experiences or about your interest in participating in this survey?

21. Lastly, how did you hear about the this survey?
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242 Appendix A

Section A: Interview Information

Interviewee:

Interviewers:

First interview date:

�� In person

�� Telephone

�� Internet

Follow-up interview date:

�� In person

�� Telephone

�� Internet

Other questionnaire modules completed:

Principal campaign discussed in interview (and outcome):

Other campaigns discussed in interview (and outcome):

Other disposition notes and follow-up:

Respondent contact information:

Section P: Campaign Management  
Practices (in a particular campaign or campaigns)

P-1. I’d like to start out talking about a particular campaign where your experi-
ences might offer some insights to young people who are interested in the cam-
paign field, or it could be a campaign where you held the position of manager or 
other senior position or just a campaign that was personally important to you. 
What campaign or campaigns would you like to focus on?

P-2. When did you join the campaign and in what position?

P-3. Did you hold this position throughout the campaign or move into another 
position?

P-4. After initially being hired for the _________________ campaign, what were 
the first three things you did? What were your top priorities?

P-5. Were you responsible for hiring most of the paid staff in the campaign?

P-6. At the peak, how many paid staff worked in the campaign?
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243Appendix A

P-7. When putting together a campaign team, what kinds of people and skills 
were you primarily looking for? Are there any personality attributes that you 
look for?

P-8. Let’s talk about the consultants that your campaign retained. We’re interested 
in how and when they were selected and your role in selecting them. Which kind 
of consultant did the campaign hire first? (Probe for pollster, media, direct mail, 
Internet, fundraising, and any others. Include consultant name and/or firm.)

P-9. How do you effectively manage consultants in a campaign?

P-9a. How were your consultants compensated? Was this set by you, by the candi-
date, or by someone else? (Probe for specific fees, commission percentages, etc.)

P-10. What’s generally more true—that you managed your consultants or that 
your consultants were trying to manage you? Why do you say that?

P-10a. Do you have an example or an anecdote about a situation where you did a 
particularly good job or poor job of managing a consultant in a campaign?

P-10b. Have you ever had to fire a significant employee or a consultant during 
a campaign? Can you tell me how you handled it or about any lessons you’ve 
learned from your experiences?

P-11. Thinking about the types of media and communications vehicles that are 
used in campaigns, I’d like you to rate the cost-effectiveness of the following for-
mats on a scale of 0 to 10 (0 = not effective at all and 10 = very effective). If you 
have no opinion, leave the item blank. (Print as hand card for in-person inter-
view, which is attached at the end of the questionnaire.)

Broadcast TV 0 1 2 3 4 5 6 7 8 9 10

Cable TV 0 1 2 3 4 5 6 7 8 9 10

Radio 0 1 2 3 4 5 6 7 8 9 10

Out-of-home 0 1 2 3 4 5 6 7 8 9 10

Internet Ads 0 1 2 3 4 5 6 7 8 9 10

E-mail 0 1 2 3 4 5 6 7 8 9 10

Direct mail 0 1 2 3 4 5 6 7 8 9 10

Direct contact by phone or in 
person

0 1 2 3 4 5 6 7 8 9 10

Newspaper 0 1 2 3 4 5 6 7 8 9 10

P-12. Overall, how much money was spent in the ______________ campaign? 
(Use example.) 

P-13. How much of that spending was accounted for by the combined items in 
the previous list?
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P-14. What were your largest spending categories? Roughly what percentage did 
you spend for _________? Probe for spending in as many categories as possible, 
but it is not necessary to get them all.

P-15. Was it part of your campaign strategy to place a special emphasis on any 
of these areas? Did you think any of these would be the key or keys to winning?

P-16. How did your campaign use the Internet? Probe for the following areas and 
any others.

P-17. How much of your total fundraising do you attribute to the Internet?

P-18. Not including Internet advertising, how much do you think you spent 
on all Internet activities such as building your website and maintaining it, and 
the staff cost of e-mailing, social outreach, and other Internet marketing and 
communications?

P-19. In 2012, what percentage of total spending in statewide and congressional 
campaigns will be on the Internet?

P-20. What will this percentage be in 2014?

P-21. Thinking some more about the advertising in the _____________ 
campaign, what was the process for deciding which ads would be produced 
and aired?

P-22. How often did you do ad testing, and how often did you just rely on instinct 
and judgment?

P-23. Can you give me an example of a particularly effective ad that was used by 
your campaign and why you think it worked so well?

P-24. Is there any ad that you used and wished you hadn’t?

P-25. How did your campaign use negative advertising? Probe: What are your 
thoughts on negative advertising?

P-26. What role did third-party or independent expenditure advertising play in 
your campaign?

P-27. What are the implications of independent expenditure advertising for the 
job of the campaign manager today?

Section V: Campaign Management Priorities

V-1. Overall, what is the most important job or jobs of a successful campaign 
manager?

V-2. What are the best ways to find good campaign staff?
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V-3. Roughly, what percentage of your total budget was spent for staff salaries?

V-4. What kinds of nonfinancial assistance did you get from the state or national 
party organizations? From other third-party organizations?

V-5. Talk about your fundraising. Did you raise more or less or about what you 
thought you’d be able to?

V-6. What’s a short version of your overall finance plan?

V-7. What was the mix of individual large donors, small donors, political action 
committee (PAC), and party donations?

V-7a. Talk about your approach to setting up fundraising events.

V-8. What was the individual contribution strategy—for instance, did you ask 
people for the maximum allowable contribution up front, or ask for a succession 
of smaller amounts?

V-9. Describe your direct mail fundraising. What do you think your profit mar-
gin was on direct mail?

V-10. How were your direct mail fundraising appeals generally framed? For 
instance, were they framed as attacks against your candidate’s opponent, or were 
they positive toward your candidate?

V-11. How frequently did you send direct mail to current donors asking for 
another contribution?

V-12. What kinds of research did the campaign conduct—polling, focus groups, 
ad testing, online research? Probe for different types of research conducted.

V-13. What’s an example of polling, focus groups, or other research affecting 
your campaign plan or tactics? Can you think of any others?

V-14. What was the process for determining what questions would be asked in 
your polls?

V-15. When you do research in a campaign, what are some of the key things 
you’re trying to learn? Probe: How well does research help you learn what you 
need to know? What are some of strengths and limitations of polling, focus 
groups, and other kinds of campaign research methods?

V-16. Thinking about the relationship your campaign had with the media, how often 
did your campaign personally contact reporters to provide them with information?

V-17. How many press releases did your campaign issue per week?

V-18. What types of strategies did you use to garner earned media?

V-18a. What is the role of the news media in campaigns today, and how is 
it changing?
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Section C: Concluding Thoughts  
on Campaigns and Elections

C-1. Sometimes academics say that campaigns have little effect on election 
outcomes because elections are driven by larger trends and events outside the 
campaign’s control. What effect do you feel the campaign actually has on the 
outcome of elections?

C-2. Thinking about the _______________ campaign, how many percentage 
points do you think your campaign added to your candidate’s vote?

C-3. What are some of the biggest changes you’ve seen since you started out in 
politics? What else?

C-4. Overall, would you say you enjoy working in politics more or less since you 
started out?

C-5. Why is that?

C-6. Have you ever left politics and decided to come back?

C-6a. Please explain the circumstances.

C-7. Is there a time in the future when you plan on leaving politics?

C-8. Here are some things others have said, and I’d like to know if you strongly 
agree, somewhat agree, neither agree nor disagree, somewhat disagree, or 
strongly disagree.

C-8a. What are some other statements that you think would be interesting to 
include in this series? (We are looking for statements that are likely to provoke 
differences of opinion.) Probe: Do you agree or disagree with the statement?

C-8b. At the beginning of a campaign, how important are the following?

Please rank them in order of importance to the success of a campaign.

C-8c. (Ask of consultants/nonmanagers) Thinking some more about gross 
rating points (GRPs), what percentage of campaign managers you’ve worked 
with could accurately define what GRPs actually are? Has a client ever asked 
you what GRPs are?

C-8d. (Ask of campaign managers) Thinking some more about GRPs, have 
you ever asked your media consultant or someone else what GRPs actually are?

C-8e. How comfortable are you with your knowledge about media defi-
nitions and terms such as GRPs, impressions, reach, and frequency? What 
would you say you are?

C-8f. What are GRPs?
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C-8g. In the campaigns you’ve worked on, what type of GRPs were used for 
buying and reporting? What demographic group?

C-8h. Thinking about the Internet, how comfortable are you with your 
knowledge about online media definitions and terms such as behavioral 
targeting, cookies, splash page, and rich media? Would you say you are?

C-9. Using the zero to ten scale, how important or critical do you think each of 
the following types of campaign functions, consultants, and vendors are to the 
success of a statewide or congressional campaign?

Direct mail/microtargeting

Fundraising

General consultant/strategist

Grassroots/direct contact

Internet/social media

Issue research

Legal

Media consultant—creative/ad production

Media consultant—media buying/placement

Opposition research/counter-opposition research

Political/field operations

Pollster

Press/communications

Scheduler

The candidate’s personal aide, driver, or “body person”

Speechwriter

C-10. Are there any other types of important consultants or vendors missing 
from the previous list? If so, please tell us which ones.

C-11. As we wrap up, overall what would you say are some key principals of suc-
cessful campaign management and successful campaign managers?

C-12. (Ask if subject has not come up or been addressed in detail.) Tell me your 
thoughts about the relationship between the campaign manager and the candi-
date. Probe: How should a campaign manager manage the candidate, or should 
they even try?
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248 Appendix A

C-13. What about a situation where it is late in a campaign and it’s pretty clear 
you’re going to win or going to lose? How does that affect the job of a campaign 
manager? Do you have any experiences in this kind of a situation?

C-14. (Make this the last question in the interview.) Finally, what advice would 
you have for a college student or recent college graduate who wants to become a 
campaign manager?
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