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mented a feedback phone system that is widely
credited by both the client and the Congressman
as playing a key role in his 1986 election victory.

T he Campaign Design Group designed and imple-

The program was designed as an independent expen-
diture for the American Medical Association Political
Action Committee (AMPAC) on behalf of George Hoch-
brueckner, the Democratic candidate for Congress in
the 1st Congressional District of New York. The pro-
gram included elements of voter identification, persua-
sion mail and Get-Out-The-Vote follow up.

In the First District, the dominant issue had been the
Shoreham nuclear power plant. Hochbrueckner ran for
the seat in 1984 and lost narrowly to three-term incum-
bent Republican William Carney. The major issue in the
campaign was Carney’s support of Shoreham. With op-
position to Shoreham in the district increasing, Carney
retired, setting up an open-seat contest between
Republican Greg Blass and Hochbrueckner.

Blass, who had run a primary against Carney in 1984,
was also opposed to Shoreham. Also in the field were
a Conservative Party candidate and a Right-To-Life
candidate.

There were two principal problems to be overcome
in the design of the program. First, it had to be design-
ed and executed without any contact with the can-
didate, any party committee or anyone else involved in
the campaign. Second, there was very little lead time.
The program had to be designed and executed in the
six weeks immediately prior to the election.

To provide maximum assistance in persuasion to the
campaign, we chose to conduct the phone bank with
mail follow up to the undecideds and other non-
committed respondents. The first question to be an-
swered was, ‘‘“Who should be called?”’

In selecting the target for the phone operation, we
were able to take advantage of Voter Contact Services’
flexibility by choosing all voters with telephones who
were not registered as Republicans or Conservatives.
This number totaled 38,500 households, and was the
broadest possible target of potential Hochbrueckner
Supporters.

The biggest problem in executing the phone bank was
the very short timeline. The key here was to design a
system that allowed the follow up mail to be done in
a timely way. This required a system that eliminated
keypunching phone bank results and posting them back
to the file. Hand addressing of the mail was also unac-
ceptable. VCS’ two-up gummed phone bank labels were
chosen to make the calls and processing of the follow
up mail as simple and rapid as possible.

With this product, you can get two labels for every
voter household that has a phone number. The phone
number is printed on the left label. The right label is
used to send an immediate follow up mail piece to the
contacted voter, and the left label can be used for a
follow up phone call or a GOTV blitz.

Using the professional phone bank at Penn and
Schoen in Manhattan and the two-up labels, we were
able to complete 36,545 preference identification
phone calls in 11 days. In the calls, we stressed the
following:

1. That we were calling from AMPAC in support of
George Hochbrueckner.

2. That we were totally independent of the campaign.

3. Hochbrueckner’s
Shoreham.

long-time opposition to

““VCS’ two-up gummed
phone bank labels were
chosen to make the calls
and processing of the
follow up mail as simple
and rapid as possible.”’

While the first two points are required by law, we feel
that the independent nature of the call was a key ele-
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