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Message from  

President Millie Rogers 

 Strategic planning is the process of building a vision and determining the means to carry it out.  Nowicki said in 1998: 
“To keep ahead, remain competitive and grow, we must be proactive and plan for our future. Organizations that fail to plan ahead 
are likely to miss opportunities to expand and grow.”    While a strategic plan is to be creative, and aggressive it must be flexible 
too. Where possible measureable goals should be established to accurately measure and chart productivity and progress.    
 
 The past 50 years of GFRW has seen major accomplishments. The next 50 years can be even better! To prepare us for 
the future it is imperative that we have a Strategic Plan for GFRW.  
 
 In December, 2007 Melinda Mock and I met and discussed developing a strategic plan. After several meetings a survey 
was developed by Melinda to determine our membership’s vision of the organization in the future. After the survey was complet-
ed and information compiled,  the Executive Committee met on a Sunday afternoon to establish strategic priorities, goals, a mis-
sion statement and core values for the organization based on the survey results. 
 
  At the winter Board of Directors Meeting in February, 2008 the Board of Directors adopted the Mission Statement: “To 
educate and empower women for better government” and our Core Values: Mission Driven – Integrity – Team Work.  As we 
moved forward in the process we asked the Board to provide their valuable input at a Strategic Planning Workshop at the Board 
of Directors Meeting so the plan would be as inclusive as possible. The Executive Committee adopted the Strategic Plan and 
Melinda presented an overview of the Plan to all the members at the Board of Directors Meeting on February 23, 2008.  
 
 In the first year of our plan we anticipate developing an orientation manual, president’s notebook, marketing plan, a 
membership brochure and a monthly e-newsletter.  Our Publications Committee has already begun their work by addressing a 
number of goals in the plan.  
.  
 As president of the Federation I feel a responsibility to ensure that GFRW remains a viable organization in the future by 
putting together a long-term strategic plan to guide and direct our actions.  My hope is to leave the Federation in good shape to 
meet future challenges.  With your help we can accomplish the tasks in the plan that you helped to develop. 
 
 
       Millie Rogers, President  
       Georgia Federation of  Republican Women 
       4874 Kings Valley Drive 
       Roswell, GA 30075 
 

The GFRW Mission:  

Educating and Empowering Women  

for Better Government 
Mission Driven— Integrity—Team Work 
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Attention Club Presidents 

Is your club a “perfect 10?” 
  

 Make a “perfect 10” score by completing the follow-
ing activities to make VOICES available to your club mem-
bers and to Republican women in your area.  As a Club Pres-
ident you receive an e-mailed PDF copy of VOICES. Here 
are the ten ways you can help: 
 
1. Forward the PDF file to the club secretary— to be 

emailed to all members having email addresses.   
2. Encourage members who receive the email to forward 

the attachment to other Republican friends. 
3. Post a copy of pages from VOICES at your meetings.  

(How ‘bout a VOICES bulletin board?)  And pass around 
a copy of VOICES during your club meeting to stimulate 
members interest. 

4. Encourage club members to add www.gfrw.com to their 
list of favorites so they can open the website easily. 

5. Ask your club newsletter editor to make additional copies 
of the journal to give to your officers. 

6. Ask the editor to copy pertinent pages to give to commit-
tee chairmen, i.e. membership information for the Mem-
bership Chairman. 

7. Announce at club meetings when there is a new posting 
of VOICES on the website, and encourage your mem-
bers to go to the GFRW website to read the Journal. 

8. Share directions of how to open and read VOICES on 
the website—to help members who are “technically chal-
lenged.” 

9. Encourage “technically challenged” members to enlist 
help from their family members and friends to access 
VOICES on www.gfrw.com 

10.  Encourage “technically challenged” members to visit 
their public library.  Librarians will be able to help them 
access VOICES on www.gfrw.com 

Build the Volunteer Base  

for this Election Year 
Editorial: Judy True 

  Election year—2008—will be one of the most talked 
about, remembered elections in our lifetime.  Our apparent nomi-
nee—John McCain - faces a Democrat Party candidate who will be 
a “first” . . . Hillary Clinton—a woman, or Barack Obama—a Black.  
In an election process where our party has been split by wide rang-
ing views on many issues, maximizing our volunteer efforts will be 
critical if our Republican Presidential Candidate is to win in Novem-
ber.   
 
 The 2008 elections will be influenced by national voting 
trends . . . so local volunteers will be all important . See enclosed 
articles for ideas that your club members can implement to make 
this a “Republican Year.”   The emphasis of this issue is on building 
a volunteer base.  Look for feature articles in the series—
Elections: 2008—for how you can take an active role in election 
activities.  Friends, neighbors, relatives need to Volunteer! 
 
 Getting Your Fair Share of Media Coverage 
 Recording Volunteer Hours 
 Looking for Volunteers 
 What are Superdelegates?   
 Maximizing Efforts of Volunteers 
 Boost Attendance at Your Meetings. 
 
Look for the next issue of VOICES—a late summer edition focusing 
on Getting Out The Vote! 

Judy True is a retired professor from North Georgia College 
& State University.  Working through the International Read-
ing Association, she is a well known author on organizational 
leadership topics.  She has chaired a variety of state and 
international committees and founded LEADER—an interna-
tional  special interest group—served as President, newslet-
ter editor and later as Executive Director.  Judy helped start 
Young Republicans groups in Atlanta in the 60’s.  She is a 
member of the Republican Women of Forsyth County and 
chairs the GFRW Publications Committee. 

Who Said? 
 The government is like a baby’s alimentary canal, with a happy 
appetite at one end and no responsibility at the other. 
 Government’s view of the economy could be summed up in a 
few short phrases: If it moves, tax it.  If it keeps moving, regulate it.  And if 
it stops moving subsidize it. 

(see page 10) 
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Dear Georgia Federation of Republican Women: 
 
 First, I would like to thank all of you for your amazing 
efforts to help and continue to make Georgia a place we all can be 
proud to call home.  As a longtime GFRW member and grassroots 
activist, I understand the sacrifices you make for the good of our 
great state.  You are such a vital aspect of our Party’s remarkable 
grassroots community and without your hard work we would not 
have the Republican leaders who are continuing to move Georgia 
forward. 
 
 We have made great 
strides in Georgia over the past few 
years.  Thanks in large part to the 
GFRW, we re-elected a Republican 
Governor for the first time since 
Reconstruction.  We elected the first 
Republican Lieutenant Governor in 
Georgia history, our first Republican Secretary of State, Karen 
Handel, and a new Public Service Commissioner.  We re-elected 
our Republican Superintendent of Schools, Commissioner of Insur-
ance, Public Service Commissioner Stan Wise and every single 
Republican incumbent Member of Congress and legislator that 
was on the ballot.  We held our solid majority in the State Senate 
and increased the number of Republicans in the State House to an 
historic 107.  We also came darn close to defeating two incumbent 
Democratic members of Congress.  But the fight is not over… 
  
 Make no mistake, Senator Clinton, Senator Barack 
Obama and the Democrats do not share our vision for America’s 
future.  They want to raise taxes on hard working Americans, enact 
a government takeover of our healthcare system, and retreat from 
the War on Terror.  Time and time again, Senators Clinton and 

Barack Obama have voted against 
funding for our troops and for grow-
ing government bureaucracy fund-
ed by higher taxes on American 
families.  You tell me if you think 
this is the kind of leadership Geor-
gia and the Nation needs. 
 
 This is why we need to 
fight harder than ever this year to make sure the White House 
stays in Republican hands, to build on our Republican majority in 

Georgia and to take back the 8th and 
12th Congressional Districts. I know that 
with the help of all the hard working 
members of the GFRW, this will become 
a reality.  There was great enthusiasm 
during the Presidential Preference Pri-
mary this year but it is now time for us to 

unite as one Party and put our full efforts into defeating the Demo-
crats in November.  We need to get our work boots back out and 
start going door to door, putting up those yard signs, making phone 
calls, registering voters and talking to our communities about why 
OUR Party is the RIGHT Party.   
 

 I want to thank every single one of you for all you have 

done for the Republican Party and this great state that we live in.  I 

truly mean this when I say that we could not have done this without 

you. Thank you and God Bless! 

  Sue Everhart 

Georgia GOP Chairman 

 

Quote 
We need to get our work boots back out and start go-
ing door to door, putting up those yard signs, making 
phone calls, registering voters and talking to our com-

munities about why OUR Party is the RIGHT Party. 

GFRW Resolution 
  
  

                         

             

Letter from State GOP Chairman:  Sue Everhart   

Get  Your Workboots Out!Get  Your Workboots Out!Get  Your Workboots Out!Get  Your Workboots Out!    

  

Kelly Campbell 
Coweta County RWC (President: 

Dee Carlson) 
Bobbie Frantz 
Linda Herren 

Sandra Johnson 
Sarah Looper 

Willie Richardson 

Wyolene Richardson 
Mary Spearman 
Marilyn Thayer 

Judy True 
 

Sustaining Members 
E.W.Worley 

Ora Jean Gunning 

2008 Reagan Club Members 
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  Frustrated with the press?  Being a Republican 
is not always easy.  We are consistently held to a differ-
ent standard than Democrats despite the code of profes-
sional journalism which calls for objective, unbiased re-
porting. 
 
 You can expect as this campaign season heats 
up the code is most likely going to get mostly lip service.  
But that does not mean you ignore the press. 
 
 Winning campaigns 
have a strategy for using 
earned media to communicate 
their message.  Your goals for 
the program should be to build 
positive name ID, offer new 
solutions, and discredit your 
opponents. 
 
 You will need a plan that includes press releas-
es, press conferences, letters to editor, blogs, op eds, 
editorial boards, and guest appearances.  Here are a few 
suggestions for generating coverage: 
 
Press Releases 
 If you don’t write them, the press will not cover 
them.  Your press releases must have substance.  The 
press seeks stories that fit the standard definition of 
news: it must be about something new, something 
unique, something that has great impact and easy to 
understand.  Your weekly press releases should keep to 
this definition while reinforcing the campaign’s message. 
 
 All of your press releases should not only go to 
the appropriate radio, TV, and newspaper outlets, but 
they should also be emailed to supporters and Republi-
can activists.  You must post them on the web site. 
 
Letters to Editors 
 Letters to Editor are not sexy, but a great way 

to communicate a message of local support and build 
third party credibility.  This needs to be done sooner ra-
ther than later.  Papers will eventually stop all letters or 
require a balance of letters as we close in on November 
2008. 
 
OP ED 
 Newspapers are often reluctant to take op ed 
pieces from candidates.  Your best chance is to write 
pieces on subjects that the candidate can be perceived 

as the expert. 
 
Guest Appearances 
 Whenever possible 
you should schedule guest 
appearances on cable, TV 
and radio shows. 

 
Media Advisories 
 The campaign should send out media adviso-
ries on the candidate’s public appearances and events.  
These advisories will let the press know how aggressive-
ly your candidate is campaigning. 
 
Cable Show 
 There are many public access outlets that will 
allow a candidate to tape a 30 minute segment.  Produce 
you own cable show and then send it to all the cable 
access channels in the district.  Tape a new show every 
month.  There are a lot of channel surfers to take ad-
vantage. 
 
 Here are a few suggestions on how to handle 
the press interviews: 
 

• Never lie to a reporter.  (Democrats can, but Repub-

licans cannot!) 

• Be accessible.  However, calls should be screened 

so you are never caught off guard. 

• Be confident.  Don’t let the press bully you. 

Feature Series:  Elections 2008 
Getting Your Fair Share of Media Coverage 

By Holly Robichaud 

Quote 
You will need a plan that includes press 

releases, press conferences, letters to the 
editor, blogs, op eds, editorial boards, and 

guest appearances. . . 
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(continued from previous page) 

• When on the radio or television speak slowly and confi-

dently. 

• Keep your answers short.  This way the reporters cannot 

take words out of context and you get your message out.  Don’t 
drone on over 30 seconds. 

• Have coffee with your local reporters.  It will make it harder 
for them to hate you. 

• Stick to message.  Don’t drift.  You want your message in 

the paper, not their agenda. 

• Develop a thick skin and a good sense of humor. 

• Keep a detailed list of inaccuracies, errors and attacks, so 
if you do have to complain a pattern of problems can be shown.  
Avoid complaining constantly. 

• Be positive and enthusiastic about your ideas and your 
record. 

• Never brag about campaign strategy.  Often reporters will 

ask about your plan.  It is none of their business.  Besides you 
don’t want articles on strategy.  You want ink on your message 
and ideas.  Articles regarding lawn sign placement do not get 
votes. 

• Remember, you are never really off-the-record.  Reporters 

have printed off-the-record information in the past. 

• Be attentive.  Listen carefully to the reporter’s questions. 

• Be a happy Republican, not a scary one.  Tone is important 
and remember to smile on camera. 

• Try to establish the terms of the interview before it starts.  

Have an exit strategy, if things go south. 

• Be consistent.  Give the same answer when asked the 

same question more than once.  Stay on message. 

• Use humor with care. 

• Live by the sword.  Die by the sword.  If you leak to report-

ers, others will leak on you.  Don’t be overzealous in getting into 
every photo or live shot. 

• Make gestures to show you are comfortable on-air.  

•  Keep gestures within 6 inches of your heart. 
• Be prepared.  Play Q & A before doing an interview. 
 
Holly Robichaud has 20 years experience managing campaigns 

at the local, state, and national levels.  She has worked with the 

Republican National Committee, the Natl. Republican Con-

gressional Committee and the Natl. Republican Senatorial 

Committee.  Holly’s own firm specializes in strategy, fundrais-

ing and voter contact programs.  She is an instructor in the 

campaign school for the National Federation of Republican 

Women. 
 

 
 
 
 

No Matter the Years 
(For Patrick 8-25-70 – 2-11-04) 

 
“That which one does only for themselves  

dies with them.   
That which one does for others or their country is  

and remains immortal.” 
A. Pine 

 
A part of time and our hearts stopped at that 
moment that no matter how many years pass will 
feel like yesterday.  The memory of the knock on the 
door, 
seeing two class A uniforms in the glow 
of the porch light, the turn of our color to paste 
from the message sent by the Secretary of the Army, 
that anchor that dragged us into the darkness of an 
ocean deep 
where we fought for oxygen, fought to shed 
the weight of why, fought to care for ourselves, 
fought to reach the surface and carry forth your legacy. 
 
It’s been written that with death a spouse loses their 
partner, 
a child loses a parent, but  parents lose their future. 
 
Now four years later 
the surprising part is that the burden delivered 
to our souls that day didn’t kill us. That it 
has lightened and the tears don’t fall 
as often although we’re still not sure we’ve accepted 
that you are anyplace else except traveling 
the globe with your surfboard, gliding on your snow-
board 
down mountains that touch the sky, shadowing 
quietly behind each of us who loved you, 
letting us see and feel you through a heart shaped 
leaf on the walkway at our door, the kiss of a breeze 
across 
our face, or the hawk that still calls often from the oak. 
Or that you remain ever so quietly still clutching your 
motto 
Toujours Pret, Always Ready, 
still covering and protecting your brothers 
still suffering the desert sands. 

Deborah Tainsh 
387 Rocky Shoals Drive 

Midland, Ga 31810 
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This article is reprinted from the Spring, 
2004 issue of The Republican Woman, pp. 
22—23.  With permission of the National 
Federation of Republican Women. 
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Wearing Many “Leadership” Hats 

Guest Editorial By Paul Haupt 
Executive Director of the LEADER Special Interest Group  

International Reading Association   

Georgia Federation of Republican Women 

 Haupt’s comments and observa-
tions are particularly interesting since GFRW 
is involved in strategic planning.  He also 
has a contribution regarding the way new 
officers and committees should be thinking 
as they formulate action plans for their  term 
of office.  And . . . this is an election year!  
The media and political parties are fraught 
with references to “change.”   Ed.  
 
 I have been rereading Six Habits 
of Highly Effective Teams by Kohn and 
O’Connell in preparation for a campus book 
study with new teachers.  During my reading 
I came across interesting information that 
might benefit organizational leaders in a 
variety of areas, professional, non profit, and 
political.  By using a creative mind and a 
new lens to view leadership situations, we 
can possibly think of “change” in a new per-
spective.  Such thinking is helpful when new 
officers and committees are installed. 
 
 Edward de Bono, an expert in 
creative thinking possibilities, illustrates how 
we can do this in his discussion of a method 
called “lateral thinking.”  With lateral thinking, 
we replace a more analytical and sequential 
though process with a conscious apprecia-
tion of the idea that we all react emotionally 
to change.  Lateral thinking uses insight, 
creativity and humor to manage the conflict 
that change produces in most individuals 
and organizations. 
 
 Lateral thinking, de Bono says, is 
partly an emotional regulator and partly a 
way to practice thinking through the change 
process.  He suggests a system of using 

colored hats to work with change and de-
scribes how teamwork can be used to expe-
rience the change process.   
 
 The White Hat phase is a fact-
finding endeavor, which concentrates on 
available data with no judgement allowed. 
 
 The Red Hat  signifies emotional 
reactions.  Team members who consider 
emotional reactions help the whole enter-
prise become aware of its inclinations and 
aversions.  Intuitive reactions are encour-
aged from the group.  When leaders “follow 
the gut” that is Red Hat behavior. 
 
 Black Hat thinking is playing dev-
il’s advocate.  It considers every possible 
reason why an idea won’t work in the organi-
zation: assessing risk, anticipating problems 
and coming up with contingency plans.  
Black hat thinking keeps the team from cling-
ing to old patterns.  It strengthens your hand. 
 
 The Yellow Hat directly opposes 
the Black Hat.  It is the sunny side.  When a 
group thinks optimistically, without nay say-
ing, the Yellow Hat can often draw out un-
foreseen behaviors and added value that 
may counteract the Black Hat’s reality check. 
  
 The Green Hat is pure creativity.  
It fools around generating buzz and raking 
up provocative ideas.  This hat lays out all 
the ideas that one person alone could not up 
or champion.  Free thought is best un-
leashed when you are looking at a “green 
field” of opportunities or possibilities. 
 

 Blue Hat  thinking controls the 
process.  It is about management, organiz-
ing, discussing, planning and executing the 
plan.  The Blue Hat brings ideas to life.  It 
asks how, marshals your resources and gets 
the job done. 
 
 As you read this information on 
‘hats’, you might have surmised that wise 
(Federation) leaders have all the hats 
represented on their teams, board of di-
rectors and committees.  Review the in-
formation and consider classifying the 
names of your team members or board 
members and committee members by the 
color of their hats.  Is your group bal-
anced?  Are you taking all sides of your 
membership and ideas into consideration 
as you make your decisions?  
 
 Leaders will want to make sure 
they are operating with ALL the colors repre-
sented.  Leaders also want to recognize that 
the color of their particular hat may change 
to meet the requirements of the job. 
 
Paul Haupt, a recently retired school admin-
istrator, does contract work with first year 
teachers to assist their success in El Paso, 
TX.  He currently serves as Executive Direc-
tor for the International Reading Associa-
tion’s Special Interest Group—LEADER, a 
group that provides continued professional 
growth and leadership opportunities for 
members.  He currently serves on the IRA 
Legislative Action Team for state and local 

NFRW Appointments 
Congratulations to the following GFRW Members for NFRW Committee Assignments:   

Val Betz (Membership), Emma Hinesley (Campaign), Ruby Robinson (Resolutions),  
Lori Hullett (Legislative), Suzi Voyles (Legislative), Lori Pesta (Public Relations),  

Bettye Chambers (Website Coordinator), Kelly Campbell (Fundraising),  
Marilyn Watts (Fundraising), and  Charity Manning (New Generation).    

Who Said It?  Ronald Reagan 
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Feature Series: Elections 2008   
Keeping Track of Volunteer Hours 

 Every campaign season, club officers 
are astonished at the number of volunteer hours 
that go unrecorded and unrecognized. Many 
new club members know little if anything about 
the reasons for recording their volunteer time.   
 
Why do we need to do this “recording?”  Volun-
teer hours demonstrate the power of Republi-
can women.  NFRW  honors individual clubs 
and State Federations that spend significant 
amounts of time promoting the party, Republi-
can candidates and the Federation of Republi-
can Women.  
 
 The following information is cited 
from NFRW Policy for Counting Volunteer 
Campaign Hours.  Presidents: Please distrib-
ute a copy of these activities to your club 
members. 
 

Volunteer Activities include: 
1. All non-paid political activities benefiting 

the party, candidates, and     
        the Federation. 
2.  Work done at home, i.e. mailings, prepar-

ing campaign posters, phone calls etc. 
3.  Work at and/or for a special event – but 

not as a paid guest or if you are compen-
sated for the event. 

4.  Attendance at and travel portal to portal to 
GFRW Board  Meetings and Conventions – 
as well as time spent in preparation for 
Federation meetings if you serve on a com-
mittee. 

5.  Time in session at [and travel portal to portal] 
precinct/ward, county, district, or state party 
conventions for delegates and alternates 
only. 

6.  Time in session including travel portal to 
portal to RNC conventions [delegates and 
alternates only]. 

7.  Time spent as a county, state, or national 
party committee member or as a temporary 
member, i.e. Rules Committee, Resolutions 
Committee, etc. 

8. Political work at club meetings, i.e. getting 
petitions signed, doing mailings, etc.  [Time 
at regular club meetings does NOT count.] 

9.   Traveling from event to event – but NOT for 
personal stops en route 

10.  Volunteering at county, state or Federation 
headquarters 

11.  Volunteering for a Republican candidate for 
a non-partisan office, e.g. school board 
elections 

12.  Working as a poll watcher on Election Day, 
but NOT if you are paid. 

13.  Involvement in a Campaign Management 
School, i.e. training to be a faculty member, 
teaching and organizing a campaign 
school, etc. 

14.  Working on Election Day as an Election 
Judge or Election Clerk – but only if you 
turn the money you are paid over to your 
county party or your local club 

15.  Presenting political programs and speeches 
at local civic organizations. 

16.  Appearing on local media for the GOP 
cause. 

17.  Running for office – all time spent cam-
paigning 

18.  Time of NFRW Associate Member [men 
and women] volunteering for the Federation 
or GOP, i.e. working at the headquarters of 
the Party or a candidate, putting up signs, 
etc. 

 
 Does your club provide directions and 
assistance to members for keeping track of their 
volunteer hours?   Or is this a last minute – “Oh, 
by the way . .  . “  item on a meeting agenda?   
 
 Has this topic been carefully sched-
uled to maximize members’ attention?  Has the 
topic been scheduled well in advance of when 
accumulated hours are to be reported?   
 
 Are members supplied with a record 
form or booklet or directions for recording 
hours?    

Improve demonstrations of volunteer hours for 
your club through the following activities: 
 
1. Include in meeting folders or “packets for 

members” a tally sheet for your members to 
complete and turn in showing hours and 
activities related to the event[s].  Distribute 
at meetings such as: [a] Federation Board 
of Directors Meetings and Conventions and 
[b] Party Conventions, precinct or ward 
meetings, county, district, state, RNC 
[Delegates and Alternates only].  

2. Distribute at orientation meetings for [a] 
county, state or national committees. [b] 
club volunteers signing up to work in politi-
cal activities of the club [i.e. getting peti-
tions signed, doing mailings, making phone 
calls, working at a special event, etc.]  [c] 
club volunteers signing up to work for a 
Republican candidate for nonpartisan elec-
tions or to work for a Party candidate. 

3.  Have available at each meeting Tally 
Sheets on which members may record their 
hours and update their record prior to the 
end of the meeting.. 

4.  If members are given a directory for the 
year, include several tally sheets. 

5.  Provide small wallet size notebooks or calen-
dars for members to carry.  (Having the 
notebook/calendar on hand will encourage 
more careful record keeping.) 

6.  Through e-mails and news-letters - remind 
club members to update their tally sheets. 

 

 Volunteering is an avocation that is 
ongoing – it is not restricted to campaign years!  
But this year—every hour counts.  Begin now 
to enable your members to demonstrate a com-
mitment to volunteering by developing a system 
that encourages them not only to volunteer but 
to keep track of their efforts. 
 
  [For more information and instructions 
about Campaign Volunteer Award Hours  - 
contact GFRW Campaign Chairman –_Babe 
Atkins Byrne at 770-425-8122 or email babe-
atkinsbyrne@yahoo.com] 
 

Ed. 
  

Quote 
Does your club provide directions and assis-
tance to members for keeping track of their 

volunteer hours?    
Or is this a last minute – “Oh, by the way . .  . 

“  item on a meeting agenda?   
This year . . .every hour counts! 
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 As club members we are all involved in some aspect of planning, whether it is planning the program for the next meeting, 
planning a fundraiser for a candidate, planning a voter registration drive or perhaps just planning some social time together. What 
all of these activities have in common is planning for something that has not yet occurred, developing plans to make our vision a 
reality. This is strategic planning—a  process of building a vision and determining the means to carry it out. “To keep ahead, remain 
competitive, and grow we must be proactive and plan for our future. Organizations that fail to plan ahead are likely to miss opportu-
nities to expand and grow.” (Nowicki, 1998) 
 
 A strategic plan is like a roadmap, it conveys where the organization is going—its destination and the means for getting 
there. It helps an organization to set its course and maintain it even in uncertain territories. A strategic plan has these characteris-
tics: (a) planning for a 3-5 year period, (b) specific to a few goals, (c) focused on specific priorities, (d) action-oriented.  
 

Strategic Planning Process 
 
 There are essential steps to be followed in the strategic planning process.  
 
Step 1: Plan the Process 
 
 Your leadership team needs to determine who will be involved in the planning process, what needs to be done with time 
frames, what outcomes are anticipated, and how the planning process will be carried out. You may decide to appoint a committee 
to work out the details of the planning process and provide a progress report on a regular basis to your board. 
 
 A decision will need to be made regarding who will participate in the strategic planning process, that is, who are the 
stakeholders? Stakeholders are definitely board members and committee chairs, you may wish to include representatives from 
other Republican groups and elected officials from various government levels. 
 
Step 2: Survey and Collect Data 
 
 A survey of your environment determines its current state and future possibilities. This phase is also referred to as an 
“environmental scan” and focuses on both internal and external environments of your club. 
 
 Internal survey is important as it is a look inward and provides a realistic evaluation of the clubs strengths and weakness-
es. Valid strategic data can be gathered from various sources and through various methods such as formal reports, focus groups, 
questionnaires and interviews. Information should be gathered in the areas of human resources, finances, technology, communica-
tion systems, management, leadership, programs, services, member recruitment and retention, member satisfaction, organization-
al structure, physical facilities, public image/public relations, and potential internal supporters and sabotages (Eadie, 1993; Elliot, 
1995; Park, 1990). 
 
 External survey provides information on the external environments affecting an organization, forces that influence it, 
threaten it, provide it with stability, and provide it with opportunity. Data is needed in the areas of economics, demographics, new 
legislation, changes in political leaders, social forces, funding, current and potential collaborators. 
 
Step 3: Analyze Data 
 
 Once the survey data is collected it must be analyzed and collapsed into a few broad categories. This phase is vital in 
strategic planning as it brings together a large amount of information, sorts it out and summarizes in a way that has meaning to the 
group. 

 

Strategic Planning: Building a Vision 
By Melinda Mock 
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Step 4 Formulate Strategic Priorities 
 
 At this point the club’s mission (driving force behind why the organization exists) and vision (a picture of the preferred future) 
should be reviewed, revised if necessary, or the planners may choose to recommit to them. Once done it is time to determine strategic pri-
orities by addressing these questions: 

 What is the most urgent or serious problem that must be addressed? 
 What are the financial implications? 
 What human resources are required? 
 Is there a group that is already working on this priority? If so, would we be duplicating efforts? 
 Will the members perceive value in this priority? 
 What are the long term implications of implementing this priority? What will be the consequences of not implementing this 

 priority? (Nowicki, 1998) 
  
 This is frequently a difficult step in strategic planning as it is often hard for people to focus attention on one activity or function 
over others. Plans that are focused on pleasing everyone usually are not strategically focused. Selection of a small number of well-thought-
out priorities, usually 4-8 will enable the club to focus on those areas that are truly considered vital and will bring value to the members and 
the organization. Once the strategic priorities are established they need to be formulated into goal statements. 
 
Formulate Goals 
 
 Developing goals will help the club in operationalizing the strategic plan. The club needs to think in regard to where it is today in 
respect to a specific topic or priority and then decide where it wants to be in 1 or 3 years, in other words, what should be done to bridge the 
gap between now and then. This is the first step in setting a goal, a desired outcome, target, or a result. Goals must be realistic, challeng-
ing, and measurable. A goal statement has three components: (1) task to be accomplished, (2) how it will be measured or what standard/
target will be reached, (3) target date or when it will be achieved. 
 
 A strategic priority can be easily turned into a goal statement, for example:  
  Goal: Increase new members by 5% by the end of the fiscal year. 
  The task is to increase the recruitment of new members. 
  The measurement target is 5% increase in new members. 
  The target date is by the end of the fiscal year. 
 
 The strategic goals should be written simply so they are easily understood and clear to everyone, there should be no room for 
misinterpretation.  
 
 Prepare Action Steps/strategies 
 
 Development of action steps or strategies to achieve the goals must occur next. Planners must ask, “What do we need to do to 
achieve the goal?”. The action strategy needs to be very specific, measurable, and realistic. Each goal will have several action strategies to 
achieve it. For each action strategy there should be a person(s) designated to be responsible for that strategy and the target date for com-
pletion. An example for the membership recruitment goal described above is demonstrated in the following table: 

 (Continued on next page) 

Georgia Federation of Republican Women    

Goal: Increase new members by 5% by the end of the fiscal year 
Action Strategies Target Date Person(s) Responsible Progress/Outcomes 

1. Develop a chart that plots new member 
growth over the last 5 years  
2. List current recruitment strategies  
3. Conduct a brainstorming session with 
board and the Membership Committee to 
determine new, innovative recruitment strat-
egies 

3/08  
  
3/08 
  
  
5/08 

B. Good  
  
B. Good 
  
  
W. Done 
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 The example is a working document to operationalize the 
strategic plan. As each action strategy is completed/being completed, 
the outcome is documented in the “progress” column. Many organiza-
tions use this type of format for all board members and committee 
chairs to submit reports demonstrating how the organization’s leaders 
are performing in the direction of the strategic plan. It helps incorporate 
the accountability factor and provides the entire leadership team a 
means of being aware of all aspects of the organizations activities as 
well as keeping the strategic plan foremost in the minds of leaders. 
 
 In measuring goals it is important to understand that not eve-
rything can be measured quantitatively (i.e. in numbers). For example, 
services offered to members, such as education and learning, often 
cannot be measured in numbers. Measuring quality cannot always be 
reduced to numbers. Therefore, reports/comments from members about 
the services they receive should be given high esteem in measuring 
quality and value. 
 
Step 5: Implement Strategies 
 
 Once the strategic priorities, goals and action strategies are 
developed it is important your board look critically at the plan to deter-
mine if all the strategies and goals are compatible and not conflicting 
with one another or with the vision. The critical question is, “If we imple-
ment these goals and strategies, will we meet or at least create a signif-
icant stretch toward our vision?” (Luther, 1995) If so, the implementation 
phase begins. 
 
 At this point the board’s role in establishing direction is com-
plete. Now it is time to communicate to all who will be involved in the 
implementation of the plan and contribute to its achievement. Board 
members should use the plan to hold key individuals accountable, guid-
ing them in the use of the plan, inspiring them to achieve the club’s 
mission and vision as well as recognizing and rewarding them in goal 
achievement.  
 
Step 6: Evaluate Progress and Effectiveness 
 
 Progress toward strategic goals and strategies should be 
evaluated at least annually with periodic reporting to determine if imple-
mentation of the plan is on track or if reassessment is needed. The 
board should be open to address new opportunities and alter the plan if 
indicated. If  components of the plan are not be serviced as originally 
intended then a restructuring may be necessary. Although the plan 
provides direction and stability for the club, it is not rigid and unchange-
able.  
 
 Battle (1988) states, “an annual evaluation provides an organ-
ization with the following benefits: 
 It provides written documentation and tells what happened  
  during the year.   
 It provides the necessary data for producing an annual report.
 It gives direction to the next board of directors.  
 It documents the organization’s activities for historical  

  purposes.” 
 The annual evaluation’s major component should focus on 
assessment of the strategic goal achievement. Current goals need to be 
evaluated according to whether they have been completed, are in pro-
gress, or no action had been taken to date. For goals completed the 
accomplishments should be celebrated, as well as determining the im-
pact of the achievements on the club. For goals in progress, actions 
taken should be summarized and future steps identified. For goals with 
no action taken the factors inhibiting action should be discussed and 
further steps need to be determined. Goals remaining need to be 
ranked in priority order and any new goals important to the club’s vision 
should be added at this time. 
 
Conclusion 
 
 Creating the future is hard work but exciting and fun. For suc-
cessful strategic planning to occur preplanning must occur. Do not think 
successful strategic planning will be accomplished in a couple of hours, 
it is an all day project. Your club may wish to divide strategic planning 
into two, half day sessions however if this approach is taken you must 
keep mind part of the session will need to be devoted to reviewing what 
was done previously and/or bringing those who did not participate in the 
first session up to speed. I strongly encourage a single day session 
using a workshop format, providing breaks and lunch.  
 
 Strategic planning brings together the creative ideas and 
dreams of individuals who are committed to the club’s future. It provides 
the mechanism for the board and members to work in concert beyond 
one year to achieve the club’s mission, vision and goals. It is the 
roadmap for an exciting and productive journey! 
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Feature Series:  Elections 2008 
            Looking for Volunteers in an Election Season 

By Judy True    
 

 
 

Seems the campaign season has been going on “forever,” but 
the Election Season is just getting into high gear as Presidential candi-
dates reach the required delegate counts for party nominations.  As sum-
mer approaches local clubs and the State Federation will work to build a 
volunteer base needed for the upcoming flurry of election and campaign 
activities. 

 
Busy women have a limited amount of time to spend on 

“political volunteer activities,” and we know that volunteer work can soak 
up an enormous amount of time and energy. As Federation women – we 
are “expected” to devote time to these endeavors and many times – our 
efforts and those of our friends will govern the success or failure of Re-
publican candidates—locally and nationally.  

 
How can we build a base of volunteers needed to put Republi-

cans in office?  Volunteers have specific reasons for volunteering time to 
any organization.  How can we attract “worker bees” to the cause?  Clubs 
that are the most successful attracting volunteers will be those that care 
about meeting the personal needs of potential volunteers. As a recruiter - 
remember why people volunteer.  

 
The Volunteer “ROPES”. 

     
  As you look for volunteers - appeal to the same motivations that 

attracted you and your friends to the club and the Federation.  If you have 
a leadership role in the organization, remind yourself of why you chose to 
become active as an officer or committee member.   

 
If we are going to appeal to our friends and colleagues to “get in-

volved” then It is important for us,  as Federation leaders,  to “remember 
the ROPES” of why people volunteer. 

 

R - Recognition.    As a volunteer most of us look for challenge and 

chances to excel.  We want to be recognized for doing some-

thing important. . . and what can be more important this election 

year than electing Republicans?  Some of us may seek recogni-

tion because we have political aspirations.  Others expect only 

to be acknowledged for a contribution of time and effort.  Con-

sider how to provide avenues through which our volunteers can 

be lauded and recognized publically for their efforts. 

 

O – Opportunity.  Working on a campaign committee or task force 

or being active in a candidate’s campaign organization - enables 

us to learn new skills that can transfer to other life, home or job 

applications.  Campaign work also enables us to prove our-

selves to the existing leaders within the club/Federation – thus 

improving our chance to move up in the organization. 

 

P – Policy (or mission, beliefs, ideals). “Let’s take it as a given that 

your organization exists for the purpose your members find 

meaningful.” (Cufaude,2007)   What are our goals this election 

season?  Members join the Federation and volunteer because – 

like us - they believe in electing Republicans.   

 

E – Empowerment.  As volunteers - we look for a spot where we 

can create something new and/or contribute to a task we deem 

important.   We want to make meaningful contributions. Commit-

ting to a new Federation project, to a new campaign strategy, or 

to an established campaign activity or movement - and enabling 

our group to be a front-runner with that movement - empowers 

those of us who take a part in the effort.   

 

S – Social.  People join . . .  people!  Spending social time with like 

minded folks is the prime networking opportunity within any 

organization. The campaign season provides numerous social 

political gatherings and events.  Speeches, dinners, wine tast-

ings, are examples of  planned events.  But also consider the 

informality when we  work in a campaign headquarters with 

others who are on the telephone or stuffing and stamping mail 

items. Such informality not only promotes conversation - but 

enables us to build lasting friendships.  

 

Determine sources of volunteers. 

 

Take a lesson from the National Rifle Association.  NRA ex-
pends a significant amount of time and resources recruiting and mobilizing 
volunteers.  The term they like to use—to determine where to best target 
their volunteer recruitment efforts is  “natural resources” or to “hunt 
where the ducks are.”  They look at their natural “resources” such as 
gun shops, hunting clubs, shooting ranges and the like.  In other words, 
they target their efforts where they are apt to find an existing base of vol-
unteer support.     

(Continued on page  21) 
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FEATURE SERIES: ELECTION 2008 

What’s a Superdelegate? 
By Mary Van Brink 

  Introduction – I don’t know about you, but I’ve 
been confused lately about what a superdelegate is and 
what the implications are for the election in November.  
Let’s explore the topic.  This information was compiled 
based on information taken from Wikipedia.com. 

 Definition – Although the Democratic Party 
doesn’t officially use the term, some delegates to the 
Democratic National Convention are informally known as 
“superdelegates.”  Officially, they’re known as “unpledged 
party leader and elected official delegates.” 

 These delegates are not selected based on the 
party primaries and caucus-
es from each state, but in-
stead are seated based on 
their standing as current or 
former elected office holders 
and party officials.  They 
may support any candidate 
they choose.  Superdelegates are pulled from the follow-
ing categories: 

• Former Democratic Presidents and Vice Presidents 
(Jimmy Carter, Bill Clinton, Al Gore, and Walter Mon-
dale) 

• Governors (i31) 

• Senators (53 with Joe Lieberman being stripped of 
his superdelegate status because he backs John 
McCain) 

• Representatives (i234) 

• DNC Members (121) 

• Other (6 from CA, CO, GA, VI, and AS) 

 Background – According to Wikipedia.com, the 
Democratic Party implemented changes in its delegate 
selection process after the 1968 Democratic National 
Convention, based on the work of the McGovern-Fraser 
Commission.  The Democratic Party wanted the conven-
tion to reflect how the votes were cast during the cam-
paign for the nomination.  However, for some Democrats, 
this seemed to have weakened the Democratic ticket.  To 
respond to the reaction, the superdelegate rule was en-
acted after the 1980 election, which gave a greater role 
to the active politicians. 

 2008 Democratic National Convention – Ap-
proximately one fifth (1/5) of the total number of dele-
gates at the 2008 Democratic National Convention will be 
made up of superdelegates, assuming that Michigan and 
Florida delegates are not counted because of rules in-
fractions.  The 2008 Democratic National Convention 
may be the first brokered convention since 1952 with the 
role of the superdelegates coming into play to select the 
Democratic nominee. 

 The 2008 Democratic National Convention will 
have approximately 796 superdelegates, although the 
number can change up to the beginning of the conven-

tion.  Delegates from state cau-
cuses and primaries will num-
ber 3,253, resulting in a total 
number of delegate votes of 
4,049.  A candidate needs a 
majority of that total, or  2,025, 
to win the nomination. 

 Republican Party – Although the Republican 
Party seats some party officials as delegates without re-
gard to primary or caucus results, the term 
“superdelegate” is most commonly used only in the Dem-
ocratic Party. 

 In the Republican Party, members of the party’s 
national committee automatically become delegates with-
out being pledged to any candidate. 

 In 2008, there are 123 members of the Republi-
can National Committee among the total of 2,380 dele-
gates to the 2008 Republican National Convention. 

 There are three RNC delegates (the national 
committeeman, national committeewoman, and state par-
ty chair) for each state, except for the ones who had pri-
mary contests before Super Tuesday. 

 Democratic Party Rules – The Democratic Par-
ty rules distinguish between pledged and unpledged del-
egates, with the selection of the former being based on 
their announced preferences in the contest for the presi-
dential nomination. 

 

Superdelegates are seated based on their 
standing as current or former elected office 

holders and party officials. 
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Cobb County Precinct Meeting (February 16, 2008) 
– Precinct meetings are the first step in Georgia to 
becoming a Republican National Convention dele-
gate.  L to R:  Millie Rogers (GFRW President); Justin 
Tomczak (Governor Sonny Perdue’s Political Direc-
tor); Sadie Fields (Chairman of the Christian Coalition 
of Georgia); Sue Everhart (GA GOP Chairman); and 
Tonya Boga (Attorney and 2009 President Elect for 
the Cobb County Republican Women’s Club) 

  In the party primaries and caucuses in 
each US state, voters express their preference among 
the contenders for the party’s nomination for President 
of the United States. 

 Pledged delegates supporting each candidate 
are chosen in approximate ratio to their candidate’s 
share of the vote.  In some states, the delegates who 
are chosen this way are legally required to vote for the 
candidate to whom they are pledged, at least on the 
first ballot at the convention.  Conversely, the super-
delegates, selected by virtue of their status as current 
or former elected office holders and party officials, 
without regard to their presidential preferences, are all 
unpledged delegates.  Many of them have chosen to 
announce endorsements, but they are not bound in 
any way.  Superdelegates may support any candidate 
they wish, including one who has dropped out of the 
presidential race.  There are also “unpledged add-on 
delegates” selected under Rule 9.B and “pledged par-
ty leader and elected official delegates” selected un-
der Rule 9.C. 

 Democratic Party Delegates – The Demo-
cratic Party delegates fall in to the following seven 
categories: 

• District-level delegates 

• At-large delegates 

• Unpledged party-leader delegates 

• Unpledged elected-official delegates 

• Pledged party-leader delegates 

• Pledged elected-official delegates 

• Unpledged add-on delegates 

 Democrat and Republican Traditions – 
Both parties have state-level unpledged delegates 
who are chosen by each state’s party through conven-
tion, caucus, or state party leader vote.  The state-
level unpledged delegates tend to vote for the candi-
date who received the most votes from their state, 
even though they are not required to vote this way. 

 Many state Republican Party delegations are 
made up of unpledged delegates that give them the 
distinction of “winner takes all.”  Even with these tradi-
tions, unpledged delegates are allowed to change 
their vote at any time before the national convention.  
This is why both the Republican and Democrat parties 
have the potential for a “brokered” convention.  How-
ever, this is far less likely to happen with the Republi-
can Party because the traditions are stricter and there 
are fewer unpledged delegates who are given a free 
hand. 

 Criticism – Allowing superdelegates is con-
sidered by some to be undemocratic because super-
delegates are generally not chosen based on their 
preferences in the presidential race and are not obli-
gated to support the candidate chosen by the voters.  
Many are requesting the elimination of superdelegates 
from the nomination process to more accurately reflect 
the popular vote.  Although delegates chosen in pri-
maries and caucuses may not exactly reflect the votes 
cast, party rules require proportional allocation rather 
than winner-takes-all. 

References:                                                                     
http://en.wikipedia.org/wiki/Democratic_Party_      
(United_States)_presidential_primaries,_2008 – Lists 
a breakdown of pledged superdelegates              
http://superdelegates.org/ByCandidate – Lists the 

VOICEs columnist Mary Van Brink  is a member of the 
GFRW Publications Committee.  Mary has a degree in 
journalism and has worked as a technical writer for com-
panies such as EDS, General Motors, IBM, First Union 
(now Wachovia), and she currently works at Solvay Phar-
maceuticals in Marietta, GA.  She is a member of the 
Cobb County Republican Women’s Club. 
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THE BOOK NOOK:  “Light” Summer Reading  
 The daffodils are up and a herd of deer were grazing 
in my baby hosta this morning, - gentle reminders that spring 
is here!  And with it – we can start looking forward to the vaca-
tions and relaxation (?) of a summer preceding a national con-
vention and election.  All kidding aside, our State GOP Chair-
man, Sue Everhart, has reminded us . . . “It’s time to do our 
homework and get our workboots out.”   
 
 The book stores abound with political blockbusters 
and racks of new, provocative tomes to titillate your appetite 
for the latest information on backgrounds, philosophies and 
faux pas of the candidates.  Not to be ignored are reference 
books contributing information related to the issues of this 
upcoming election. 
 
 The December/January issue of The American Spec-
tator contained book reviews and recommendations by several 
distinguished readers and writers, and a number of books look 
interesting to add to our  “homework” list.   
 
 M. Stanton Evans, author of Blacklisted by History: 
The Untold Story of Senator Joseph McCarthy, recommends 
The Conservative Mind by Russell Kirk, In Defense of Free-
dom by Frank S. Meyer, and Ideas Have Consequences by 
Richard Weaver.  Evans claims that these books provide a 
good conspectus of the conservative/libertarian thought that 
led to the Goldwater and Reagan political movements.  Looks 
like a good refresher course on the basics. 
 
 For Reagan historians, I particularly liked Grover G. 
Norquist’s recommendation of the 2001 book by Skinner, An-
derson and Anderson, Reagan, In His Own Hand: The Writ-
ings of Ronald Reagan That Reveal His Revolutionary Vision 
for America. 
 
 Andrew Roberts reads biographies and history books 
for a living and lists on his “must read” list The Clinton Crack-
Up – an expose by Bob Tyrrell Jr..  Roberts cautions that al-
lowing “that couple back into the White House would be a 
clear sign that moral degeneracy faces your nation.” 
 
 Bob Tyrrell, Jr. also describes his book The Clinton 
Crack-Up: The Boy President’s Life After the White House, 
and goes on to also recommend My Grandfather’s Son: A 
Memoir about the racism Clarence Thomas had to overcome.  
(Tyrrell is founder and editor in chief of The American Specta-
tor.) 
 

 Quin Hillyer recommends My Grandfather’s Son, by 
Clarence Thomas and notes that it is candid, moving and well  
written.  Along the same subject line – the Supreme Court – 
Hillyer heartily recommends Jan Crawford Greenburg’s Su-
preme Conflict: The Inside Story of the Struggle for Control of 
the United States Supreme Court.  On the mutually supportive 
roles of faith and freedom, he points us to The Theme is Free-
dom by M. Stanton Evans (see above). 
 
 Presidential candidate Mike Huckabee (and author of 
From Hope to Higher Ground: 12 Stops to Restoring Ameri-
ca’s Greatness) recommends the following for our reading 
assignment: How Democracies Perish by Jean-Francois Rev-
el, and Whatever Happened to the Human Race by Dr. C. 
Everett Koop and Francis Schaeffer. 
  
 Fox News commentator and syndicated columnist 
Robert Novak describes his new book, The Prince of Dark-
ness: 50 Years Reporting in Washington.  This memoir will 
reveal the best and the worst in Washington, and is written in 
his special style.  Another revealing book he recommends is 
Until Proven Innocent: Political Correctness and the Shameful 
Injustices of the Duke Lacrosse Rape Case written by Stuart 
Taylor, Jr. and KC Johnson.  It bares the politically correct 
hypocrisy of academia and the news media . . . blistering read-
ing for a hot summer.  

(See next page) 
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 Books on my book shelf might also interest you.  I 
particularly like the information book Islam for Dummies by 
Malcolm Clark, a Professor Emeritus of Religion.  The book is 
part of the familiar yellow For Dummies: Bestselling Book 
Series for Beginners. The book clearly explains Islamic be-
liefs and practices as well as the differences among Mus-
lims.  While this is a ‘beginner’ book, it is not one to read cas-
ually, but to be digested slowly over time – read in bits and 
sections. 
 
 Another book just placed on the True book shelf is 
Her Way by Jeff Gerth and Don Van Natta, Jr. (winners of the 
Pulitzer Prize).  This biography, Her Way, draws on new 
sources and undisclosed documents to summarize how Sen. 
Clinton’s philosophy evolved, the political ambitions of the 
Clintons and the legal problems that follow the family.  Inves-
tigative reporters, Gerth and Van Natta, have prepared a 
spell-bounder. 
 
 Bankrupt!  by David Limbaugh lambasts the Demo-
cratic Party for being bankrupt when it comes to new ideas 
and defending our nation.  Numerous quotes support his 
claim that the party is in intellectual and moral bankruptcy.  
He addresses why they are more intent on defeating Republi-
cans than on defeating the global Islamic jihad, and . . . why 
Democrats have reduced their politics to personal hatred of 
Bush and Rove and Cheney.  And . . . the quotes from the 
horses’ mouths are sharp and sobering. 
 
  

 At the top of my “to buy” list is Newt Gingrich’s Real 
Change: From the World That Fails to the World That Works.  
In his usual common sense approach, Gingrich promises to 
approach our nation’s problems “with a private-sector mental-
ity and an entrepreneurial spirit, offering . . . solutions for the 
issues of today and the challenges of tomorrow.”   Hitting 
both parties , he claims they have created “a government of 
the bureaucrats, by the consultants,  and for the special inter-
ests.”  Sounds like a must read for this election year. 
 
 Summer reading lists would be incomplete without 
at least one nonfiction book.  I was delighted to see Michal 
Yon, a former Green Beret and now a writer/dispatcher about 
the war in Iraq and Afghanistan recommend one of my all 
time favorites – Rocket Boys by Homer Hickam.  Set in 1957 
Coalwood, West Virginia, the story describes a slowly dying 
coal mining town. . . just like my neighboring home town of 
Williamson WV.  High school student Homer Hickam brought 
his dream of developing a rocket to reality.  He and his bud-
dies developed their rockets out of scraps and won science 
contests and national recognition.  Perhaps you saw the 
movie from the book . . .  entitled “October Sky.” 
 
 Look through the books  - again  - and circle ones 
you will look for  at your favorite bookstore or library.  Most of 
the books are NOT light reading – but they will encourage 
you to ask some interesting questions for this election year.  
Let’s do our homework!    

 Ed. 
 

Members of the GFRW Executive Committee pose with Legislative Panelists who spoke during the Winter Board Meeting 
Luncheon.  Martha Zoller was moderator and panelists included: State Senators—Judson Hill and Chip Rogers, and State Rep-
resentatives—Charlice Byrd, Jill Chambers, Barry Fleming, and Judy Manning. 
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The next issue of VOICES is scheduled for Sept. 2008. 

If you do not get local women out to your club meetings - 
how will you build a base of volunteers for the election season?  
Local and State Republican women who have not been active at 
this point may not be apt to attend your meetings . . . without a rea-
son!  You do not have to overhaul your meetings to attract more 
attendees.  But there are some tips that will get your numbers up 
and thus your opportunities to attract new volunteers. 

 
Sharon Collins, director of meetings and expositions at the 

Kellen Co., an Atlanta based association management company, 
provides several suggestions that can help increase meeting num-
bers. Also, the website for Johnny Howard Designs 
(www.jhdesigninc.com/Campaign) provides numerous hints for plan-
ning political gatherings.   

 

 Piggyback your meeting.  Stay in touch with local /state poli-

ticians and their staff members to get a heads-up on their 

scheduled meetings/appearances in your area.  Plan a 

local club meeting directly before or after their meeting  - 

and schedule them as your keynote speaker for the event.  

This arrangement enables attendees to have a greater 

impetus to attend both events.  And, the political speaker 

has an opportunity to reach an additional audience. 

Make travel easy.  If the bulk of your membership resides in 

one part of the county, hold your meetings in that geo-

graphic area, preferably at an easy access road.  Attend-

ance is better when the site is easily accessible.  As Col-

lins notes “Don’t give them excuses not to go (to your 

meeting.)” 

Use the internet. A Federation or local club website is an im-

portant avenue that provides members up-to-date infor-

mation on planned meetings and special events.  It can be 

a one stop resource for registration, membership, signing 

up to volunteer, signing up for committees, etc.. 

Use graphics.  Colorful graphics grab the viewer and can 

make a lasting impression.  If you use postcards or posted 

bulletins or an e-mail notice – use graphics that grab at-

tention for the event. 

Look into advertising exchanges.  If your organization pub-

lishes a newsletter or magazine, contact other groups who 

might be interested in doing an advertising exchange – 

offer links to their publications and meeting announce-

ments in exchange for their providing links to your materi-

al. 

Extend your early bird rate.  If you have scheduled a special 

breakfast, meeting or event with an established date for 

registration, extend the closing date.  Collins says “We 

usually see this huge surge when we do that.”  Given a 

second chance, people are apt to jump in. 

“Brand” your events.  Collins says it is important to brand 

your event(s) with a specific theme or logo.  Emblazon 

these on promotional materials, mail outs, emails, signage 

etc.  The more local women see your logo, the more likely 

they are to attend your events. JHDesign suggests use of 

lapel stickers, palm cards, shirts with your logo, and other 

items with your club name on each item. 

Seek free publicity before, during and after the event.  In-

vite the press to cover the meeting.  Issue press releases 

before and after the event.  Make sure selected press 

personnel  get a free meal or drink during the function. 

Watch for special opportunities to publicize your club.   

Look for any large gathering as an opportunity . . . com-

munity celebrations, church picnics, family reunions, high 

school reunions, county fairs, Fourth of July parades. 

Schedule a special fund raising event.  Summer before an 

election is prime time for the club to have a Hamburger N 

Hotdog Picnic, Barbecue, Pig Roast, Wine Tasting, Cock-

tail Reception, Dance, Auction, or Celebrity Roast.  And of 

course, invite as many candidates as possible. 

The key is to generate visibility and fun.   
The goal is to elect Republicans. 

 Ed. 
 

Resources:  
Sharon Collins (Feb. 1, 2006). “10 Ways to Boost Attendance.” 
 MeetingsNet, Kellen Co., Atlanta, GA 
JHDesign, Inc. (2007). “Political Campaign Special Events,” 
 www.jhdesigninc.com. 

Feature Series:  Elections 2008 
Boost Attendance at Your Meetings 
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Looking for New Members?   

Be proud, be brave, and Just Ask!! 

 “Membership is the heart of any organization.  In order for the National Federation of 
Republican Women to grow—our heart must continue to pump new blood throughout our sys-
tem.  This new blood will be the new member who we recruit and actively involve in the pro-
grams provided for Republican Women.  How do we locate these new members and where will 
we find them? 
 
 The answer to these questions is quite simple.  We locate these new members by 
simply asking people with whom we are in contact every day.  You will be amazed at the posi-
tive response you will receive from friends, relatives, women you are involved with in other 
organizations, and women with whom you work. 
 
 There are many potential members who are just waiting for you to ask them to be a 
part of your group.  People want to be wanted and want to be a part of an active and vital or-
ganization where they feel that they can make a difference.  You are the link.  You are the one 
who can provide the stimulus to the growth of your club, your state federation, and the national 
Federation. 
 
 Below you will find an example of a card which you can carry in your purse.  This 
card provides the information necessary for women with whom you come in contact and who 
you believe might be interested in the Federation.” 
 

Be Proud, Be Brave, and JUST ASK!  
 
 The business card . . . is a great tool for recruiting according to the Palo Verde Re-
publican Women of Scottsdale, AZ.  Include the name of  your club,  a logo, and a line on 
which a member may write her  name and telephone number.  Encourage all club members to  
keep a supply of these cards in their purses—ready to share with anyone who is interested in 
attending a meeting. 
 
 The cards can be duplicated in bulk at your local print shop or office supply store.  
Or, the membership committee can duplicate sheets of cards on a home ink jet printer to dis-
tribute to members at a club meeting.  (Use AVERY white business cards, No. 8471.  The 
cards are easy to format using templates found in most software programs.) 
 
 

   

McDonald & Son  Funeral Home 
150 Sawnee Drive 
Cumming, Georgia 

6:30 p.m. 
Fourth Tuesday, Each Month 

Name Phone 

Many thanks to the Palo Verde Republican Women’s Club for the business card idea.   
Italicized information above was reprinted from membership workshop material compiled by 

Marilyn Sutton, CFRW Membership Chairman, 1998. 

A sample 
Club Card 

 (Continued from page  15)

Natural sources of volunteers for the  

Republican campaign cause. 

Precinct members 
Local GOP groups  
Parent/teacher groups  
Local library (reading clubs) 
Churches (circles, choirs, Sunday 
School  classes) 
Civic groups (Rotary, Lions, Elks, 

  Moose etc.) 
Professional associations  

 College students from the Young 
  Republicans  Club (or 
  help form a College 
  Young Republicans Club) 
 Community theater groups 
 Community choirs, bands,  
  rchestras 
 Retirement Centers 

 Chamber of Commerce 

 Important reminder – do not 
forget the “personal contacts” of every 
member in your organization. Utilize your 
volunteers to recruit additional support out-
side your area of “natural resources.”  Ask 
each volunteer to recruit additional volun-
teers among individuals your group may not 
have access to - for example: family mem-
bers, friends, Christmas card lists, alumni 
associations, school associates, social clubs, 
college classmates . . . .   

 
“Recruitment of volunteers 

doesn’t end with simply signing them up; 
you must tap into their network of con-
tacts, transforming individual volunteers 
into active recruiters. . . .” (Caroline, 2003)   

  
 

Resources: 
Caroline, G. (April, 2003). Maximizing cam-
paign volunteers: the NRA way. National 
Rifle Association, USA. 
 
Cufaude, J. (November, 2007). Leading 
learning: Making it meaningful. PCMA Con-
vene. 
 
Johnny Howard Designs, Inc. (2008).  Politi-
cal campaign volunteers.  Website 
www.jhdesigninc.com.  
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 The observable tip of the “volunteer iceberg” is recruit-
ment and entering the volunteers into a sortable database. . . a big 
first step.    But the mammoth portion of an iceberg is . . . what we 
cannot see.  With volunteer movements, what lies beneath the 
surface is how we manage volunteers. . . what we DO with the 
volunteers – either in an election season or as part of Federation 
and club operations/committee work throughout the year.   
 

The National Rifle Association is one of the most effec-
tive grassroots organizations that mobilizes volunteers . . . election 
season after election season.  (And we can learn from their effec-
tive Grassroots Division that has 12 full time staff members.)  Ad-
justing the NRA  management plan to our needs, we see the fol-
lowing steps: 

 
Survey.   
  
 Find out what your members and volunteers want to do 
and what they can do.  Use a survey form and profile each volun-
teer by identifying their individual resources, interests, experiences 
and skills.  Resources might include computers, printers, scanners, 
even a pick-up truck (for sign distribution).  A volunteer may own a 
business with a phone bank that might be used for evening calling.  
An annual survey of all club members is useful when preparing to 
make club (i.e. committee) assignments.  Think how much more 
effective we can be – assigning members to committees and tasks 
they  can and want to do. 
 
Delegate.   
  
 Assign tasks that dovetail with volunteers’ interests and 
experiences.  Happy volunteers are those who are comfortable 
with their assignments.  If they feel productive they are more likely 
to volunteer again.  Assign volunteers to committee tasks for which 
their professional or personal experiences offer preparation.  For 
example, assign those with writing experience to prepare  articles 
for campaign publications or to prepare a club newsletter, assign 
those who are “vocal” to handle telephones, assign those with 
photographic experience to cover events and create a photo rec-
ord, assign the “computer addicted” to tasks requiring the comput-
er, assign capable organizers to manage the assembly line of mail 
out activities (directing volunteers preparing envelopes, organizing 
stuffing – stamping etc.). 
 
Train.   
   
 Even though your volunteers are now assigned (or cate-
gorized) according to their interests, skills, talents etc. they still 
need to know what is expected of them and HOW to do what you 
are asking of them.  Campaign novices  need to be trained on what 

is required of them and how they are to go about accomplishing 
their assignments.  Club committee members need to know what 
they are to accomplish and they need to participate in planning 
how to meet those goals.   If volunteers don’t feel comfortable with 
what you ask them to do, they will not do as well as they want to 
do. . .  and they could decide not to participate.    
 
 Provide explicit directions.  Oral directions are great,  but 
easily forgotten.  Oral directions accompanied by a written direc-
tion sheet will be more effective.  When meeting with volunteers or 
members of your committee- give them time to ask questions be-
fore beginning their tasks . . . and provide an open opportunity for 
them  to continue asking questions. 
 
Titles.   
  
 Motivate your volunteers by giving titles commensurate 
with the jobs they are doing.  Appeal to their egos!  With a title, a 
volunteer becomes motivated, works harder and takes on more 
responsibility.  Maybe it’s a “bragging” point, but a title makes the 
volunteer feel important . . . and that their contribution is important.  
How would you prefer to  describe what you do . . . a phone caller 
or “a phone bank captain?”   If you are busy on your computer . . . 
are you entering data or are you “a data base manager?” 
 
Know Your Volunteers and Make Your Volunteers Known.  
  
 Permanent name tags, badges – a requirement!  When 
attending political functions your members and volunteers need to 
be easily recognized by lawmakers, staffers and candidates.  Vol-
unteers who give their time repeatedly expect the movers and 
shakers to recognize their names – otherwise they may lose inter-
est.  Same idea applies to the club’s officers, committee members 
and general members – a permanent nametag with club/federation 
logo.  Such recognition badges give credibility to members and 
volunteers when they go knocking on doors or handing out cam-
paign literature in their neighborhoods or local gatherings. 
 
Make the Campaign Environment Comfortable.   
  
 Who wants to volunteer in an office environment that is 
cold?  Or too Hot?  The three C’s make for a cozy work situation – 
Cokes, Coffee and Cookies.  Light snacks, food, and pizza will 
encourage volunteers to show up at a volunteer headquarters right 
after work.  But then . . . what if your area or club has no 
“headquarters?”  Go to your local GOP organization and explore 
how your local club and the GOP can cooperate to find a local 
Republican business man who might have office space for “after 
hours” campaign activities. 
 

 

Feature Series:  Elections 2008 
Maximizing the Effectiveness of Volunteers     
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Presidents of GFRW 
S.S. Halliburton, 1957 

Halycon “Chon” Bell, 1960—1962 
Anne Bateman, 1962—1964 

      Rita Creeson & W.C. LeShanna, Oct. 1964—March, 1965 
Lee Ague Miller, 1965—1967 
Bootsie Calhoun, 1967—1968 

Virginia Estes Massey, 1968—1971 
Margaret Holliman, 1971—1975 

Lil McAfee, 1975—1977 
 

June Kidd, 1977—1979 
Kathie Miller, 1979—1983, 1989—1993 

Helen Van Waldner, 1983—1985 
Sandra Deyton, 1985—1987 
Reva Jennings, 1987—1989 
Sharon Jacoby, 1993—1997 
Emma Hinesley, 1997—2001 

Valerie Betz, 2001—2005 
Millie Rogers, 2005—2009 

 

  
The January 2008 issue of Georgia Trends Magazine identified the 100 most influential Georgians.  This tenth annual recogni-
tion written by Jerry Grillo—highlighted a number of Republican men and women . . . Including the following; 
 
 
 
 
 
 
 
 
Many other prominent Republicans were included in the list, indicating that this was a “very” good year for the party in Georgia. 

Always have Work!   
 
 If you don’t use them, you lose them!  Again, volun-
teers are busy people. . .  making time for their volunteer activ-
ities is important to them, but if their time is being wasted they 
will not be back.    
 
 Have a Volunteer Coordinator whose job is to make 
sure that everyone will have something to do!  Ideally, if you 
have work for five folks and ten show up, then divvy it up and 
everyone goes home early and happy . . . ALL had work to do!  
If there’s lots of work to be done, then have “priority piles” 
accompanied by specific directions that volunteers can read 
and implement with little personal direction.  Important: always 
have the volunteer coordinator, committee chairman or a cam-
paign staff member on hand to clarify directions and to handle 
“the unexpected.”  Same suggestion applies to work within a 
committee – have explicit written directions and frequent 
emails to clarify responsibilities and answer questions. 
 
Don’t tell . . . always ASK!   
 
 There may be times when you need to ask a volun-
teer or a committee member to take on an additional task.  But 

be prepared if a volunteer says “No” or “Can’t do it right now.”  
They may be able to step in later for another task.  
 
Reward, acknowledge and thank!   
 
 The job of managing and coordinating volunteers 
does not end “Election Night” or at the end of your term of 
office in the club or Federation.  Win or lose – our campaign 
volunteers and committee volunteers must be recognized.  
Ideally, recognition happens throughout the year, but it is 
very necessary at the end of a campaign season or term of 
office.  Recognized, lauded and appreciated – these volun-
teers are more apt to step up and take a leadership position 
in the local club or in the state Federation.   Letters, com-
memorative pins, low budget statuettes, a special coffee cup 
- all acknowledge the contributions of the volunteers.  And a 
letter or personal email from a candidate, a committee chair-
man or the club president is . . . “a keeper.”  

    Ed. 
Resources:                                                                         Car-

oline, Glen. (April 2003).  Managing campaign volunteers:      

 the NRA way. National Rifle Association                                

(http://findarticles.com/p/articles/mi_ Campaigns & elections.   

100 Most Influential Georgians 

Saxby Chambliss, US Senator 
Earl Ehrhart, Longest serving Repub.in the GA  House 
Sue Everhart, Chairman of the GA GOP 
Karen Handel, GA Secretary of State 
Johnny Isakson, US Senator 
Jerry Keen, Majority Leader of the GA House 

Jim Lientz, Chief Operating Officer, State of GA 
Sam Olens, Chairman— Cobb Brd of Commissioners 
Larry O’Neal, GA. State Repres. 
Glenn Richardson, Speaker of the GA House 
Casey Cagle, Lt. Governor 
Jack Hill, GA. State Senator 
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Resolution Passed at Winter Board Meeting 
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