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INTRODUCTION

We are pleased to present this report on the Libertarian
presidential campaign of Ed Clark.

As the two individuals primarily responsible for the
day-to-day management and direction of the 1980 campaign, we
hold no illusions that this report represents anyone else's
point of view other than our own. We believe the Clark cam- g
paign to have been an overall success and a significant step j
forward for the Libertarian Party and the libertarian movement .

ten of the most important aspects
in general terms what happened

we have tried to approach this
learned from the 1980 campaign

The report discusses
of the campaign, outlining
and why. But more than that,

report in terms of what can be
which will be useful for future campaigns. On occasion, we

have gone to same length discussing and analyzing many of

the vital "nuts and bolts" elements which should be major
factors in any Libertarian campaign, not just presidential.

In some sections we have included a "Fault Analysis," listing
specific points where, if we had it +o do all over again, we
would make changes. In other sections, such analysis is incor-
porated into the body of the discussion. On the other hand,
we've taken up comparatively little space detailing events of
this campaign which are unlikely to have future application

to other campaigns.

We want to use this opportunity to express our appreci-
for the fine work of the individuals on the National
Staff of the campaign whose names are listed on the following
page as well as for the efforts of each State Chair, State
Coordinator, ballot drive worker, and individual Libertarian

volunteer activist who made truly heroic contributions to |
this campaign. This nationwide team of thousands of dedicated,

effective people should serve the Libertarian movement well
in the years ahead. |

ation

Finally, and with full consciousness of the inadequacy
of words to express the feelings of Libertarians everywhere,

we thank Alicia Clark, David Koch, and Ed Clark for their
irreplaceable efforts in leading the battle for justice and

freedom.

Ed Crane
Chris Hocker

December, 1980



"Ed Clark and the Libertarians
have had a great success in terms of
their own objectives. Clark has emerged
as a man of charm and conviction. With
the extensive advertising his contrib-
utors have purchased, the Libertarian
message has reached a far wider audience
than ever before. It has-an internal
logic that challenges conventional
thinking and stimulates debate."

-= David S. Broder

Washington Post
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STATE ORGANIZATIONS

Growth and development of state Libertarian organizations
was one of the areas of greatest accomplishment of the Clark
campaign. This was at least as much a result of the overall

beneficial impact of Libertarian activity this year as it
was the conscious efforts of the national campaign. Never-
theless, certain procedures and innovations were instituted

by the -campaign which tended to maximize the benefits.
]

One of the ways to measure the improvement is toLuse the

admittedly subjective "key person" test. That is, if bne key
person were to disappear from a given state, would the Liber-

tarian organization be severely affected, or would there be
enough other people already active who would take up the slack?

Before the campaign started, there were perhaps 10 to 15 states
where the loss of one key person wouldn't have meant serious
problems. By the end of the campaign, the number of states had -

risen to the 35.to 40 range. _

Initial DeveioPment |

The Clark for President Master Plan detailed a number of

proposals to build state organizations. Most of the details
of these proposals -- the "How To" manuals are a glaring
example -- either were not implemented or were implemented

in greatly simplified form. The "How To" manuals, for example,
were replaced by periodic memos to State Clark Chairs and

other activists on specific points, supplemented to some
degree by "How To"-type bulletins distributed by the LNC.

Early in the campaign, the national staff prepared a

"workbook," complete with dividers, memos, instructions, etc.,
and sent a copy to State Clark Chairs. One of the sections of it

discussed various volunteer coordinator functions -- media
coordinator, special projects coordinator, finance chair, etc. --
and included a suggested state organization chart by function.
While this chart was rarely followed exactly, there was a
significant amount of division of labor among key activists

in each state as a result of this suggested approach.

The selection of each State Clark Chair was the first
order of business for most states. Wherever possible, the
Clark campaign -- working in conjunction with the existing
party leadership --. tried to appoint a Clark Chair who was not

already a state Libertarian Party Chair. This reflected a
desire to work with an individual whose primary area of res-

ponsibility would be the Clark campaign, without competing
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pressures, and it also reflected a desire to encourage
relatively new people to assume leadership roles wherever

appropriate. Not every choice was a winner, of course, but
most selections worked out well and there were few instances

of conflict between State Clark and State Party Chairs.

The three activities which tended to produce real,
working organizations were ballot drives, candidate appear-
" ances, and literature distribution. Those states which did
not have the opportunity to organize for all three of these
; activities suffered relative to those which did.
] The campaign initially wanted to set up a structure
! which relied heavily upon regional coordinators, responsible
for blocs of 6 to 10 states. While regional coordinators
nominally were appointed for most states, none except two

_or three were utilized to any degree. The extra layer of
management simply wasn't needed for this campaign; for the
most part, the national staff worked closely and directly

with the key activists in each state.

—

State Coordinator Program

In mid-August, the campaign made the decision to identify,
recruit, and hire field coordinators in "key" states, defined
as those where the Clark vote percentage was expected to be
the highest. The definition of key states was later expanded

" to include some high-population states where the level of

volunteer activity was already high. The key states were:
Alaska (Anchorage), Arizona, California (Southern), Florida,

Hawaii, Idaho, Maine, Michigan, Montana, New York, Ohio,
Oregon, Pennsylvania, Texas, and Wyoming.

~ In many instances prospective coordinators were identified
from outstanding work performances during ballot drives; others
were already working as volunteers in their states and were
willing to go full-time given minimum payment. All pros-
pective coordinators were brought together, along with several
interested volunteers, at a two-day intensive training session
at the Northern California Clark for President headquarters
in Berkeley. Leading the sessions were Chris Hocker, Eric
O'Keefe, and Howie Rich of the national campaign, Carolyn
Felton, the Northern California Clark Chair, and Martin Buerger,
the Northern California Clark Coordinator. The discussion |
covered such things as management skills, publicity, and fund-
raising, but set as the major goal the distribution of
thousands of pieces of Clark literature in each key state.

Each state coordinator was a real asset to the Clark_-
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campaign and in many states to other campaigns as well. Many
of the coordinators show promise of becoming extremely |
valuable additions to the Libertarian efforts of the future.

| In addition to the coordinators recruited and paid by
the national campaign, several other states had full-time
coordinators and/or full-time headquarters. A complete listing

of states with coordinators and headquarters appears as an
addendum to this section.

Literature Distributign

Three million units of the "Clark for President -- Your
Alternative in 1980" self-mailing brochure were printed and
distributed to Libertarian activists in the states as pvart
of an intense effort to encourage volunteers to distribute
these brochures door-to-door in neighborhoods. This partic-
‘ular method of distribution -- as opposed to handing them
out.on street corners or from tables -- was strongly encour-
aged. The assumption was that a small, relatively unknown
political campaign needed an extra effort to make personal
contact with voters where they lived, to demonstrate that
Clark supporters were "good folks" who lived reasonably
normal lives and who were sufficiently enthused about their
candidate to give up their free time to distribute literature.

The suggested approach for "doorbelling" was merely to

walk up to the door of a house, ring the doorbell, and say
to whoever answered, "Hi, I'm a volunteer for Ed Clark, the

Libertarian presidential candidate. I hopne you'll read this
brochure about Mr. Clark and consider voting for him. Thank
you very much,"” and then go on to the next house. No discus-
sions, no proselytizing, unless the person at the house wanted
to get involved in that. The point of this "passive" approach
was first to reinforce with the brochure whatever the voters
may already have heard about Clark, and second to impress

upon them that real live non-threatening people supported him.
We wanted to avoid the Jehovah's Witness-style neighborhood
conversion attempts, as counterproductive to a political

campaign. .

Distributing the literature of other Libertarian can-
didates along with Clark's was definitely encouraged. To
further encourage cooperation between local and national can-
didates, nearly two million copies of the Clark brochure were
printed with a customized page featuring the local or state
candidate in each area. The candidate(s) involved paid a nom-
inal charge (about $270) representing the actual cost of
typesetting, layout and changing the plates as the Printing
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press was running.

This literature dustribution program represented the

first large-scale attempt to encourage such grassroots
activity in a Libertarian campaign. It added an important
dimension to the overall effort, and should be encouraged
and expanded upon in future campaigns. The Clark campaign
can't guarantee that every single piece of literate shipped
to individual activists was actually distributed, but field
reports indicate that most were used for their intended

purpose. |

Campus' Organization

Most activities of college students on behalf of Clark
didn't start until the beginning of the school year in Sep-
tember. Considerably before that, however, preliminary organ-
izing efforts began which paid off months later. Early in 1980
a letter announcing the formation of "Students for Clark,"
together with a response form, was sent to all known students
on the national Libertarian Party mailing list as well as |
other available libertarian student names. The initial response
was encouraging, and part-time efforts were continued through
the spring and summer to keep in contact with those who did
respond as well as to solicit the help of other students who

showed an interest in campus activity.

Ultimately, organized Clark for President campus activities
took place at over 100 colleges, with purposeful effort, such
as individual literature distribution, on nearly 200 others.
About 650,000 pieces of Students for Clark literature were
distributed, consisting of 300,000 special tabloids, 300,000
small student-oriented flyers, and 50,000 reprints: of Nich-
olas von Hoffman's endorsement of Clark in The New Republic.

Fault Analysis

For the most part, serious errors in state organization
were of omission rather than commission. Ideally, there would
have been more literature distributed, more campus organiza-
tion, a full-time coordinator in every state, and a headauarters
in every state. That there weren't was a reflection of limited
‘resources which required the campaign to draw arbitrary lines
as to which state would get a field coordinator and which
would not. In addition, it would have been desireable to have
~implemented some of the more elaborate proposals set forth in
the Clark Master Plan which were later scaled down or scrapped.

<6



Recommendations and Conclusions
———ellidations and

The campaign was extremely fortunate to have found as
many high quality coordinators as it did who were willing
to go to unfamiliar places, work with unfamiliar people,
take very little money, and all on very short notice. There
were at least three instances of coordinators who dropped
full-time jobs to work as Clark coordinators for two months.
Virtually all of the coordinators surfaced as a result of
Previous campaign activity, and all should be encouraged to
remain as active .as possible with the Libertarian Party.

The next campaign will require even more people of
talent and dedication, and for longer periods of time. There-
fore, every effort should be made to identify talented
coordinator-types as early as possible and induce them to
become available for campaign assignments.

To summarize the effects of grassroots activity through
state organizations in the Clark campaign, it can be seen as
one of the two major visible aspects of the campaign -- the
other being media advertising.. The two worked to reinforce
each other in an important way. Neither would have been as

effective without the other, complementary aspect. For the
first time in many states and locales, Libertarian activists

got a real sense of purpose, focus, and optimism which should
carry through in 1982 and 1984. |



CLARK FOR PRESIDENT

State Clark Coordinators (full—timql

Alaska: Montana:

Judy Clarke (Fairbanks) *Don Doig
*Chuck Pike (Anchorage)
Nevada:
Arizona:

*Stephen O'Keefe
-~ *Ross Levatter

New York:
California:
*Jorge Codina
Martin Buerger (Northern)
*Marion Williams (L.A.) Ohio:
Jane Protas (San Diego) |
*Sandy Burns
Colorado:

Oklahoma:
Ruth Bennett |
*Lynn Crussel
Florida: |
Pennsylvania:
*Kim Daniels |
Courtenay Hough (Easton)
Hawaii: George Meyer (Philadelphia)
*Janice Lehmann (York)
*Tom Bosworth
Texas:
Idaho: |
_ | *Margaret Bosse
*Paul Dillon |

Wyoming:
Illinois: ' |
| *John Kell
Dan Hansen
Iowa: CFP Headquarters (no paid staff)
Vicki Mongéau - Delaware
| ~ Indiana
Maine: | Kansas
Kentucky
*Deanna Lohmann - Minnesota
- South Carolina
Massachusetts: - Wisconsin
Steve Trinward
Michigan: | | * Paid by national campaign

Kathy Jacob
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BALLOT STATUS

In September of 1979, the Clark campaign obrojected certain
ballot status in 320 states and a good chance of ballot status
in 45, and further pledged "to investigate thorougqhly all
avenues by which 50-state ballot status is vossible."™

The result, of course, was ballot status in all 50 states,
plus the District of Columbia, plus Guam. -

The Clark Steering Committee approved an all-out effort
for total nationwide balloﬁ status in January, after the .
campaign had gotten a strong indication that ballot status
could be achieved in Maryland which had been previously
considered to be in the "impossible" category.. The decision

was reached on the following bases:

l. The conviction that, given enouqh time and money, no
state was truly "1mp0551ble“

2. The belief that nationwide”ballbt status would be an
essential element in future credibility both within the party
and with the news media and other outside observers:

3. The belief that ballot status was essential to the

building of party organizations in states with little or no
prior organization, and that to forego this opportunity would be

detrimental to the party as a whole.

Strategz and ﬁe;poq§ 

The initial strateqy, which was followed closely throughout
the year-long ballot access process, was to get the earliest
possible start on as many states as possible, to finish early
wherever possible, to "overkill" on the required number of
signatures or registrations, and -- in the case of difficult
states -- to concentrate resources on those with early dead-
lines first, before committing them to other states with later

deadlines.

This last point isn't as self-evident as it may appear.
It was often tempting to divide up the available time and money
among the difficult states, making the degree of difficultv a
more important consideration than the deadlines. The success-
ful strategy, however, was to make sure that enough money and
petitioners were available and in place in State A before

committing any resources to States B, C, etc.



At the risk of beating this point to death, an illustration
here may prove useful for future ballot status efforts. Assume
three states: A requires 35,000 total signatures with a dead-
line 1n six weeks; B requires 60,000 signatures in ten weeks;

C requires 40,000 signatures in 12 weeks. The average producs

tion of an average full-time paid petitioner is 400 signatures
per week. So A requires at least 15 full-time petitioners
right now (15 x 400 x 6 weeks), and more if 15 can't be found

immediately. B will require another 15 petitioners (15 x 400 x
10 weeks) right now, but don't start recruiting them until

you have at least I5 for A. C is the easiest, requiring only
9 petitioners right now. The trick is, you probably won't
have 39 petitioners all at one time, and even if you do, some
will quit or disappear or experience some horrendous personal
trauma, so you should never stop recruiting petitioners, and
you should never stop calculating and recalculating how many
you need in each state, keeping in mind that you will be able
to move some of your petitioners from A into B and C after

the A drive finishes.

The two cardinal rules which emerge out of this are, 1)
always do first things first, and 2) never assume you have enough

of anything -- people, money, or signatures.

The Clark campaign relied far more heavily on paid travel-
ing petitioners than was originally planned. Only a handful of
states had a significant percentage of volunteer-collected,
"free" signatures (Kansas, Kentucky, Massachusetts, Michigan,
Mississippi, New Hampshire, Ohio, Pennsylvania, Rhode Island,
South Dakota, Vermont, Virginia, and Wisconsin), and of these,
four (Mississippi, New Hampshire, Rhode Island, and Vermont)

‘had many of their signatures collected by volunteers from
outside the state. An even smaller number of states accomplished

their ballot drives virtually all-volunteer: congratulations

to Alaska, Arizona, Colorado, Iowa, Minnesota, New Jersey,
Tennessee, Utah, and Washington. 2,3 The fact is that, in all
but these last states, the requirement was too high to have been
attained by the available pool of Libertarian volunteers, since
the overwhelming majority tended to have full-time jobs, and

few had any particular liking or talent for the arduous task of
collecting signatures. Consequently, most potential volunteers
c@ose instead to contribute money and, in many instances, their
time in needed support functions. The ratio of volunteer to
paid signatures nationally would have increased had the cam-
paign made an all-out effort to organize volunteer petitioners
1n each state, but we chose to take the "line of least resis-
tance” and make the primary volunteer focus money rather than

signatures.
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This in itself was beneficial, because it tended to
expand the fﬁndraising base, raise the level of the average
contribution, and increase the number, the confidence, and
the capablllty of individual fundraisers, who gained valuable
experience, particularly in difficult states with weak party

organizations.

There are two methods of recruiting paid petitioners,
and the two are not mutually exclusive. One is to assemble

"flying squads" of full-time people and send them from state
to state as needed. The other is to hire and train petitioners

from within the particular state of the ballot drive. The
advantages of the flrsﬂ method are that the traveling peti-
tioners tend to be more committed both to the overall effort
and to the work itself; they understand that their full-time
job 1s petitioning; and they tend to be reasonably reliable.
The disadvantages are that considerable costs are involved
in their trarsportation and lodging, and that one or two
"bad apples" on a petitioning squad are capable of causing
a great deal of. trouble both for other petitioners and for
local Libertarians who are involved-in the drive.

The advantage of the second method is that it is less
costly both financially and emotionally; overhead costs,
while considerable, are less than for flying squads, and the
personal problems of individual petitioners are not a serious
.factor. The disadvantages are that, since they are working
"at home," these petitioners have an extremely high turnover
rate, with every incentive to quit petitioning and look for a
more conaenial job: they require special training and encouraace-
ment which few coordinators are able to provide; and the inci-
dence of forgery and fraud tends to be greater because most
of them are "true" mercenaries. In addition, the second method
simply won't work in areas of the country with low unemployment
-—- few people even show up to be hired, and those who do

tend to find other jobs.

The Clark campaign used flying squads primarily, althouah
"home grown" petitioners were used extensively in the Maryland,
Missouri, and Massachusetts drives, and several of these sub-

sequently joined the flying squads.

With either method, a full-time coordinator is absolutely
essential not only for the state, but for each city in which
large numbers of signatures are being collected. The coordin-
ator may also be a petitioner, but his or her first duty is
to mobilize and motivate the petitioners, find good places for
them to collect signatures every day, see that they get paid,

and cull out the "bad apples." 4
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_ The flying squad technique may be the most costly, but
it also the most workable and effective. It should be used

again in 1982 and 1984.

A final note on the concent of "overkill": A correctly-
run ballot drive will produce more signatures than the mini-
mum necessary number, primarily because the minimum necessary
number is an always will be unknown, given that no batch of
signatures will be 100% valid. So in reality, there's no
such thing as "overkill," except after the signatures are
validated and counted. It's far better to look back on a

drive and think you got far more than you needed, than to
wish you’d gotten more -- and there really is no middle ground

between the two. The Clark campaign "overkilled" in 48 gtates.
The three squeakers were Maryland, Illinois, and Louisiana.

Legal Action

. The campaign was involved in legal action affecting pres-
idential ballot status in only two states: Louisiana and West

Virginia.

The Louisiana action was not initiated by the national

campaign, but by the state Libertarians. It involved the
state's refusal to honor a provision of the election code

which permitted the campaign to file $500 in lieu of 5,000
valid signatures. The Libertarian argument won in the court
of original jurisdiction and the decision was upheld in two
higher courts. This turned out to be a real blessing for the
Clark campaign, because Louisiana was one of a tiny handful

of states where the ballot drive was not run properly and
where there was real danger of not having sufficient signatures.

The West Virginia action had to do with six or seven
particularly onerous restrictions on ballot access, the majority
of which were actually upheld by the court. However, the court
did overturn the reguirement that signatures must be collected
in each magisterial district, and only by residents within
each magisterial district. This was sufficient to allow the

Clark drive to succeed. ‘

A note on legal matters generally: It's critically im-
portant that a responsible person in each state be familiar
with the ballot access laws and be able to deal with election
officials on a businesslike basis, and it's equally important
that a representative of the national campaign be responsible
for contacting each of the state people to ensure that no |
technicality of the law has been overlooked. This function
was performed primarily by Howie Rich during the 1980 campaign.

i



Finanqes

Overall, the cost of ballot access was considerably

higher than expected before the campaign, totalling about
$ from the combined coffers of the Clark campaign and

the Libertarian National Committee. (Most of the LNC spending
was of money raised by the Clark Committee and designated

for the purpose of Libertarian Party ballot access.) A schedule
of expenses is attached, and an analysis of the costs versus

the benefits is included below.

ii

- Fault Analzsis )
Mistakes that were made in the course of the ballot accesé
effort which should be avoided in the future include: |

l. A late start in recruiting "flying squads." Early
efforts to mobilize volunteers or to hire and train paid pet-
itioners from within individual states were, by and large,
unsuccessful. Had flying squads been assembled at the start
of the campaign, considerable time and money could have been

saved.

2. Maryland. In terms of efficiency, this drive was a

disaster, with well over half the signatures ruled invalid
by the state. "Home grown" paid petitioners worked reasonably

well for the first third of the effort, and we. allowed this
method to continue even ‘though we could have substituted a
flying squad. The resulting incidence of forgery and fraud
was a costly mistake (never hire anyone from Baltimore).

- 3. Going "Independent" in Ohio and other states, instead
of "Libertarian." Some states have lower regquirements for
Independent candidates than for political parties, and we
chose the easier route in Ohio (5,000 instead of 30,000)
because it had an early filing deadline. In retrospect, we
should have gone the party route, allowing other Libertarian
candidates to run. The same is probably true in Tennessee and
possibly other states. By 1984, there should be no excuse
whatsoever for choosing "Independent" over "Libertarian." 5,6

4. Volunteer or part-time coordinators in difficult states.
Ballot drive coordinators should be paid, full-time staff _
people who are ultimately responsible to the national campaign .
The campaign's experiences with local volunteers who attempted
to run a tough ballot drive during their free time was uni-
formly bad. No matter how well-intentioned they were, the
job was too big for them, and many tended to "pad" reports of

-]13~



their progress to avoid embarrassment. There was one instance
of outright lying which, if it hadn't been detected, could
have seriously jeopardlzed the entire ballot access effort
nationally. As a rule of thumb, then: If a ballot drive is
big enough to require paid petltleners, it's big enough to

requlre a full-time coordinator.

Was EE'Worth It?

- Absolutely: Achieving ballot status in every state was
well worth the effort and expense. It built organizations in
states where only "paper parties" existed before, and that
in turn developed new activists and new contrlbutors who
would not have emerged had there been no ballot access drive.
It boosted the confidence and morale of Libertarians all over

the country, partlcularly since most of them never really
believed that it could be done.

Along with internal credibility, 50-state ballot status

built external credibility with news media and political
observers in a way that 46 or 47-state ballot access never

would have done.

- The counter-argument is that the cost of getting on the
ballot in the most difficult states would have been better

applied to some other campaign expense. This is a defensible
position if you've already failed in one state and have no
prospect of all 50; you might as well analyze whether getting
on the ballot in, say, West Virginia is all that important.
But the difference between 49 states and all 50 is far greater

than the difference between 48 and 49, for all the reasons
stated above. |

Ballot access drives in 1984 should be far less time-
consuming and expensive than they were in 1980, both in terms
of absolute dollars and as a percentage of the total effort.
Going into 1984, Libertarians should already be ballot-
qualified in 20 to 30 states, and the "learning curve" for
the others should be considerably shortened. Total nationwide
ballot status, then, should be regarded as a "given," a
political position which there is no excuse to lose.

Footnotes

1. Thanks to Richard Winger, first for inquiring into ballot
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status on Guam, and then, upon finding it was impossible,

for singlehandedly lobbying the legislature by mail into
changing the law. The Guam presidential election was

advisory only.

2. With very few exceptions, most states produced Libertarian
volunteers who were extremely valuable performing necessary
support services such as staffing the office, providing
lodging, tabulatlng signatures, satlsfylng legal procedures,
etc. The intent of this section is not to disparage their

- contributions in any way whatsoever.

3. Arkansas was a unique case in 1980. It had no ballot drive
due to an unbelievably favorable official interpretation of

an ambiguous ballot access law which allowed Libertarians

to meet in convention and nominate a slate of electors pledged
to Clark and Koch. This was a fluke and is unlikely ever to
happen again. In addition to Arkansas, there were no ballot
drives in Alabama, Hawaili, Idaho, Nevada, North Carolina, and

South Carolina since the party was already ballot-qualified
in those states, but legal procedures had to be followed

closely in all of these.

4. In the middle of the miserable Texas ballot drive which
appeared to be behind schedule for lack of petitioners, a

national field coordinator was dispatched who promptly got
rid of two particularly troublesome petitioners even though

their 51gnature production was acceptable. This helped to
solve a serious morale problem and had the effect of increasing

the signature production of those who remained.

5. In Wisconsin, Nebraska, and Oregon, the more difficult and
expensive party route was chosen. Clark received 1% in Wisconsin
and maintained party status there; a statewide Libertarian

candidate received 5% in Oregon and maintained party status
there; in Nebraska, several other Libertarians ran for office

for the first time and considerably improved what had been a
pathetlc state organization. The extra cost of qualifying the
party in these states was about $30,000, and well worth it.

6. The argument that you shouldn't bother trying to get party
ballot status until your party is strong enough to keep it

is a crock. That argument virtually guarantees that your party
will remain too small ever to get ballot status. It's much
better to get party status, lose it, and get it again than

- never to get it in the first place. The argument that party
ballot status should be avoided because it subjects the party
to state regulation is likewise a crock. It does, but so what?
So does driving a car, sending mail, or buying meat. At this
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point there are still 11 states (Arkansas, D.C., Florida,

Kentucky, Kansas, Maine, Mississippi, New Mexico, North
Dakota, South Dakota, and Vermont)which have never fielded a

Libertarian candidate for partisan office below President,
and there were 15 states which didn't do so in 1980 (the
additional four were Maryland, Minnesota, Missouri, and

Rhode Island). It should be a definite minimum goal to

have a Libertarian candidate in every state in 1982, and it's
a goal that should have been pushed more strongly in 1980.
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BALLOT ACCESS EXPENDITURES

The table below shows the expenditures for ballot access
both of the Clark campaign and the Libertarian National
Committee. These figures are national expenditures only:

states where significant money for ballot access was raised

and spent internally are marked with a *.

State CEP LNC Total
California* (85K reg.) $18,925 - $18,925
Connecticut* (21K) 4,050 - 4,050
Delaware (150 reg.) 412 - 412
Florida* (67K) 19,785 500 20,285
Georgia (108K) 37,480 10,757 48,237
Illinois* (35K) 742 - 742
Indiana (16K) 5,439 - 5,439
Kentucky (8K) 903 - 903
Maine -~ (6K) 2,995 - 2,995
Maryland -~ (140K) 15,512 50,002 65,514
Massachusetts* (72K) 27,357 - 27,357
Michigan* (27K + prim.) 19,780 13,106 32,886
Minnesota* (3K) 497 - 497
Missouri (36K) 16,581 4,063 20,644
Montana* (15K) 2,611 - 2,611
Nebraska (8K) | 457 - 457
New Hampshire (2K) 690 - 690
New York* (50K) 6,121 - 6,121
Oklahoma (6 3K) 25,276 1,100 26,376
Oregon* (56K) 1,190 3,000 4,190
Pennsylvania* (81K) 17,066 - 17,066
Texas?* (60K) 15,622 11,163 26,785
Vermont (2K) 1,000 - 1,000
Virginia (20K) 2,303 - 2,303
West Virginia (15K) 31,994 1317 33,111
Others, unallocated 22,422 - 22,422
TOTALS : .$277,794 $120,808 $398,602

Flgures in parentheses represent the number of signatures
obtained for ballot qualification in each state. Other
states are those in which less than $300 was spent from
the Clark campaign or the LNC; unallocated expenses are
for situations in which the purpose of the expenditure
affected more than one state. The approximate average cost
per signature nationwide, including all expenses and all

money raised from any source, was 50 cents. (Dollar figures
in tables were supplied by Dallas Cooley.)
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SCHEDULING

The topic of Scheduling includes not only the creation

of the candidates' schedule, but also the coordination,
including advance work, between the national campaian and
the activists in the states and cities where the candidates

are to appear.

Facts and Figures

Soomenr 2z CASESeooewesecer 00 Sy PN

The full time schedule for Ed Clark began July 1, and
for the purposes of this discussion, only the 106 day period
between July 1 and November 4 will be examined.

During this period, Ed Clark made at least one personal
appearance in 36 states plus the District of Columbia. The
14 states he missed were: Arkansas, Indiana, Kentucky,
Louisiana, Mississippi, Nebraska, New Hampshire, New Jersey,
New Mexico, North Dakota, Rhode Island, South Dakota, Vermont,
and West Virginia. (He had made campaign appearances in
Indiana, Kentucky, Louisiana, New Hampshire, and New Jersey

between his nomination and July 1.)

Of the 14 states, David Koch made campaign appearances

in Kentucky, New Hampshire, New Jersey, and Vermont after
July 1. So a member of the Libertarian national ticket failed

to visit only eight states during the course of the entire
campaign.

Koch visited a total of 27 states between the nomination
and the election, primarily in the final two months, and |

became a far more active campaigner than anyone, including
himself, ever anticipated at the time of the nomination. His

schedule was orimarily for states and cities that were not
visited by Clark, as well as those where a second visit from

Clark was justified but impossible.

| Alicia Clark also filled this role, campaigning in cities
and states under the same circumstances as Koch and concen-
trating primarily in the West and Southwest, with additional
visits to Florida, Ohio, Oklahoma, and New York. She also on
occasion accompanied her husband and maintained a separate,

parallel campaign schedule of events in the state.

Clark made three or more semarate visits in Alaska,
Arizona, California, Colorado, D.C., Illinois, Massachusetts,
Michigan, New York, and Texas; and two separate appearances
in Flordia, Georgia, Idaho, Maine, Maryland, Montana, Nevada,
Ohio, Oregon, Pennsylvania, Virginia, and Washington.
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Most of Clark's travel was by commercial airline, and
he missed only one campaign event during the entire period
due to a flight cancellation: the "Welcome Home" cdemon-
stration in Los Angeles on the evening of November 3.

Clark was accompanied by Bruce Cooley as a personal
aide in July and August, and by Cooley and David Boaz, as a
political aide, in September and October. The advance work
was done by Riki Strandfeldt starting in late August.

)

Strategy

The general theory of the Clarﬁ’schedule, as set forth
in a May memo distributed to the State Clark Chairs, was to
have Clark go wherever the most widespread media coverage
was likely to occur. This meant concentrating on large
cities and preferring one minute of TV news coverage in
Philadelphia to a front page article in King of Prusfdia.

Campaign events were divided into Priorities One, Two,
and Three, Priority One events were national media apprear-
ances, engagements which afforded likely oprnortunities for
national media coverage, and exceotionally promising fund-
raising events. Priority Two events were appearances in the
major city media, or which afforded opportunity for coverage
by statewide or major city media, or fundraisers which at-
tracted several hundred people, most of whom were not Lib-
ertarian activists. Priority Three events were those ejither

in small media markets or those which were attended primar-
1ly by Libertarian activists.,

The campaign made it clear at the outset that a low
priority event would be cancelled in favor of a higher priority
event in another state; therefore, it was suggested that all
Clark state activists should do their utmost to "upgrade"
their scheduled events from Three to Two and from Two to One
in order to prevent cancellations. In particular, it was
suggested that activists set a goal of bringing two non-
Libertarians for every Libertarian at any Libertarian event

such as cocktail parties, banquets, etc.

This general approach worked well, and most Clark
campaign appearances were in the Priority Two category, thanks
to a great deal of hard work put forth by virtually every

activist in every state Clark visited.

The Clark campaign did carry through on its intention
to substitute higher priority events for lower, and this
often resulted in massive dislocations of the tentative
schedule, While these changes were understandably upsettinqg
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to activists in the affected states, there was a minimum
of open complaint, at least directly. communicated to the

national office.

The original tentative schedule for the campaign was

developed as a basic framework, and was somewhat arbitrary.
As an example of the kind of thing that happened frequently:

A national TV show would call and say it wanted Clark if

he were going to be in New York on a given day. If the
tentative schedule showed he was not, then it was changed

to accomodate this Priority One event. If Clark was supvposed
to be in, say, Denver that day, then not only would Denver .
be cancelled, but so would the events for the next day or
two in states near Colorado -- because commercial airline

travel made it virtually impossible to put him "back on

track" quickly. By the same token events would have to be
arranged quickly in states near New York for those same

days, with the hope and promise that Clark could make up

for the days he missed in Denver and nearby states at a later
time. The whole scenario can be described as a "domino effect;"

"1t was almost impossible to change one day of the schedule
without the change affecting other days and states in one

way or the other.

Georgraphical considerations were important in all of
this, too; the campaign tried to avoid situations which

required Clark to spend a major portion of a campaign day
in the air, unless he was en route to a particularly hiagh

priority event. Therefore, west-to-east travel was a prob-
lem due to time 2zone changes, and the solution was to sched-

ule such travel either on weekends or in small increments
over several days. Obviously, if Clark was to be in one state,
it made sense to try to schedule him in nearby states, work-

ing him back and forth across the country.

A note on the philosophy of choosing large cities over
small cities: It's usually more satisfving to the candidate's
supporters to have him be Page One news in Duckburag rather
than a Page 9 story in Metropolis. The campaign's philosophy
was the reverse, and thus somewhat of a disappointment at
times to some activists. However, it's generally true that even
a Page 9 story in Metropolis will reach more peovle than
front page in Duckburg. And it's equally true that in most
states, traveling from small city to small city will take up
valuable campaign time which could be more profitably spent
at several campaign events within the city limits of Metropolis.

Local Coordination and Advance

Generally speaking,; the level of cooperation between the
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national campaign and the activists responsible for a Clark

campalign appearance was excellent. Typically, the national
office would notify the Clark State Chair of Clark's intent
to be in that state, and the Chair would delegate approoriate

responsibility to volunteer activists to be in charge of
various aspects of the day's events. As the date drew near,

the national office would notify the state coordinator of
the times of Clark's arrival and departure, and monitor the

schedule as proposed by the state coordinator. The monitor-
ing process became more and more frequent as the date drew
nearer until, usually four or five days before the date,

there was a firm,'written, moment-by-moment schedule known

to both state andjnational, including the time, address,
and person responkible for each event. Having such a detailed

schedule was an absolute necessity for a variety of reasorns,
perhaps the most important of which was that national news

media frequently called looking for events to cover.

To the extent it was possible, the advance work which
was done was a real plus to the campaign. The Clark advance
person typically arrived one to three days ahead of the

candidate and concentrated her efforts on any event(s)
which required drawing a sizeable crowd of non-Libertarians,

as well as acting as a catalyst for local Libertarians who
may have needed a psychological boost in order to bring

Clark's day off successfully.

High Points

The campaign discovered during the first part of
September that rallies for Clark on college campuses usually
worked quite well. Given proper advance work and heavy pro-
motion, campus rallies attracted from 150 to 750 people and
were usually the focus of any local or national TV coverage.
Crowds were usually receptive and enthusiastic, and Clark's
schedule included an average of one campus appearance per
day, with two or even three such appearances per day on

occasion. |

The campaign also discovered that it was possible to
attract sizeable crowds from the general public at a "meet
the candidate" type event. Success in these events required
sufficient advance notice (two weeks minimum), heavy pro-
motion through advertising, and the willingness of indiv-
idual Libertarians to not only brinag themselves but also
two or three of their friends, neighbors, or associates.
Particularly successful events occurred in Denver, Houston,
and Portland, Oregon -- all with turnouts in the 400 to 700

range -- and many cities drew in the 200 range.
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Fault Analzsis

There were consistent problems with scheduling through-

out the campaign which resulted in a degree of ill will
between the national campaign and local activists. In the
future national campaigns should take the following steps

to minimize these problems:

l. Assign one individual on the national staff to be
responsible for a particular day and state, and don't allow

other national people to become involved except in emer-
gencies. To the extent this rule was not followed during

- the Clark campaign, the (too many cooks" syndrome snagged
communications between the states and national.

2. Don't promise or guarantee anything until you're
absolutely sure you can deliver, and even then leave yourself

an escape hatch. Murphy's Law applies in spades to sched-
uling. The natural tendency was to assure the local coord-
inator, "Don't worry, we'll get him there;" but you're a
liar if things don't work out, for any reason at all.

3. Never assume anything. Always go over the schedule
down to the minutest detail, and if the details aren't

available, prepare for disaster.

4. Find a way to give as much advance notice as pos-
sible while still getting your local people to agree that
all this hard work they're putting into the day could get
blown away -at the last minute. Here again, the natural ten-
dency was to hold off notifying people that Clark might be
coming until you were reasonably sure he was coming. A
better way would have been to notify them early of a 20%
chance of a Clark appearance, and enlist their support and
understanding for an all-out effort despite long odds.

Conclusions

Just as the scheduling philosophy of the Libertarian
presidential campaign changed form 1976 to 1980, so is the
philosophy likely to by modified between 1980 and 1984.
Increased opportunities for media coverage and the likli-
hood of higher vote totals and greater overall impact will
probably suggest that the 1984 candidate be scheduled more
selectively than in 1980, with more emphasis on those states
where other Libertarian candidates might get elected, or
where the presidential candidate could get a double-digit
percentage of the vote. More attention should be given to
organizing public events; this in turn will require much

more advance work.
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The 1980 scheduling, both in wrinciple and in practice,
appears to have been in most cases appropriate for the 1980

campaign. Regardless of what is appropriate for future
national campaigns, whoever is responsible for scheduling

should be not only suited for a tremendous amount of detail
work, but also should have highly developed interpersonal

communication skills.




FUNDRAISING

The two sides of the Clark campaign financial picture =--

raising money and speiding it -- will be discussed in two
separate sections. On the fundraising side, the Clark for

President Committee took in a total of $3,480,000.00,
including money raised by Clark for President organizations

in individual states, of which $2,086,000.00 was contributed
by David Koch, and $1,394,000.00 came from other Clark

supporters.

These amounts don't give a complete picture of funds
raised, for in addition to money raised directly by the
Clark Committee, an additional $175,000.00 was raised by
members of the campaign committee which was contributed or
loaned to the Libertarian National Committee. Added together,

the total of funds raised by the campaign comes to $3,652,000.00
of which 57% came from David Koch.

Not counting the Koch contribution, the remaining
total thoroughly dwarfs any other amount raised by any
other Libertarian campaign. The national contributor base

tripled, from about 7,500 to over 22,000.

Neveretheless, the fundraising aspect of the Clark
campaign was undoubtedly its weakest link, at least until
the last two months of the campaign. Three individuals, hired
to be key people in fundraising, left the campaign on a
less-than-friendly basis before Election Day. Certain fund-
raising projects were either ill-conceived or ill-executed,
or both. Many solid opportunities to raise significant funds
were missed, partially or entirely. The blame for these
errors and lapses probably belongs equally to those directly -
involved in the fundraising and those responsible for hiring
and supervising them. It serves no useful purpose to detail
the problems of the individuals involved; it should be far
more constructive to outline what worked and what didn't

work, and to make recommendations and suggestions for the
future on the basis of our experience.

Fundraising Structure

The original concept for the Clark national fundraising
structure was to develop a network of finance chairs in each
state who would, in turn, be part of the National Finance.
Committee under a chairman, a Finance Director, and regional
chairs. It was the task of the Finance Director to set up
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this structure and to assure smooth coordination between
finance chairs in the states and other key Clark for Pres-

ident activists. The ultimate goal was to recruit and moti-
vate individuals whose primary responsibility in the cam-
paign was to raise money and to develop opportunities for

raising money.

This structure did develop, at least on paper. There
was an acting Finance Chair nationally, a Finance Director,

regional chairs, and chairs for most states. Each region was
assigned a goal or quota of dollars to be raised. Each
state and rYegional chair agreed, at least in theory, to be
responsible for raising these amounts. Two major meetings

of the Findnce Committee took place in early summer.

While the concept of the structure appeared to be
sound, few of its goals were achieved. Many of the state
and regional chairs were new to Libertarian political acti-
vity and knew hardly any activists in their states. Often,
state Clark chairs weré not notified of the purpose or

even of the existence of the parallel Finance structure.
Relatively few of the chairs made attempts to raise money

on their own initiative, and they were given insufficient
direction from the national campaign, although some did

participate in the implementation of "Alternative '80." In
short, the existence of the Finance Committee structure did

little by itself to affect the amount of money which ulti-
mately was raised.

Direct Mail

The campaign's direct mail efforts did work, at least

those which were directed primarily or exclusively to the
known pool of Libertarian contributors (the direct mail
aspect of fundraising was never the responsibility of the
Fundraising Department or the Finance Committee). A total
of eight such direct mail packages were conceived and sent
between September, 1979 and October, 1980, costing an
estimated $50,000 and raising about $285,000. For most of
these packages, lists of names included Libertarian Review
and/or Reason subscribers, with other lists sometimes in-

cluded on a "test" basis.

Another direct mail package, sent to registered Calif-
ornia Libertarians, had mixed results, raising almost $9,000 -
on a cost of $11,000 and having the additional benefit of
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identifying serious Libertarians from this mammoth list and
educating the remainder to some degree as to what the party
and the campaign were really all about.

One package was a complete bomb, financially: that sent
to a variety of lists of registered Independent voters. This
package was sent out prior to the start of the Clark TV ads,
and one could make the case that Clark's total lack of name
recognition at that time was the major contributing factor

in the failure of that package.
|

Unsolicited Contributions | J

By definition, any contribution which came in unsolici-
ted, or at no attributable cost, was a success, and the cam-
paign received many more of these than expected. They came in
from coupons from brochures and in newsletters, and sometimes
totally out of the blue. The total money obtained from no /
identifiable source came. to $74,400, while the total from
coupons in books, brochures, and newsletters added another °

$127,800. |

House Parties/TV Parties

For the most part, all attempts by individual Liber-
tarians to invite their friends, neighbors, and associates
to their homes and thereby raise significant contributions

were unsuccessful. A national "TV Party" program, in which
Libertarians were encouraged to invite others over to watch

Clark TV ads, learn more about the campaign, and contribute
money, was abandoned. Relatively few Libertarians sponsored
such parties, and those who did were uncomfortable asking

for money. Perhaps this program could have worked with very
tight direction from the national campaign.

Fdrmal Fundraising Events

Fundraising events with Clark or Koch present, such as
banquets, cocktail parties, or dinner parties, were a qualified
success on the whole, with some being quite profitable and
others resulting in total disaster.

Factors affecting the success of such events include:
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l. The cooperation of local Libertarians. On some
occasions, local activists refused even to try to raise
money because "all these people are already tapped out."

2. The person making the "pitch." An inexperienced

or ineffective pitch person -- the one making the actual
request for funds -- usually meant that an urgent need for

contributions wasn't conveyed properly.

3. The physical nature of the event itself. People
milling around at a large outdoor cocktail party were more

difficult to pitch than people sitting at a banquet.

4. The mechanical procedures followed at the.Lvent.

Pledge cards accessible, people to collect the cards, the
timing of the pitch -- poor execution cf any of these would

affect the success of the fundraising.

The campaign's experience at trying to raise funds at
these events -- which are really the backbone of personal -
fundraising -- lead to some of the following guidelines n

for the future:

l. Any group of Libertarians and their friends is a

good prospect for fundraising. The "tapped out already"
argument is simply false; sure, some of the people might be

tapped out, but the majority in any group of 40-or-so or
more are not.

2. Whoever makes the pitch must know exactly what he
or she is doing. He should have a mental "script," give a
specific reason to contribute, suggest a specific amount,
ask directly for the money with no qualifiers, and coor-
‘dinate the pitch with the people who are handing out and
collecting the pledge cards. It's worth "importing" an
experienced pitch person to a large fundraising event just

- for this purpose.

3. People in attendance should know ahead of time that

the event will include fundraising. It's perfectly acceptable
for the invitation to include the words "fundraising” on it.

4. Each event, banquet or party should have a formal
program during which people should be expected to stop talking
among themselves and pay attention. The fundraising pitch

must be part of this program.
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5. Contribution or pledge cards should be physically

handed to each attendee in the case of a cocktail party,
and should be distributed at the tables for everyone in the

case of a banquet. After the pitch, two or three people
should walk around and collect the cards and checks. They

should go from person to person, group to group, or table
to table in expectation of collecting, rather than wait for
people to fill their cards out and write their checks. It's

perfectly OK for the collector to ask something like, "Are
there any contributions ready at this table?" or "Is anyone

here ready to give me a pledge card?"

6. Reading off names and pledges is optional, and works
best for a small, enthusiastic group. However, it's extremely

important that the first public pledge or contribution be
"set up" beforehand, since it will determine the level of

all subsequent pledges. If the first pledge is for ten

dollars, all the other pledges will be small; if it's for
100, most of the others will be in that range instead. (If

the first pledge is for $1,000, though, the others will
probably be small. People figure that "some rich guy who
could afford it got us off the hook.")

Alternative '80

A separate section of this report is given to this
event. It undoubtedly could have raised more money had its
sole objective been to raise money. As it was, the execution
of the fundraising portion of the program was quite success-
ful, with most locations reaching or surpassing the goals
which had been set for them. Each location had a designated

fundraiser who was coached ahead of time, given a goal of
$20 per attendee to raise, and given a prepared script and
format. The total amount of money raised in pledges and

contributions was $145,000.

The Clark TV ads had a toll-free "800" number promin-

ently displayed; the number reached a professional phone
bank of operators trained to ask for pledges and handle
other requests (the company was Avis -- a subsidiary of the
rent-a-car company, based in Tulsa, Oklahoma. It would have
been literally impossible to duplicate such a phone bank
using Libertarian volunteers, for reasons of cost). Over
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80 .per cent of the phone calls taken were requests for

further information; the remainder pledged sollar amounts,
and a few made immediate contributions via their MasterCards.

The total amount pledged from TV ads came to over $350,000,
but collecting the pledges was very difficult, and only

about $43,000 ever came in.

The reasons for this dropoff are unclear. Initially,
Pledgers received a Western Union mailgram within 24 hours
which thanked them for their pledge and asked them to return
the contribution in an enclosed envelope. The poor response
to this -- which, according to professionals in this field
is the best possible device to use -- made it necessary to
abandon the practice because of the cost. Subsequently, the
campaign used a thanks/reminder letter mailed first class,
which did no better than the mailgram but which cost con-

siderably less.

Certainly, a significant percentage of the phone pledges
came from cranks and pranksters; one could usually guess
that a pledge for $650,000 wasn't entirely serious, for
example. But one can only guess about the large number of
people who made presumably serious pledges but failed to
fulfill them. Many undoubtedly pledged in the excitement
of the moment and had second thoughts the next day, or when
their husbands/wives/parents/children/legal guardians saw
the mailgram and questioned why they were giving money to

some candidate they never heard of.

TeleEhone Solicitation - Professional

As an experiment, a portion of the contributor list was
given to a professional fundraising outfit for the purpose
of determining if significant money could be raised in this
way. The Finance Director at the time reported that the
ratio of cost to pledges was gquite favorable, and the entire
contributor list was given to the firm (there is no chance
that these names will be used by this firm for any other
purpose). Each week, the Finance Director obtained the
results of the calling, but failed to tell others that the
ratio was falling precipitously, and that the ratio between
pledges and actual collections wasn't very good, either.
When the problems were finally identified, the program was
abandoned, having cost at least as much as what had been
raised by it. The most serious flaw with the program was
that the telephone solicitors were often brusque, impersonal,
or misinformed, and did not inspire Libertarians to contribute.
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TeleEhone Solicitation - Volunteer

When executed correctly;'attempts to raise money by

Libertarians, from Libertarians, were quite successful,
particularly as a direct follow-up to an effective direct
mail package. Under the direction of Leslie Key, Bob
Bosland, and others, a permanent "bank" of fundraisers
called Clark contributors each night for the final six
weeks of the campaign, and the results were quite good.

An earlier such attempt, in March and April, had
failed due to insufficient organization, motivation, and
control. All phoning had been done by}individual Libertarian
volunteers in various states -- nothing wrong with this
particular structure, but the phoners themselves had not
been given adequate preparation, direction, or follow-up, -
and some cases were not even asked directly to do the
phoning. (It's not entirely fair to compare a spring fund-
raiser with a late fall fundraiser: people are usually "far
more motivated to contribute money during the last few weeks
Oof a campaign than six months before Election Day.) |

The success of any volunteer telephone fundraising
operation is directly related to the attitude of the indiv-
iduals involved. If all participants are enthused, motivated,
and goal-oriented, the results will be good. There really is
no upper limit on the number of phoners, respondents, or
dollars available right now to Libertarian organizations:
virtually anyone can be a successful fundraiser if given the

proper equipment and direction.

Telephone Solicitation - Conference Calls

Fundraising from small groups of individuals connected
by a telephone conference call was moderately successful. The
concept sprang from several conference calls made in early
spring between the national campaign and key activists in
states which were considered "impossible" for ballot access.
We discovered that between $1000 and $2000 would be pledged
from among eight or ten people if the motivation to give
was sufficiently strong. A few months later, a formal program
was instituted whereby an individual from the national cam-
paign worked full-time to arrange such calls. Typically,
eight to twelve known contributors, usually from one state,
would be recruited by phone to participate in a conference call

~set for a particular date and time. At the proper time, the
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conference operator would put all the participants on the
line: the recruits, a "moderator" from the state who would
introduce the participants to each other, the pitch person
from national, and either Ed Clark or David Koch. The
inclusion of the candidate served as the inducement for

prospective contributors to participate in the call; the
candidate would talk for a few minutes, answer questions,

add a personal note of enthusiasm, and then ring off,
leaving the pitch person to make the pitch and ask each |
participant individually, in the full hearing of the others,
to make a substantial pledge. The "peer pressure" effect
often worked wonders: comparatively few refused to make

any contribution at all, and most pledges were in the $100
to $200 range. The most successful conference call raised
about $2,600; the worst raised $200 or so, or barely enough
to cover the cost of the call; most were in the $1000 to

$1,600 range.

-

The conference call concept.is basically sound, 1if
used selectively. As with other personal fundraising efforts,

the pitch person had to know exactly what he or she was

doing and be "strong" enough to ask each participant directly
for a substantial contribution with no qualifiers or soften-
ing of the pitch. In addition, the pitch person had to be
able to control the call, keeping all the participants on
course, watching the length, and courteously heading off

the occasional unconstructive participant.

National/State Relations

The provisions of the Federal Election Campaign Act
gave the national campaign very few options in working out
financial arrangements with Clark organizations in the states.
We could either, as the principal campaign committee, author-
jze formal Affiliate Committees, each of which would have had
its own Chair and Treasurer and the responsibility for com-
plying with the FECA requirements; or we could open individual
bank accounts in states and cities which were effectively
branch accounts of the principal committee account. In the
latter case, the only reporting requirement was internal,
between whoever was responsible for the account and the
national campaign, and all FEC-related paperwork was the
responsibility of the national campaign. We chose the latter
approach. It was a record-keeping nightmare, since many of
the state organizations were neither accurate nor timely in
reporting receipts and expenditures to us; but it made it
much easier for the state organizations since they were in
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no way legally responsible to the FEC. In this situation,
the state organization had complete freedom to raise money
for deposit into the branch account, and to spend 1it, soO
long as all of the transactions were reported to national.

The only other requirement imposed on state organiza-
‘tions by national was a fund-sharing arrangement from money

raised at formal campaign events. If Ed Clark were present
at the event, the state was to forward two-thirds of the

net take to national; if he were not present, the split
was fifty-fifty of the net. -

The level of cooperation between the national campaign

and the state organizations ranged from excellent to abys-

mal, with all gradations in between. This had to to both

with attitudes and ability, and it worked both ways, for

the national campaign was at times guilty of ignoring or
forgetting a reimbursement that was due a state organization,
just as state organizations would neglect to forward national's

portion of the receipts from their events.

The best and most cooperative relationships occurred
with state organizations which were aggressively pursuing
their own Clark-related fundraising and which had appointed
experienced individuals to handle the accounting and make
the necessary reports to national on time. These organiza-
tions tended to have sufficient funds on their own, and thus
didn't begrudge national its share; the individual in charge

would make an accurate accounting, keep the state share,
and forward the national share. Less aggressive or experienced

organizations tended not to have much money to begin with,
would make little or no accounting of funds raised, send all
the proceeds to national, and then be on the phone within

24 hours asking where their reimbursements were.

For the future, the same basic structure should be kept

(assuming no favorable change in FEC rules), but with more
care and effort made to explain the system, suggest efficient

ways to follow it, and demand more accurate and timely
compliance.

Conclusions

Despite many of the flaws of the campaign's fundraising
operation, it's perhaps worth repeating that the campaign
raised money from individual contributors on a scale which

had never been approached before, and tripled the ool of
active contributors. It's also worth noting that the $1000
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contribution limitation imposed by the FECA was a real
deterrent to fundraising. Many individuals expressed
thelr willingness to give "to the limit," and would have

felt the same way regardless of what the limit was.
For the future, a few more points may be useful:

1. There is no substitute in fundraising for direct
personal requests for specific amounts of money. Any scheme

concocted to avoid this key ingredient will fail.

2. Direct mail is enhanced enormously by telephone
follow-up. J

3. It takes a long time, if ever, to reach the hypo-
thetical "saturation point" of your known contributor base
-- that is, the point at which they won't contribute any
more. Frequently, individuals are heard to say that they've
already given all they can give, 'and that's undoubtedly
so for those individuals, but the common mistake is to
extrapolate a conclusion for fifty or a hundred or several
thousand individuals based on what you knodw to be true. of
one or two. Fundraising is a numbers game; a certain per-
centage of those you ask will contribute, so the key is to

ask as many people as possible, repeatedly.

4. Solicitation of Libertarians by non-Libertarians
isn't very effective.

5. Pledges -- as opposed to outright contributions --
tend to create problems. They should be confined +o banquets,
parties, and telephone solicitation, and followed immediately
by collection letters. They should not be included as an
option in direct mail solicitations, except in the case of
specific monthly pledges over a fixed period of time.

6. All potential large contributors should be made aware
not only of the federal contribution limitation, but of
the fact that the national committee of a political party
may make expenditures on behalf of its presidential candidate,
and that individuals may contribute up to $20,000 per year
to said national committee.
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EXPENDITURES

The main purpose of this section is to provide a

breakdown of campaign spending by general categories, and
a schedule of this is included. There is no "Fault Analysis"

or extensive self-criticism in this section, not because
there were no faults or there wasn't anything to criticize,
but because the spending decisions were completely within
the context of this particular campaign and are unlikely

to be useful as guidelines for the future. By 1984, spending

priorities should be very different; ballot access should be £
much cheaper, media advertising should be much more expen- k
sive, and the whole scale of the campaign should be much )

greater.

Virtually every spending decision of the 1980 campaign
could be subjected to criticism in hindsight. "Did you have
to pay so-an-so that much?" "why didn't you buy used furni-
ture instead of those new bookshelves?" and on and on. The
point 1s that any substantive criticisms should be directed

at the underlying premises of the spending decisions -- e.q.,

e L L
the decision to pursue 50 state ballot status -- rather than
at the expenditures themselves.

It should be noted that the picture of campaign spending

would be incomplete without considering approximately
$80,000 spent by the Libertarian National Committee on

behalf of the Clark campaign, not counting ballot drives.

Intangibles and Undefineables

Analyzing campaign expenditures on a piece of paper goes
only so far. One can see that a TV ad cost $25,000, or that
it cost $30,000 to get on the ballot in a state, or that it
cost $5,000 to raise another $20,000. But what else, if
anything, did all that spending buy aside from the items on
the list? Some of these "Intangibles and Undefineables" can

be quantified to some extent, while others can only be ex-
pressed 1n terms of future opportunities.

Here are some of the "other things" the Clark campaign
spent money on which don't show up on a list:

l. Ballot status for other Libertariah candidates besides
Clark and Koch. Nearly half of the 500-plus Libertarian
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candidates in 1980 qualified for the ballot as a result of
Clark ballot drive efforts. The campaign spent about $25,000

in California to finish the registration drive there after

all other sources of funds had apparently dried up with a
month remaining in the drive. This helped to allow over 100

California Libertarian candidates to run for office, and
it helped to virtually guarantee permanent ballot status for

the party in California. worth about $100,000 in ballot
drive expenses in 1982 alone. Other states where Libertarian

candidates could run as a direct result of Clark campaign
spending include Connecticut, Delaware, Michigan, Nebraska,

New York, Oklahoma, Oregon, Pennsylvania, Texas, and West
Virginia -- representing at least another $150,000 worth of

ballot status.

In some cases, notably Oregon, the Clark campaian could
choose either to qualify Clark alone via a relatively easy
ballot access method, or the entire party via a relatively
more difficult route. By choosing the party route in Oregon,
the combined Clark-Oregon LP effort spent at least $20,000
more than necessary to qualify Clark alone...but the result
was automatic ballot status for the party in 1982, thanks to
the fine showing of one of its statewide candidates. |

All of this is not to say that wonderful things wouldn't

have happened had it not been for the Clark campaign --
although this is clearly the case in several states. Rather,
it is meant to reinforce the point that Clark campaign spend-
ing had beneficial effects on state and national party growth

which are difficult to measure in dollars but are quite real

nonetheless.

2. An expanded contributor and membership base, both
nationally and in the states. The national contributor base
tripled as a result of Clark campaign outreach and dundraising
efforts, and an estimated 30,000 names of serious inquiries
were added as well. Inquiries aside, the 15,000 recent con-
tributors probably represent an additional $100,000 income to
the Libertarian National Committee in 1981 alone, based on
past fundraising experience. (This calculation is based on
six mailings at a 5% response each at an average of $25 per

response: 6(15,000 x .05 x $25) = $112,500.)

Also, renting the list of contributors and inquiries
could produce another $30,000 for the LNC in 1981 (12 rentals

x. 20,000 names x $50/1,000 names $30,000).

3. Research and information. The White Papers, position
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papers, and issue briefings put out by the Clark campaign --
all of which remain available to the party at large -- rep-
resent an enormous improvement in the amount of specific
issue analysis available to Libertarians. The present and
future value of these documents and the work required to
produce them is not subject to calculation.

4. A New Beginning. The Clark book is arguably the best
single presentation of Libertarian thinking on major issues
produced for the general public, and it should continue to
have beneficial effects for at least the next three years 1if
reprinted and revised slightly. Here again, the "market value"
of the reserach and writing which went into this book is not

subject to calculation.

The Campaign Debt

The Clark for President Committee finished the campaign
owing approximately $150,000. ‘The Libertarian National Committee
had campaign-related debts of $68,000, all to individuals
who made loans for the purpose of completing critical party

ballot drives.

- For purposes of comparison, the 1976 MacBride Campaign
left debts of about $50,000, over 10% of the campaign budget,
with a contributor base of about 4,000 names. The California

MacBride for President Committee, a separate entity, had its
own debt of nearly $30,000, with a contributor base of about

1,000 names. The 1978 Clark for Governor campaign left a debt

of about $100,000, with maybe 1,500 contributors. None of

these debts presently remain. The 1980 campaign of John Anderson
had debts of over $5 million, or 40% of his budget, but with

4 million offset by federal subsidies.

The campaign debt should be considered a liability in
more than just accounting terms. Ideally, a campaign should
accomplish everything it wants and needs to accomplish and
wind up with zero debt. Less than ideally, the campaign should
accomplish everything it wants and needs to, and wind up with
as little debt as possible and no more than is manageable. But
the controlling premise here is that the campaign should accom-
plish what it wants and needs to accomplish. If available
money can be used more constructively for purposes other than
paying bills before the campaign ends, that's how the money
should be used. In other words, if the positive effects of
spending the money outweigh the negative effects of having a
debt, then there should be a debt. |
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Admittedly, such judgments are those of the persons
responsible, and thus are subjective. Several weeks before
Election Day, the likely amount and probable effects of the
Clark campaign debt were known to and discussed by those
responsible for it, who chose to spend available money for
purposes other than paying bills. These purposes included
paying salaries and ongoing office expenses (postage, eguip-
ment rental, telephones), buying national network television
and radio advertising, a quarter page ad in the Wall Street
Journal, and spot advertising in selected target areas of

the country.
I

We will forego any elaborate defenses of the debt
itself, but we want to stress that the most important f%ctor
to consider in analyzing the debt if the nature of the 'debt,
because the nature of the debt affects its manageability.

' If the entire debt is owed to a loan shark who will put you
in cement in ten days if it isn't paid, that's one thing;
but i1f the debt can be reduced gradually over a period of
time by mutual agreement of the parties involved, that's
something else entirely. The overwhelming majority of the
Clark campaign falls much closer to the second scenario than

to the first.

A discussion of the management of the campaign debt is
contained in a separate paper. As a concluding statement for
this section of the campaign report, we want to reiterate
that the fact of the debt is a result of a conscious decision,
that we consider the present debt level to be quite manage-
able, and that it is the intention of the persons responsible

for it to participate actively in its early retirement.
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ALTERNATIVE '80.

| Perhaps the most ambitious project undertaken in the
campaign was "Alternative '80! The National Clark for
President Telethon." The reasons for holding this event

were as follows:

l. We wanted to create a major media event following
the major party nominating conventions which would remind
people that the Libertarian campaign was still around and
was a significant factor in the election. |

""r
|

) 2. We hoped to raise a significant sum of money for
the campalgn.

3. We wanted an .event which would prove that the
campalgn*was not being run "with mirrors" -- that there
were thousands of people at the grassroots level who were
supporting the Libertarian presidential effort.

~ 4. We wanted to provide a substitute for a Libertarian
National Convention, since 1980 was the first year in the
party's history that no national convention had been planned.

5. We wanted to provide an opportunity for the state
and local Libertarian organizations to get together and
attract new people; as well as providing the opportunity to

organize effectively for the event itself.

6. We hoped to produce a program of half and hour to
an hour which could be aired on a national network and would
further act to separate Libertarians from the traditional
third party mold. At minimum, we hoped to get considerable
film footage for use in future television commercials.

We consider "Alternative '80!" to have been a qualified
success. Qualified because of technical problems, problems
in the 1mplementat10n of the initial planning, and less than
we had hoped for in terms of media coverage and money: a
success because 1t did in fact bring together an estimated
7,500 people to one event, generated new enthusiasm and new
contributors, and set us further apart from traditional small
party efforts. The producers of the event were Ed Crane and
Andrea Rich, neither of whom had tackled a project of this

nature and magnitude before.
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Problems and Accomplishments

We will set forth briefly some of the problems encoun-
tered in bringing off "Alternative '80'", along with the
ways in which they were completely or partially solved. To
begin with, the intended Master of Ceremonies for the event -
was to have been Orson Bean, who because of a conflict was
forced to cancel only two weeks before the date of the event.
Fortunately, syndicated columnist Nicholas von Hoffman and
IV star ("Eight is Enough") Joan Prather teamed up as co-
hosts at the last minute and did a splendid job. The tele-
vision production itself was done by Mobile Video of Wash-
ington, D.C., who managed to do a fine job under what were

~sometimegs very trying circumstances.

The campaign made every effort to get major media
coverage of the event. All three Los Angeles network tele-
vision affiliate stations attended and reported the event,
but the national networks-declined to use the footage.

The major problem affecting both the overall turnout
and the amount of funds raised was an unexpected shortfall
in the number of individual locations in various states.
The individual initially responsible for lining up locations,
mostly meeting rooms in hotels with cable television hookup
facilities, had assured the campaign that the number of loca-
tions would be well over 100, The accurate number of con-
firmed locations was actually 22. The efforts of a number
of national staff members, in particular Kent Guida, raised
this total back up to 52 in the two weeks immediately before

the date of the event. Had there truly been 100 locations,
the amount of money raised could have increased by fifty to

one hundred per cent.

The main event itself, at the ballroom of the Century

Plaza Hotel in Los Angeles, was quite successful. Nearlv
1,000 people paid to attend, and the stage set and decora-
tions were attractive and professional. For the most part,
the entertainment was good, and the interviews with various
Libertarian luminaries provided an intersting counterpoint.

Financially, the event experienced a net loss on the
balance sheet, mitigated considerably by the fact that the
Libertarian Vice Presidential candidate had decided before-

hand to underwrite the cost of the event. Thus, there was
no "loss" in the sense of having committed funds to Alter-

native '80! which were available for use elsewhere, and the
event would not have taken place had not the cost been

underwritten.
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A "bare bones" balance sheet is as follows:

Costs: Revenues:

Production....$122,000 L.A. event...$40,000
Local events....33,800 Local events..90,000
% hour tape......6,000 % hour tape...15,000

$E1_§0'0’ - $145,000

The net loss, then, was about $16,800. The half-hour
tape was an edited-down version of the event which was
shown nationally on cable TV "Superstation" and in several
local cable markets around the country, and which grossed
$15,000 in new contributions from the display of the "800"
number during the show. It should be noted as well, that
approximately half of all income from local events was re-
tained by the state Libertarian or Clark organization in
each state, by prior arrangement with the national campaign.

The program itself contained features which, in hind-
sight, were probably errors. There could have been less
"showbiz" - type entertainment and correspondingly more 1in
the way of interviews and hard information for the benefit
of the many viewers who were new to the Libertarian poli-
tical movement. For fundraising purposes, reports from each
individual location should have been broadcast earlier in
the program, with a running total of funds ralsed nationally

announced periodically.

We would expect that most of the enormous learning
curve inherent in a project such as "Alternative '80!" has
been absorbed by this first attempt, and that any future
such events would run more smoothly, cost less, and raise
more money from more people at more locations. We would
recommend a similar telethon, with appropriate modifications
in future election years, particularly in non-presidential
vears, to raise considerable money for Libertarian candidates

for federal, state, and local office. .
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THE ISSUES AND THEIR PRESENTATION

For several years, many I.ibertarians have described
their basic political position in terms of what has become
full civil

known as the "tripod:" free market economics,
entionist foreign policy. We

liberties, and a non-interv
believed that the mere repetition of the "tripod" in the
1980 presidential campaign would be a serious mistake for
a number of reasons.

"a1]1 third party candidates

First, we had to counter the

are at best borderline lunatics” perception. The ‘way to
andidate as a serjous poten-

counter it was to present the cC ]
being selective about the

tial president; and this meant
n those which were not

issues discussed and concentrating O
+ also which were salient in the

only national in scope bu

minds of the voters and which were capable of being affected
by presidential action. It also meant showing what presi-
dential action could be taken, when, and how. .

Second, we wanted to avoid the "you guys sound good
but you're terribly impractical’ problem. The way to counter-

act that was to spend considerable effort in an attempt
to out-fact and out-figure any other national candidate and

to present solid proposals relating Libertarian principles
to actual problems in what was sometimes excruciating detail.

Third, we constantly confronted the need to distinguish
Ed;Clark from the other serious candidates in terms of issues
while not omitting or downplaying any salient issue. This '
became a particular problem vis-a-vis Reagan, who was reqgularly
portrayed in the news media as a hard-core advocate of the
pure_free market. There were two ways to counter this: by
talking about Reagan's real economic record, and by emphasi-
zing Libertarian differences with him on civil liberties and

foreign policy. |

Fourth, we consistently tried to apply E4 '

of presenting Libertarian positions in Eppglitigiirzoitzgi?ry
that the presentation must be in terms which are radical .
but are not so Fa@ical that the audience no longer under:
szﬁnds or identifies yith them and thus stops listening. In
-zndeingzrdi, z§ch audience has an imaginery line of tolerance
el rzzcﬁnblng which an effective Libertarian presentation

o ut not exceed, and successive presentations
wi push that line further and further back.
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Fifth, we tried to produce written material which was
capable of being read and understood by the mythical
"average" American voter -- that is, by someone who does
not pay much attention to politics, who is not terribly
concerned with the philosophical underpinnings of candidates
and parties, and who generally reads nothing more intellec-
tually challenging than Time magazine. The result of this
attempt was the mass production and distribution of the
"Clark for President - Your Alternative in 1980" flyer. This
has been criticized, with some validity, for not being
"meaty" enough, but we believed it served its purpose, which
was to be a very basic introduction to the Libertarian pres-
idential campaign that virtually anyone could read and under-

Stand. Those who requested further information had access to
the original pre-nomination Clark brochure as well as to the
Clark book, his position papers, and the White Papers.

It's worth noting here that, for the first time, a
Libertarian brochure -- in this case, the basic Clark brochure
—= was produced and distributed in large quantities written

in the Spanish language.,

l_“-.

Overall Issue Strategz

| In keeping with the five points presented above, the
Clark campaign tried to select a handful of salient national
issues, prepare detailed analyses of them, and present them
in such a way which would distinguish Ed Clark from Reagan,
Anderson, and Carter. This meant consciously downplaying _
a number of issues which have hallowed places in the Liber-
tarian arsenal, such as victimless crime questions (although
a full position paper on Controlled Substances was released).
It's likely that Ed Clark responded to and dealt with every
single possible issue in the Libertarian Party platform
during the course of the campaign, but as a matter of em-
phasis, he led with discussions of salient national issues at
every opportunity. (For a further discussion on Clark's
choice of issues, see below on Research.)

In particular, the campaign tried to emphasize Libertarian

positions on foreign policy, since this was the area in which
Clark differed most sharply from the other three candidates.
This was the strategy behind the special TV ad which ran the
week that national draft registration began, and behind the

New York Times ad attacking Carter's State of the Union
message.
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The campaign tried to be more than "educational.” A

traditional educational campaign is run as though the can-
didate has no real desire or qualification for the office

he seeks; he just wants to say what he has to say, make his
point, hope peaple hear him, and maybe influence the policies

of another major party some day. Certainly, Clark took very
few positions which could in any way be described as "main-

stream”" or which already had the support of a majority of
Americans. But the campaign tried hard to build a perception

of the Libertarian Party as a building political organiza-
tion which will become a permanent, important part of the
American political scene, with;candidates who, if anything,

are more knowledgeable, thoughtful, and qualified to hold
of fice than their Republican O] Democratic counterparts.,

Libertarians have criticized the Clark campaian for
presenting its positions in such great detail such as in
the White Papers: "Since we know we're not going to win, it's
a mistake to lock ourselves into any partlcular program of

rolling back state power.“ Our response, glven in the in-
terest of future campaigns, is that such a criticism is 1like

saying that the Seattle Mariners can't possibly win the
pennant this year, so they shouldn't bother learning how

to hit, field, throw, and run bases. In other words, if we're
ever to be in a position to win a national election, we must

first be prepared to explain what we're going to do if we
win -- how we propose to deal with the fundamental mechanics

of the system as it exists -- and we'd better have a better
explanation than anyone else has. To proceed as though we

can wait until we win before addressing these problems is

to ensure that we'll never be in a position to win. Develop-
ing such documents as the White Papers was the route of higher
risk but also higher reward, of choosing complexity and
potential criticism rather than simplicity and safety. We
think this approach paid off handsomely in 1980 in putting
massive distance between Libertarians and other small parties
and in moving the Libertarian Party farther toward the cate-
gory of serious, viable, credible, beneficial mass political

movements.

Research

The Clark campaign was greatly benefitted by the presence
of a full-time Research Director (David Boaz) and Assistant
Research Director (Jay Hilgartner). Aside from producing
White Papers, position papers, and briefings, the reserach
staff was always available to find and analyze the appropriate
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facts and statistics for daily news releases, candidate
statements, brochures, and general useful background infor-

mation.

The final array of White Papers and position papers
evolved from a plan set forth early in the campaign to
produce four lengthy, detailed policy proposals on salient
national issues, and as many shorter pieces on other issues
as possible. The distinction among issues was drawn between
those which were of immediate concern on most or all adult
. Americans, and those which had a more limited scope.

| !
It was the task of the Research Department to identify

and recruit knowledgeable individualsg to write each document;
to monitor the progress of the writing; to edit the docu-
ments as necessary and appropriate: and to see to it that

they were typed and printed.

A wider range of position paper topics was initially
proposed than was ultimately produced. For some topics,
individuals who were qualified to write a paper declined to
do so for one reason or another,; and no suitable.substitute
could be found. In other cases, individuals agreed to write

papers but never carried through on their promises. For
these reasons, the final list of Clark position papers should

not be construed as the campaign's notion of the ten most
vital issues facing America today. On the other hand, they

did reflect an impressive range of important issues which
were treated very thoroughly, and they should serve as the
basis for Libertarian position statements in the future.

The Clark campaign released the following position
papers (primary authors indiciated in parentheses):
Inflation (Murray N. Rothbard)

Agriculture (Gary Roewe/campaign staff)

Women's Rights (Joan Kennedy Taylor)

Housing (campaign staff)

First Amendment Freedoms (Ross Levatter)
Federal Election Laws (Eric Scott Royce)
Government vs. the Automobile (Clayton Cramer)
A Nuclear Diad: The Sensible Alternative to the

MX (campaign staff)
Controlled Substances (Jeff Riggenbach)

Energy (Joe Cobb/Dom Armentano)

* ok % % % % % %

*+ *

Each White Paper was developed and researched by a
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study committee, but one individual was primarily responsible
for writing each. The White Papers are as follows:

Taxing and Spending (David Boaz)
Foreign Policy (Earl C. Ravenal)
Social Security (Peter J. Ferrara)
Education (William D. Burt)

* % * %

Fault Analysis

For future campaigns, it should be recognized that
decisions on how to present Libertarian positlons on issues
are not and can not be made in a vacuum. A campalgn is an
extremely fluid experience; personalities, issues, and per-
ceptions are constantly changing, and responses to these

changes must be immediate.

: During the campalgn period of July 1 to November 3,
Ed Clark made over one thousand different, separate verbal
presentations of his positions. The vast'majority'of these
were unrehearsed, given with no prepared text, and were

responsive rather than expository -- answering questions
rather than giving a speech. In these one thousand occasions

Clark rarely said the same thing twice.

A true fault analysis of the campaign's presentation
of the issues would fill a shelf. Select at random one of
Clark's campaign presentations, and ask the following ques-

tions:

"Did he forget to mention an important point?" "Did he
talk too long about one thing, and not long enough about

something else?" "Did he fail to get to the core of the
listeners' true concern?" "Was he too argumentative?" "Did

he fail to challenge the basic premise of the question?"
"Was he too .soft-core?" "Did he say something that wasn't

100% libertarian?" And on and on.

Chances are, the answers to most of these questions in

any given situation were "Yes" -- in someone's opinion. The
2 & 2 : m‘
point of this exercise is to show that the presentation of

issues by the candidate or in the written material of the
campaign were constantly subjected to criticism and evaluation
by members of the campaign staff, who usually disagreed among
themselves not only over the matters being criticized but also
over the degree to which the criticisms were important. With
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the exception of matters of fundamental principle, the selec-

tion of issues in a presidential campaign and the manner
of their presentation neither can be nor should be completely
predetermined and then adhered to without modification. Any
such attempt would ignore the realities of a serious national
campaign. Any such attempt during the Clark campaign would
have resulted in far fewer errors in presentation, but at
the price of sacrificing both credibility and effectiveness,

Conclusions

We believe that the Clark campaign went a long way
toward establishing the Libertarian position as distinct,
coherent, and internally consistent, as opposed to the common
pre-campaign perception that Libertarians are "extreme con-
servatives" or that our positions are plucked haphazardly
from various points along a political spectrum to form a
hodgepodge of strange beliefs. The campaign's emphasis on
foreign policy almost completely shredded the "right wing"”
cloak, while the detailed explanations of how our major
policy positions fit together made significant inroads on

the "hodgepodge" theory.

We believe that the campain's policy of being selective
on major issues, but not exclusive, was essentially the
correct one for building a national constituency of voters
‘who perceive the Libertarian Party as more than a fringe
group, more than a collection of interesting ideologues,

more than a purer version of a major party, and more than
just a vehicle of protest -- but rather as an emerging, true

political alternative.
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NEWS MEDIA

The campaign's approach to achieving serious and exten-
sive coverage by the news media was multifaceted, but there

was one overriding concern: to produce the best and most
polished campaign material, to set forth the most coherent
and persuasive specific policy proposals, to have the can-
didate be the best-briefed and prepvared...in short, to
present the image of a serious and professional movement,
willing to grapple with difficult, salient issues, in what

was perceived to be a gonstructive manner.

We felt it was imgerative to break out of the tradi-
tional third party mold. On the organizational level, attain-
ing ballot status in all 50 states and D.C. set us apart from
the many fringe and splinter parties. On the conceptual level,
producing the most in-depth and comprehensive policy analyses
and proposals also set us apart from such groups. Indeed the
goal was not to be "just as good" as the Republican or’
Democratic campaigns, with their developed infrastructure
of think tanks and research institutions, but to be better.
The clarity and seriousness of our proposals, combined with
a candor previously unknown in pre51dential campaligns, we
hoped would set the Clark campalgn well apart from those of

Reagan, Carter, or Anderson.

To a significant extent, this approach succeeded. Report-
ers and particularly political columnists from Los Angeles
to Phoenix to Chicago to Baltimore commented, in private and
in their writings, about the unique depth, clarity, and
honesty of the Clark proposals. The lengthy White Papers

especially were singled out for praise. As Washington Post
foreign policy analyst and editorial board member Stephen

Rosenfeld wrote in his column: "This is a model of the disci--
pline that ought to be demanded of all the candidates."

The campaign consciously and constantly attempted to

reach those news media which were the most influential and

the most national in scope, despite our assumption that these
media would be the most difficult to "crack." This assumption
was not groundless; they were the most difficult to induce

to cover the campaign, but enormous progress was made with

the individuals who comprise these institutions, much of which
will be evidenced in future years. We emphasized our relation-
ships with these media because they, to a disproportionate
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extent, determine what constitutes important news to the

vast majority of Americans, to a far greater degree than

any localized media. The reactions and responses of the in-
dividuals working in these media were as varied and diverse
as those of individuals anywhere, ranging from open hostility

to equally open friendliness and even support.

Reacﬁipg the Media

The spearhead of our effort was the "media kit" prepared
by the Communications Department, designed to clearly dis-
tinguish the Clark campaign from that of a traditional}third
party. Packaged in a two-color folder, the centerpiece of

the kit was a 24-page "Media Fact Sheet" which provided bio-
graphical information about Ed Clark and David Koch, a. history
of the Libertarian Party, an overview of the campaign's
focus and strateqy, and a discussion of such matters as
ballot status and campaign financing (subjects generally un-
familiar to the media). Also included were Clark's major
campaign statements (later replaced by position papers), re-
prints of favorable articles and columns about the campaign,

a copy of A New Beginning, and a selection of campaign liter-
ature. - |

The kit was generally well received and orompted favor-
able reaction. (Martin Anderson, Reagan's chief domestic
advisor, said it was the best he'd seen in this campaign or
any other). Of course, merely providing these materials was
of little consequence without a constant coordinated effort

to place them in the right hands at the right time.

Distribution and promotion of the White Papers, position
papers, statements, and news releases were handled in four

modes:

First, the release of the document was coordinated with

the Scheduling Department for maximum effect. Advance copies
were distributed to selected journalists along with notice of
the event, if any, at which the document was to be released.
On the day of release, copies of the document along with a
covering news release were delivered to 145 journalists and

media outlets in Washington, D.C. and New York City.

Second, copies of the document and the covering news
release were mailed to a list of prominent political corres-
pondents and other journalists who had shown some special in-
terest in the Clark campaign. The list, compiled from news
conferences, clippings, and individual requests, grew during

the course of the campaign to over 800.
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' Third, copies were sent to the news desks of approx-
ilmately 600 daily newspapers and hundreds of special interest
publications as appropriate; for example, the position paper
On Energy was sent to several dozen energy magazines, news-

letters, and energy correspondents.

| Fourth, copies were sent to newly-acquired names of
journalists or provided upon special request. |

Daily news releases were distributed via a network of
65 local media coordinators who called in to an "800" tele-
phone number located at campaign headquarters. Upon reaching ‘!
the number, coordinators heard a pre-recorded news release )
which they then copied onto news release stationery and .
distributed to their local news media. The program of daily
news releases was in place for the last six months of the
campaign. Responsibility for the writing of the releases was
divided among several members of the campaign staff.

The Print Media

‘The key to reaching the daily print media is the wire
services -- Associated Press and United Press International --

and the campaign took steps early to establish a daily work-
ing relationship with these services. Interestingly, the

response of the two services was quite different. UPI gener-
ated articles from our releases almost daily, and was fair-
minded and showed an intent to understand the Libertarian
viewpoint. Fewer AP articles were generated, and these tended

to take almost an adversary attitude.

Of the many stories which did go out over the wires,

comparatively few were eventually printed in more than several
dozen newspapers at one time, with a few dailies using wire

service material about Clark on almost a daily basis. Why did
so many of the stories so diligently planted and cultivated

in Washington, and which did hit the wires, fail to get wide-
spread attention? Our conclusion, after discussions with
editors, reporters, and "media watchers," is that most local
newspapers take their cue about "what's news" from the three
commercial television networks, which had carried no more t@an
about 60 seconds of hard news about Clark after his nomination.

Local newspaper coverage of Clark visits to their areas
generally ranged from good to excellent, depending upon Fhe
relationship of the local media coordinator with the media.
Clark's meetings with editorial boards of local dailies was
highly beneficial, with ramifications which will extend far

beyond the 1980 campaign.
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Many national, regional, and special interest publica-
tions ran feature articles on the Clark campaign and the
Libertarian Party, usually as a result of long efforts to
interest the editors in such a story, instigated several
months before the story was ever published. Editorial meet-

ings were set up with such magazines as Business Week,
Newsweek, Fortune, Dun's Review, and U.S. News and World

Report, in .addition to meetings with correspondents from
other publications, and formal news gatherings such as the

weekly breakfast meeting sponsored by Godfrey Sperling of
the Christian Science Monitor. |

!
Thenational news magazines presented the greatest

obstaclef to the Clark campaign in reaching the print media.
Clark received no .mention in Time, and one story each in
Newsweek and U.S. News, with the latter story being far more
evenhanded and in-depth than the tongue-in-cheek approach
taken by the Newsweek reporter. (Significantly, Clark had

been afforded an opportunity to meet with top writers of
U.S. News before its story was published.) We believe that

Time and Newsweek tended to be unique among all media in
their resistance to Libertarian ideas generally; the Commun-
ications Department stayed in constant communication with
their editors in Washington and New York, to little avail.

Prominent columnists and "name" journalists were in
general much more favorable to the campaign. Nicholas wvon
Hoffman and Chicago Tribune columnist Jack Mabley devoted

several stories each to Clark; Tom Wicker of the New VYork
Times wrote a syndicated story which stimulated a great deal

of other coverage, including a segment on NBC Nightly News;
columns by Colman McCarthy, Julian Bond, Joseph Sobran, Nick
Thimmesch, and many others appeared on the editorial pages
of hundreds of newspapers. Interviews with such columnists

were an important part of the Clark media effort.

Finally, efforts were made to invite reporters to

accbmpany Clark on his daily campaign travels and events.
His media entourage was nowhere near the scale even of John

Anderson, but reporters from the New York Times, Washington
Post, Los Angeles Times, Newsweek, the Gannett newspaper

chain, CBS, NBC, and others did travel with Clark at points
throughout the campaign.

The Broadcast Media

As with the print media, broadcast media coverage dif-
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fered significantly between national and local outlets.
During his visits to states and cities, Clark received
excellent broadcast coverage, sometimes virtually blanket-
ing the media, while nationally, he was all-but-ignored by
the three national commercial networks, although not by
national radio networks or other television networks.
Reasonable radio news coverage came from NBC, ABC, AP Radio,

and the Mutual Broadcast Network whenever a major Clark
statement was released.

Television coverage by NBC, ABC, and CBS national news
was very scarce, despite constant efforts of the campaign
staff. The political editors at each network were called
almost daily, and all three networks had met with Clark at

" one time or other during the course of the campaign. Clark's
traveling itinerary and notice of all major speeches and
releases of major statements were given to each network, to
the person at the highest editorial level that we could reach.
Clark received only a few mentions during network news broad-
casts, however, and most of these related to ballot status

and amounted to perhaps a total of 60 seconds.

While "hard" news coverage was virtually non-existent,
both NBC and CBS filmed and showed special feature stories
on the campaign, with the NBC stories being far more balanced
and objective than the CBS coverage. Special features such
as these, while welcome, were not equivalent to "hard” news
coverage. With the primacy and dominance of network tele-
vision news in defining what is or is not important to most

Americans, the networks, through their exclusion of the Clark

effectively defined us as non-existent. Therefore,

campaign, :
"real" reqguired

‘to counter this and show that the campaign was
paying for television time.

Considerable efforts were made to have the three TV
network Sunday interview shows - "Meet the Press," "Face the
Nation," and "Issues and Answers" -- interview Clark: the
campaign was successful with "Issues and Answers." The other
two programs began to take an interest in the campaign in
the last. two months, but told us that the Irag-Iran war nec-
essitated their focusing on foreign policy questions rather

than the presidential campaign.

| why did the Clark campaign not receive more "hard" news
coverage from the three TV networks? One of the network
correspondents who traveled with Clark and who believed that
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the campaign deserved more coverage put it this way:

"The editors are aware that the public is largely

dissatisfied with the choice of Carter and Reagan. The
appearance of John Anderson was like manna from heaven:
they could then satisfy their perceived obligation to

cover the alternatives by lavishing their attention on

John Anderson. Human nature being what it is, people --
even hardworking editors =-- tend to supply their wants

w%th a minimum of effort. Hence, the coverage stopped
with Anderson. It takes little effort to understand the

policies of a man who is proposing nothing challenging,
new, or out of the ordinary."

This was a refrain the campaign heard from reporters

many times throughout the campaign: many of them appeared
to be as frustrated as we were that Clark received no more

coverage than he did.

Media Scheduling

The campaign made considerable effort to provide the
best, most appropriate forum for Clark when he was to deliver
his White Papers or major position papers, for we believed
that these releases would afford the greatest opportunity
for network coverage. The "Taxing and Spending" White Paper
was released at a Clark speech before the American Economic
Council in Los Angeles; the "Education" statement was given
at the Town Hall Forum, also in Los Angeles; the "Foreign
Policy" White Paper was released in a speech at Georgetown
University; and the "Social Security" paper was delivered at
the Detroit Economic Club. While network news crews did show
up for all but the Education statement, film on Taxing and
Spending was never shown because the network never heard of
the economists who had endorsed it, and film stories on Social
Security and Foreign Policy were killed by New York network
editors despite enthusiastic response from the individual
correspondents. However, a film crew from the Public Broad-
cast System news show "Bill Moyers Journal" shot the entire
foreign policy speech at Georgetown, and Moyers subsequently

ran an eight-minute segment from it on his show.

Fault Analysis

On the whole, we believe that the basic media strategy

for the campaign was soundly conceived and competently ‘
implemented, even though the coverage received by the national
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televisiop networks and the national magazines was sparse.
The fact is inescapable that such media determine what is

really news far more than, say, a network affiliate in

Kansas City or a local newspaper in Dubuque, or even a
nationally syndicated columnist. As indicated, responses

to the campaign from less-than-national sources was, in
general, as good as we could have asked for, and sometimes
better, and our efforts in this regard paid off handsomely.
But to have ended our efforts at that point would have been
to ignore the reality of the dominance of the national media.
By far the largest part of the campaign's shortcomings in.
dealing with them was the lack of immediate, visible result,

while benefits for the future remain tP be seen.

At least one major change should be made for future
campaigns: a greater emphasis should be placed on scheduling
the candidate to appear before large audiences, especially
in the early autumn. Television, as a visual medium, requires
large audiences, particularly enthusiastic ones, to provide
the best background for a political story. Television news
stories and features, both local and national, were at their

best when they featured Clark before a large, attentive
crowd, especially when he spoke at a college campus. Conse-
quently, every effort should be made to schedule such appear-
ances. During this campaign, large audiences were hard to
find early on, until the paid commercials started to raise
Clark's name identification. We would hope that the broad
increase of general public awareness of the Libertarian Party
generated by this campaign will allow the next campaign to
get more widespread coverage of the kind networks prefer at

an earlier point in the campaign.

Conclusions

While the media efforts of the Clark campaign fell well
short of our hopes vis-a-vis national coverage, the campaign
generated far more coverage of a serious nature, both locally
and nationally, than any previous Libertarian effort, and
created a far more accurate perception of the Libertarian

Party than existed going into the campaign. The hundreds of
journalists who were reached and influenced, both ideologi-

cally and in terms of political perception, by the campaign
will have an impact on national political thinking for a long

time to come.

Notably, the journalists who were the most open and
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respectful of the Libertarian campaign effort were the
younger, "up and coming" generation of reporters -- a group

closer to the pulse of American life than the older, more
established reporters and editors. These are the people who,
in four or eight years, will be TV network editors in New
York, or city editors of major metropolitan daily news-

papers, or political editors of national magazines. The
campaign's efforts -- and considerable success -- in reaching

this generation of journalists represents a sound invest-
ment in the future of the libertarian movement.

One such younger journalist, John Kolbe of the Phoenix
Gazette had this to say in his column about Ed Clark's major

policy proposals:

- "These, and many, many more proposals are set forth
in a series of "White Papers" of such exhaustive detail

and thoughtful research that the major party platforms
pale in comparison...The Libertarian critique of what ails

America's economy, its educational system, its industrial
structure -- too much government and all its creativity-
killing baggage -- is easily the most comprehensive and

thoroughgoing analysis of our domestic ills extant among

the political parties this year."

We're convinced that this response was not isolated,
and that the extent to which the campaign was able to elicit

such responses was an important achievement.
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ADVERTISING

The paid advertising of on behalf of Ed Clark for
President was both the most extensive and the most expen-
sive aspect of the campaign. From the beginning, we intended
to give five minute television ads on national networks
during prime time the highest priority of the campaign
advertising budget. We hoped to supplement the television
ads with national network radio ads during the two weeks
before the election, and we had hoped to air as many local

TV and radio spots as the campaign, could afford.
History and Facts }'

F

The campaign initially made contact with a large number
of political advertising firms which had reputations for
creativity and excellence in that field, but all of them
rejected us because of their associations with either the
Republican or the Democratic parties. We finally contracted
with a small Alabama firm which had an impressive record
with state and local campaigns for the first TV ad. Subse-
quent ads were produced by Westport Productions in Los
Angeles and by Mobile Video in Washington, D.C.

During the course of the campaign we aired 47 network
.

TV spots, somewhat short of our hoped-for goal of 60, but
a significant number nonetheless. All but six of these aired

during prime time (mostly at 10:55 PM Eastern), and almost
all were in the Sunday-through-Thursday segment of the week
(Friday and Saturday nights are supposed to be the "worst"
times for ads among prime time options). We received several
comments from the news media to the effect that we had man-
aged to purchase the best time slots, on average, of any of

the presidential campaigns, and this is reflected in the
fact that the Clark ads consistently out-ranked the Carter,

Reagan, and Anderson five-minute spots in the Nielsen ratings.
The campaign made a point of cultivating good working rela-
tionships with the political salesperson of each of the

networks.

The first spot featured Ed Clark speaking out on sixX
different issues, and ended with a call for a "new beginning”
-- the campaign slogan and the title of Clark's book. The
narration stressed that Clark was alone among the four can-
didates in combining advocacy of less taxes and a peaceful

foreign policy.
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The second ad was an anti-draft message which was pro-

duced extremely inexpensively (and it showed). Nevertheless,
we believed that the message of strong opposition to the
draft combined with an explanation of the non-interventionist

foreign policy of the Libertarian Party was sufficiently

important at that particular time to overshadow the tech-
nical defects of the tape itself. This ad aired three times

during the week that national draft registration began.

The third ad -- which was probably the most popular
among Libertarians -- was taped in Los Angeles and included
a segment from Clark's speech before the American Economic

Council discussing his taxing and spending program ("I'm
not interested in cutting the fat from the government; I'm
interested in cutting the lean.”) This ad established the
Statue of Liberty visual theme, and the song which appeared

in most subsequent advertising:

"This is the land where it all began/It is the time
to begin again...It is the time for a new beginning,

Americal!"

The third ad also departed from the previous two in combin-
ing its message about Clark with a description and explan-

ation of the Libertarian Party.

The fourth ad was the "man-in-the-street" spot, con-
taining endorsements of Clark from various individuals of
varying backgrounds. The issues covered, as reasons for vot-
ing for Clark, included inflation, the threat of war, the

draft, taxes, and the two-party monopoly. This ad also
contained a segment of Clark's appearance at "Alternative
'80!'", along with the slogan, the visual theme, and the song.

All TV spots featured an "800" toll-free number for

calls which not only generated approximately $43,000 in
contributions, but also an estimated 30,000 names of serious
inquiries to add to the Libertarian Party mailing list, all

of whom received campaign information.

As a final anecdotal note on the Clark TV ads, Robert
Strauss, campaign chairman of the Carter re-election campaign
told Ed Crane during the course of the conversation that
the Clark ads "were the best of any of the candidates.”

Aside from the national television ads, the campaign
was, as we hoped, able to run network radio ads on all three

networks during the two weeks prior to Election Day. There
were three versions of a basic 30-second svot (the most
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popular of which included the sentence "Liberty...if it was
worth dying for then, isn't it worth voting for now?"). An
average of 12 30-second spots aired over each of 2,400
radio stations during the last two weeks of the campaign.

There were several special advertising attempts in
addition to the network television and radio spots. The

first of these, on February 10, was a full-page newspaver
ad in the New York Times Sunday edition, which responded

critically to President Carter's State of the Union address
and discussed the threat of war. The effect of this ad was

to establish that Clark was the only serious pro-peace
candidate in the race. | |

The campaign purchased special advertising in Detroit
at the time of the Republican National Convention in the
form of two huge billboards overlooking the freeway route

from the airport to downtown; and in New York at the time
of the Democratic National Convention in the form of 100
bus signs on routes going by the convention hall. This
advertising was as much for the benefit of any news media

who happened to be watching as it was for the public at large.
Also during the Democratic National Convention, we aired S
several 90-second TV ads over the Cable TV "Superstation,"
since the national networks refused to sell us any time in

that week.

Late campaign special advertising included the airing
of a half-hour version of "Alternative '80!" over "Super-
station” as well as a handful of local cable TV outlets,

a quarter page ad in the Eastern and Midwestern editions of

the Wall Street Journal, and several radio ads in selected
target states, primarily those where radio time was inexpen-
sive and where we though Clark would get a high percentage
of the vote. Libertarian activists in many states raised
sufficient funds to run many of the campaign's radio spots

and newspaper ads.

Fault Analysis

There 1is little question that the Clark ads would have
been more effective had they been "legitimized" by coverage
of the campaign by the national networks and magazines. In
that sense, we may have "assumed too much:" in other words,
we believed that news coverage we would get, and didn't,

would supplement the messages in the ads. Starting from a
- basic assumption of no national news coverage, then, the ads

could have given more emphasis on the background of the
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Lipertarian Party, a more detailed explanation of the basic
Philosophy, and a discussion of why America needs a new

political party.

Members of the campaign staff have speculated about

the probable effect of releasing the ads in a different
order, specifically, that the third ad "should" have been
the first ad, with all subsequent ads following from the
groundwork laid therein. It's certainly true that any ad
over 10 seconds in length is a justifiable target for criti-

cism and evaluation, because each second provides a new

opportunity to evoke comments of the "T wish we had doné
this instead of that, and besides, his hair's a mess" variety,
The cost of producing each ad, however, prevented the kind

of after-the-fact fine-tuning which many people, staff in-
cluded, would like to have seen,

Conclusions
—— et usSLUIS

The overall effect of the Clark TV ads 1n particular

was astonishing. The appearance of Clark on TV made him
"real" to millions of Americans, and had an impact which
was much more significant, at least initially, than what was

actually said on the ads. (For example, the success rate of
Clark petitioners all over the country took a huge jump
immediately after the first ad ran in early July.)

Unquestionably, the ads -- TV, radio, and print -- had
the greatest effect on the electorate of any aspect of the
Clark campaign, and thus were the prime contributing factor
in the overall progress and broadening of the Libertarian
base which was accomplished by the campaign. More than that,
though, the ads were produced at a level of attractiveness
and professionalism, as well as unusually outspoken content,
which separated the Libertarian Party from all other third
- party efforts and took a significant step toward establishing

basic Libertarian principles as part of American political
debate.
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GOALS AND ACCOMPLISHMENTS

In September of 1979, the then-Committee to Nominate

Clark for President released a 43-page "Campalgn Master

Plan" which discussed in detail what the campaian of Ed

Clark proposed to do should Clark be the Libertarian nominee.
It is instructive to re-read the Master Plan to see which

specific proposals and strategies were and were not fol-
lowed, and to what extent.

" The Master Plan began with the setting of campaign
goals, as follows: - |

"The principal goal of the Clark for President campaign
is: To Create a Three Party America."

~ This principal goal was and is unquantifiable; none-
theless, we feel it was achieved to some degree, but by no

means completely. The question is one of perception, both
on the part of the public and of those attempting to evaluate

the campaign. If voters were asked now, after the election,
if they had ever heard of the Libertarian Party, we think a
majority would say yes. If they were asked to name three of
the largest political parties, we think most would include
the Libertarians. On the other hand, if voters were asked
whether they considered the Libertarians to be a major varty
or a minor party, we think most would say minor.

If such a survey were taken, not among voters as a whole,
but among political writers, we think they all would have
heard of the Libertarian Party, and they all would identify
it as the third political party in size and significance, but
they all would classify it as a minor party. Beyond that,
there would be a wide divergence of opinion in assessing the
future impact of the Libertarians, ranging from, "a one-time

flash-in-the-pan that's not going anywhere," to "a future
major political party in eight to twelve years."”

We think it's fair to say that the Clark cammaign estab-

lished the Libertarian Party as the largest, best-known, best
organized, and most credible of any American third party now
in existence; and it's egually accurate to describe the
general perception as, "If any minor party is going to make it
as a major party, it will be the Libertarians.”

_ The'Clark Master Plan identified other corollary goals
which we will now list and discuss in their order:
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* "aAttain a balance-of-power position in the 1980 Pres-
idential Election; that is, garner more votes than are

likely to decide the glection."

The level of success in reaching this goal is again one
Clark came nowhere near attaining the_balance of
popular vote, of course. His vote total

was considerably higher than the margin of difference b?-
tween Kennedy and Nixon in 1960 (112,000) and between Nixon
and Humphrey in 1968 (510,000), so it could be described as
"a" balance of power position, but not "the" balance of power

The analysis is complicated still further both by
the presence of John

of degree.
power in the national

position.
the Electoral College system and by
Anderson in the race, who also was clearly "a" balance of

power" but not "the" balance of power. Both Anderson and

Clark may have affected the electoral votes in several states.
According to preliminary figures, Clark took more votes than °
the margin of difference between Reagan and Carter in Arkansas,

Massachusetts, South Carolina, and Tennessee.

The pbint of attaining balance-of-power is not so that

someone can- look at the results, point a finger, and say,
"Aha! See, if it weren't for the Libertarians, someone else

would have won the election!" Rather, the point is to become

regarded as a serious factor in the race in a way that 1s
measurable. Ideally, Libertarian balance-of-power positions
should be of a kind that will throw both Republican and Demo-

cratic politicians into anxiety and confusion; there were

several state and local races this year in which both the
major party candidates were convinced that the Libertarian

candidate would cost them the election.

* "Develop a strong party organization in each state
capable of independently achieving ballot status for Liber-
tarian candidates and of mounting effective, successful cam-

paigns in future elections.”

This was not achieved in .every state, but it was in many,
and the overall increase in the size, ability, and confidence
of most state Libertarian organizations was dramatic. Deter-
mining whether or not a state organization is "capable of
independently achieving ballot status...and mounting effective,

successful campaigns" is a matter of judgment of all the
persons involved, of course, but the Clark campaign clearly

helped to bring many state organizations far closer to this
level of development.
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* "Triple the nationwide membership of and contributors
to the Libertarian Party."

The second half of the goal was achieved; the list of

contributors tripled in size from 7,500 to 22,000. There

was no immediate corresponding increase in national member-
ships (which requires an ongoing solicitation process by

the Libertarian National Committee), but many state Liber-
tarian parties have reported membership increases in the 100%

range since the campaign began.

* PEstablish widespread public awareness of the LiberFarian
approach as a humane, benevolent, and practical alternative

to the¢ politics of statism."

This is another unquantifiable goal -- how much is
"widespread"? It's also a’'goal in two parts: first establish-

ing "widespread public awareness of the Libertarian alter-
native," then establishing awareness of the nature of that

alternative.

| We think that the Clark campaign achieved the first part
of the goal and made significant inroads on the second part.

We think that most people who take an interest in politics
are now at least aware that that there is a system of thought

called "Libertarian," that it has some sort of coherence,
and that it doesn't present a clear and present danger to

their families and jobs. In addition, many of these peovle
could give a generally accurate description of the basic Lib-
ertarian positions on major issues. And at least 900,000 of
them were well enough acqguainted and satisfied with "Liber-

tarian” to have voted for Ed Clark for President.

Other Accomplishments .

In evaluating the Clark campaign in terms other than of
the goals set forth fourteen months before the election, the

following points can be made:

1. Ed Clark received over 900,000 votes, or slightly

more than one per cent of the total (final figures are not
available as of 12/1/80). This is both the highest total vote
and the highest percentage received by a presidential candidate
who had no previous national name recognition at least since
the turn of the century. It is higher than Eugene McCarthy's
1976 result, and it is over five times the vote total of 1976

Libertarian presidential candidate Roger MacBride.

?. E@ Clark appeayed on the ballot in all 50 states,
the District of Columbia, and Guam, becoming the first third
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ce 1916 to have appeared on every possible

artv candidate sin
. . d States (see section on Ballot Status).

ballot in the Unite
3. The Clark for President Committee raised $1.4 million

in contributions of $2,000 or less. This far exceeds any
previous Libertarian campaign (see section on Fundraising).

4. Clark's votes were fairly evenly dis?ribute@ at the
12 level across the country, with the exceptions being Alaska
(12%) and most states of the far west (2 - 3%). To the extent

a political base has been established, it appears to be _
truly national rather than regional; this relative uniformity

of result is unusual in the history of third parties.

5. Of major city newspapers, Clark won the outright

endorsement of the Peoria, Illinois Journal Star.and rounda-
bout endorsements from the Santa Ana, Calif. Register and

the Fort Wayne, Indiana daily. Of other newspapers @Eat we
know, the University of Oklahoma paper, the University of

Texas paper, the daily newspaper of Winona, Minnesota, and
the Community Herald of New York City also endorsed Clark,

as did syndicated columnist Nicholas von Hoffman in The New
Republic. | |
6. Clark made personal appearances before the editorial

boards or meetings of the New York Times, the Washington
Post, the Los Angeles Times, the Miaml News, the Miami Herald,

the Philadelphia Bulletin, the Houston Chronicle, the Boston
Herald-American, the Boston Globe, U.S. News and World Report,

Newsweek, and ABC-TV News, as well as many other, smaller,
media outlets. He was the subject of feature articles or
interviews in U.S. News, Newsweek, Penthouse, Fortune, People,
TWA Ambassador, High Times, Next, Hustler, the VilTage Voice,
the Washington Post Sunday magazine, Family Weekly, and Phil-
adelphia magazine, as well as dozens of other special interest
publications. Clark's national TV appearances included "Today,"
"Good Morning America," two CBS "Morning" shows, "Issues and
Answers,"” ABC "Nightline," and Bill Moyers Journal, and he
had three hours of nationwide radio on the "Larry King Show."
This, in addition to the routine flow of news coverage from
news media at the state and local level, represents by far

the greatest amount of coverage and exposure ever obtained by
any explicitly Libertarian organization.

7. The Clark campaign issued four White Papers =-- on
Taxing and Spending, Education, Foreign Policy, and Social
Security -- which were unique to the 1980 presidential cam-
paign not only in their proposals, but also in the depth and
detail to which they analyzed each problem and offered speci-
fic solutions. This in particular is an advance for the Liber-
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tarian political movement in its ability to relate principles
(see section on The Issues

and theory to practical problems
‘and Their Presentation).

8. The Clark campaign developed, printed, and super-
vised the distribution of an estimated five million pieces
of Libertarian literature in neighborhoods, public places,
and college campuses. This level of individual grassroots
volunteer activity is several orders of magnitude greater
than any previous level reached by a Libertarian campaign.

Essentially, the Clark for President campaign tried

1

to achieve two overall goals: }

"First, to create widespread awareness, recognition, °
and understanding of Clark, the Libertarian Party, and Liber-
tarian ideas within a political context, and to have them

accepted as a non-threatening, legitimate, valid, useful,
and beneficial part of the national political debate.

Second, to generate substantial agreement with the candi- .
date, party, and ideas which would then be translatable into.-

votes.

We believe that the Clark campaign accoﬁplished the

first goal and partially achieved the second goal. We believe
that literally millions of Americans were favorably impressed

by the candidate, the party, and the ideas, but that most
were not yet willing to express their approval by casting a

Libertarian vote for what is perceived to be the highest
elective office in the world.

In evaluating the campaign, we have asked ourselves,
"Would the real accomplishments have been significantly greater

had the nationwide vote total been twice as much?" In all
honesty, our answer is "No." We would have liked to6 have had

more votes and higher percentages; we would have liked to have
broken the magic One Million mark. We would have liked to have

seen John Anderson drop out of the race in September, much
more network coverage of the Clark campaign, and much more
accuracy in portraying Ronald Reagan's true economic record

and views.

But we're satisfied that any disappointments of the Clark
campalign are only relative to the expectations of ourselves
or others, that the guantifiable results of the election were
an extremely accurate reflection of solid supvort for the
Libertarian political movement, and that the accomplishments
of the Clark for President campaign represented real progress
on the way to building a national political movement, a third

major political party, and a freer society.
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