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SCOTT PETERS                                                                                                                        DENISE GITSHAM
CoH: $1,615,522.73                                                                                                                    CoH: $296,898.65
Date: 4/15/16
      Date: 4/15/16
Occupation: U.S. Representative                              Occupation: Attorney/ Small Businesswoman Owner
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JACQUIE ATKINSON
CoH: $46,378.66

Date: 4/15/16

Occupation: Military Officer/ Businesswoman
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JOHN HORST

CoH: $2,858.10

Date: 4/15/16

Occupation: Planning Group Leader
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MIKE KENETH CANADA

CoH: $2,905

Date: 4/15/16

Occupation: University Professor
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TERRY ALLVORD
CoH: $1,038
Date: 4/15/16

Occupation: University Professor
SECTION I: Race Overview
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Media Market Costs

	TV DMA
	% of 

CD
	I.E. 

35+ CPP
	Cable CPP

	SAN DIEGO
	100%
	$333
	$420

	CA-52TOTALS:
	100.0%
	
	


Radio Landscape

San Diego
	Universe Size
	CPP

	1,695,600
	$255


Digital Landscape

· Persuasion universe size: 46,085

· Audience extension (key demos): Asian American Pacific Islanders

· Weekly budget for full coverage: $12,639.05

· Reach

· YouTube - 371,243

· Pandora – 328,959

Presidential Statistics
	Cycle
	Candidate
	Party
	Vote

	2012
	Obama
	DEM
	53.3%

	2012
	Romney
	REP
	46.7%

	2008
	Obama
	DEM
	56.2%

	2008
	McCain
	REP
	44.8%


Congressional Statistics 

	Cycle
	W/L
	Candidate
	Party
	Vote

	2014
	W
	PETERS
	DEM
	51.59%

	2014
	L
	DEMAIO
	REP
	48.41%

	2012
	W
	PETERS
	DEM
	51.2%

	2012
	L
	BILBRAY
	REP
	48.8%


NCEC Data

Dem Performance: 51.4% 

BVAP: 3.3% 

Hispanic: 10.8% 

Asian: 16.8% 

Total Minority: 30.9% 

Critical Dates

Filing Date: March 25th 2016

Primary Date: June 7th 2016

Summary of 2014 Cycle Spending by Outside Groups to Date
	TV Competitive Summary – San Diego
	
	

	Campaign/Group
	Total GRPs
	Total Dollars

	Peters/DCCC 
	330
	$87,000 

	DeMaio/NRCC
	377
	$93,885 

	NRCC
	6,781
	$2,694,029 

	DCCC
	6,151
	$2,261,315 

	House Majority PAC
	2,406
	$680,881 

	Crossroads GPS
	2,134
	$702,400 

	AFSCME People
	1,000
	$304,239 

	Citizens for Public Safety and Truth
	161
	$4,850 

	Patriot Majority USA
	600
	$150,000 

	Planned Parenthood
	205
	$63,650 

	U.S. Chamber of Commerce 
	274
	$219,128 

	American Unity PAC
	1,168
	$539,925 

	Americans for Prosperity
	414
	$144,984 

	Congressional Leadership Fund
	1,084
	$525,800 

	
	
	

	Good Guys vs Bad Guys
	Total GRPs
	Total Dollars

	Good Guys
	10,253
	$3,401,935 

	Bad Guys 
	12,832
	$5,070,151 


Summary of 2012 Spending by Outside Groups

	Competitive Summary
	
	

	Campaign/Group
	GRPs
	Total Dollars

	Peters/DCCC
	315
	$90,500 

	DCCC
	4,800
	$1,819,616 

	NRCC
	6,158
	$2,305,301 

	House Majority PAC
	2,109
	$883,695 

	AFSCME
	727
	$400,000 

	SEIU
	256
	$211,800 

	Coop. of American Physicians
	120
	$75,640 

	Americans for Tax Reform
	2,105
	$1,494,925 

	Chamber of Commerce
	689
	$316,910 

	
	
	

	Good Guys vs Bad Guys
	Total GRPs
	Total Dollars

	Good Guys
	8,207
	$3,405,611 

	Bad Guys 
	9,072
	$4,192,776 


Pre-Election Day Voting

	Type of 

“Early Voting”
	Start Date

End Date
	Percent of 

Vote Cast Using this Method
	Brief Description 

(where/how

 do people vote)
	Timeframe (when does the majority of voting happen)

	Early Vote
	Oct 10 –Nov 8
	
	Voters can bring their early ballots to the board of elections office or be issued a ballot at the office at the time of their visit
	Steadily between Oct 8 – Nov 7

	Absentee Ballot/In person Absentee
	Oct 10 – Nov 11
	
	Voters must apply for an absentee/VBM ballot via mail, online, or in person
	Absentee applications must be received by BOE at least 7 days before election day

	Vote By Mail
	Oct 1 – Nov 11
	
	Voters must request to VBM each election unless on PEVL - VBM must be received by BOE by Nov 11 and be postmarked before election day
	Ballots return steadily.


· Counties begin sending out absentee ballots on 10/10/2016. Voters can apply for PAV status by mail until 11/1/2016 and can apply in person after that date.  Voters can vote early at the San Diego County Registrar 29 days before Election Day. 

·  Vote-by-mail (VBM) is the major method by which voters in this district vote—65.6% of voters in the district voted by mail in 2014 and 57.7% of voters voted by mail in 2012. Voters returned ballots at an even pace during the last Presidential cycle. 10% of all mail ballots were retuned on or prior to the start of week three, 26% of mail ballots were returned on or prior to the start of week two, 38% of mail ballots were returned on or prior to 10 days out, 48% of mail ballots were returned on or prior to the start of week one and 60% of mail ballots were returned on or prior to 4 days from Election Day. 

· Per San Diego County records, registered Republicans had a 4-point advantage in returned mail ballots in 2012 and a 6-point party advantage in 2014. 

· In 2014, Peters won 51.4% of mail ballots and 52.0% of Election Day ballots. In 2012, Peters won 50.3% of mail ballots and 52.4% of Election Day votes. However, in both cases, because of the cutoff point at which the elections office pauses in tallying VBM ballots to count Election Day ballots, Peters has appeared behind in the early vote and the overall count on Election night. His VBM support deficit switches to an advantage once the remaining late, and previously uncounted VBM ballots are tallied. Using the 2012 57.7% mail ballot rate as a measure for 2016 VBM percentage of total votes cast, Peters will require a 49-52% support rate from vote-by-mail ballots as long as he continues to achieve a 52.0% support rate for Election Day voters. 
SECTION II: DISTRICT OVERVIEW

A. District Overview and Data

1. Political Landscape

· In office since 2012, Democratic Rep. Scott Peters is running for this third term this cycle. Republican veteran and defense contractor Jacquie Atkinson entered the race early, but has had difficulty fundraising, while former Karl Rove aide and “The Bachelor” contestant Denise Gitsham joined the field in early November and raised $251,938 her first quarter. Fringe candidate  John Horst is also running as a Republican. We have not yet poll tested the effect of Gitsham’s ties to the AAPI community and Atkinson’s connection to the LGBT community. 

· Per an October 2015 campaign poll, Peters is popular in the district (43% fav, 29% unfav, 28% can’t rate), an increase over an October 2014 poll which shows Peters underwater (41% fav to 46% unfav). The poll also showed Peters with a 10-point lead over Atkinson (46% Peters to 36% Atkinson), however, the poll was conducted before Gitsham entered the race. The Generic Congressional Democrat had a 3-point lead over the Generic Congressional Republican. 

2. District Demographics

· CA-52 is located in Southern California and includes coastal, downtown and central portions of San Diego, La Jolla, Coronado and Poway. There are a number of colleges in the district, and military and defense industries are a dominating force in the local economy.

· The San Diego media market covers all of CA-52, where the average candidate CPP is $277 ($333 for issue ads).

· San Diego is one of the nation’s fastest growing cities, and, as a result, registration has increased by 0.2% since the 2014 midterm. The district includes both a large student population (12.7% in college) and a more conservative military/defense community (6.2% active duty/ 10.7% veterans). CA-52 is an affluent district with a median household income of $85,121—37.4 points higher than the state average. Asian Americans and Pacific Islanders comprise the largest minority population (16.5% of VAP), followed by Hispanic/Latinos (10.8% of CVAP), and African Americans (3.3% of CVAP). The district also has a sizable Jewish community (5.1%). 

· Voters in California register with a party or “decline to state.” All party references in this document refer to official party registration unless otherwise noted. 

District Demographics

· Cook Partisan Voting Index: Likely Dem
· Urban Population: 47.6% 

· Suburban Population: 43.4%

· Rural Population: 9% 

· Median Income: $85,121
· Poverty Status: 4.4% 

· Military Veterans: 10.7% 

· Race/Ethnic Origin: 69.4% White; 3.3% Black; 16.5% Asian; 10.8% Hispanic
3. Electoral Context

· California’s open senate race will likely boost turnout and involvement from the Democratic base, but Peters will have weak ties to the top-of-ticket candidates and messaging.  In 2010, CA-52 comprised only 1.5% of Senator Boxer’s statewide vote; however, the relatively inexpensive San Diego media market may lure in Senate campaigns. The results of the top-two primary would alter the Senate strategy here: As a southern Californian, Loretta Sanchez will likely have an active presence in this district and Kamala Harris may try to turnout the large AAPI community. Termed-out assembly speaker Toni Atkins is running for the 39th State Senate seat, but is projected to win easily now that sitting incumbent Marty Block bowed out of the race.  

· We expect a very high number of ballot initiatives will appear on the 2016 ballot, so we will keep a close eye on developments. Ballot initiatives that may impact the electorate include:

· A minimum wage increase that is being sponsored by SEIU

· A possible initiative that will legalize the recreational use of marijuana

· A ban of the possession and sale of large ammunition clips

· Proposition 30 extensions that would continue a higher income tax for the wealthiest Californians 

· The “School Funding Budget Stability Act” that would extend Prop 30’s income tax increases through 2030 and fund K-14 education 

· The “Invest in California’s Children Act,” which would impose new higher rates on individual tax filers earning more than $1 million per year

· One new voting law will alter the 2016 landscape. Under Senate Bill 29, counties will now accept absentee ballots postmarked on or before Election Day and received no more than 3 days after Election Day. Previously, counties only counted ballots received by Election Day. The recently enacted DMV voter registration law will not take effect until after the 2016 cycle. 

4. Press Presence

San Diego TV:

· KUSI (unaffiliated) - will cover everything, editor known as conservative

· XETV (CW) (San Diego 6)

· KFMB (CBS)

· KGTV (ABC)

· KSND (NBC)

· KSWB (Fox) 

· XHAS (Telemundo)

· KBNT (Univision)

· KPBS (PBS) Radio & TV - have own political shows 

San Diego Radio:

· KLNV-FM - Highest rated Spanish regional 

· KOGO-FM - former candidate Carl DeMaio’s station  

· KFMB- AM

Print/Digital

· Paper of Record: San Diego Union Tribune

SD-UT was purchased by Tribune Publishing, which also owns the Los Angeles Times in May 2015

The conservative editorial board has not significantly changed, but coverage has been fair


Previously, the SD-UT bought a number of local papers/weeklies


Reporters: Michael Smolens, Joshua Stewart 

· City News Service - Local wire. Kelly Wheeler is the San Diego editor

· City Beat - alternative

· Voice of San Diego - independent/investigative left-leaning, run their own Politifact 

· iNewsSource - covers CA-52 closely, data driven, ‘investigative’ 

· LGBT Weekly

· San Diego Free Press

· San Diego Reader

· College papers are active

SECTION III: MESSAGE

Message Box

	Democrat Self Frame

Scott Peters is a civic leader who has made creating jobs, protecting the environment, and improving the quality of life in San Diego his life’s work. When so many in Washington seem interested only in political gamesmanship and blaming others for the problems we face, Scott is a problem solver with a record of bringing people together and putting politics aside to get results.


	Republican Self Frame

Jobs and the innovation economy: eliminate unnecessary and complicated regulations, reduce taxes

Balancing the budget: “ take the China-backed credit card out of Washington’s hands, and restore budgetary discipline in our nation’s capitol.”

STEM Education

Clean and renewable energy - she is a member of CleanTech San Diego

Immigration: secure border, then market-base guest worker visa program

Free trade



	Likeliest Attacks on Democrat

· Obama/Pelosi Democrat, voted with them XX percent of the time, supports higher taxes, defends Obamacare, not doing anything to reduce the deficit.

· Scott Peters is making Congress work for himself and enjoying taxpayer-funded congressional perks.

· Voted for Iran nuclear deal, voted to close GITMO.


	Best Attacks on Republican

Gitsham is an untrustworthy Washington lobbyist beholden to the Tea Party. 

Gitsham’s speech at CPAC in March 2016 (video) had two key pull quotes: 1) she was “ethnically ambiguous” enough to pass as Bush’s Hispanic Hispanic outreach coordinator and 2) she told the conservative (Tea Party) crowd “let me put your hearts and ease, I’m one of you.” 




A. Scott Peters (D)

1. Short Biography

Scott earned his undergraduate degree from Duke University and worked as an economist for the United States Environmental Protection Agency before attending New York University School of Law. He and his wife of 27 years, Lynn, are 24-year residents of the 52nd District. They live in La Jolla and have a daughter and son.


2. Self-Frame

Scott Peters is a civic leader who has made creating jobs, protecting the environment, and improving the quality of life in San Diego his life’s work. When so many in Washington seem interested only in political gamesmanship and blaming others for the problems we face, Scott is a problem solver with a record of bringing people together and putting politics aside to get results.

3. Likely Attacks

· Obama/Pelosi Democrat, voted with them XX percent of the time, supports higher taxes, defends Obamacare, not doing anything to reduce the deficit.

· Scott Peters is making Congress work for himself and enjoying taxpayer-funded congressional perks.

· Voted for Iran nuclear deal, voted to close GITMO.

· While on the San Diego City Council, Scott Peters helped cause a national scandal, by hiding that he'd deliberately underfunded our pension system. And even after he got caught, he tried it again at the Port Commission. He also raided the city's rainy-day fund to try and cover his mess, making the problems worse and leaving it for future city leaders to solve.

· Congressman Scott Peters turned his back on San Diego when he voted for the new trade agreement that will ship local jobs overseas, including millions of middle class jobs in accounting, manufacturing, and healthcare. Peters gave Obama unlimited power to make all the decisions about our trade policy, and he backed a trade deal that will mean the middle class loses more jobs and sees deeper wage cuts.

· Even though Scott Peters is one of the richest members of Congress worth more than two hundred million dollars, he took a taxpayer-funded car allowance to drive his BMW to work. He left taxpayers on the hook for more than eighty thousand dollars for his luxury car.

· Congressman Scott Peters made half a million dollars playing the stock market with insider information. Peters helped pass a bill for billions in defense industry contracts, and his family owns millions in stock in defense companies who get those contracts. A few months after passing the bill, he sold his stock for more than half a million dollars. Then he did it again, buying even more stocks in companies he voted to benefit.

4. Assessment of Democratic Fundraising

	Peters
	Q1 2015
	Q2 2015
	Q3 2015
	Q4 2015
	Q1 2016

	Goal
	N/A
	$500,000
	$500,000
	$500,000
	$500,000

	Actual Raised
	$378,018
	$504,193
	$419,333
	$434,325
	$187,838


5. Strengths and Weaknesses of Campaign 

Rep. Peters is very strong on environmental issues, which poll very well in his district and are helpful with his local relationships with his Democratic base, and is looking to take more leadership on these issues, especially as past environmental champions in California, like Henry Waxman and George Miller, have retired. rep. Peters has had the support of 

B. Denise Gitsham
1. Short Biography

Born and raised in California, Denise Gitsham is the only daughter of immigrants, a small business owner. A graduate of the Georgetown University Law Center, Denise has worked in the U.S. Department of Justice, United States Senate, and White House.
2. Self-Frame
· Jobs and the innovation economy: eliminate unnecessary and complicated regulations, reduce taxes

· Balancing the budget: “ take the China-backed credit card out of Washington’s hands, and restore budgetary discipline in our nation’s capitol.”

· STEM Education

· Clean and renewable energy - she is a member of CleanTech San Diego

· Immigration: secure border, then market-base guest worker visa program

· Free trade

3. Best Attacks

	Republican Candidate
	Ryan Budget(s) – (Include if its Votes or Statement)
	Privatize Social Security
	Defund Planned Parenthood
	Anti-Choice Position

	Gitsham
	
	
	X
	X


Gitsham Top Hits

· Said she is “pro-life” and supported “defunding Planned Parenthood”

· Filed her candidate personal financial disclosure form five months late

· Lobbied on behalf of Peabody Energy, the self-described “largest private-sector coal company in the world” 

· Lobbied CPSC on behalf of a company that was actively downplaying the toxicity of chemical it produced

· Appeared on the 12th season of the Bachelor, but was eliminated after talking about Karl Rove when meeting the Bachelor

· San Diego Union-Tribune reported she had “direct ties” to Karl Rove; Said she would eventually “reach out” to Bush and Rove directly to help in her campaign

C. Jacquie Atkinson

1. Short Biography
Jacquie Atkinson is a highly decorated honorably discharged veteran, Wounded Warrior Alumni and Protected Combat Medal Veteran with combat decorations.

After serving her country in combat as a U.S. Marine, Jacquie entered the private sector. She is currently a Portfolio Manager in support of the Joint Improvised Explosives Device Defeat Organization (JIEDDO) where she works on mitigating the impacts of Improvised Explosive Devices (IEDs).  Jacquie’s expertise is used for Joint Military Publications and training war fighters on tactics, techniques and procedures pertaining to Asymmetric Warfare.

2. Self-Frame
National Security (Marine and National Guard combat veteran): Defense cuts have degraded the U.S. military. Restore our military capabilities through smart investments.  

Foreign Policy: Staunchly anti- Iran deal, pro-Israel. In many interviews, she ignored most specifics and just wanted “a better deal”

Immigration: Secure borders first - calls out Peters for voting against ‘important border security reforms’.

Economy - fight for small businesses, free trade, reform frivolous lawsuits, opposes tax hikes

Budget: “ I will introduce a bill that requires a performance audit of every federal program at least every five years and expand authority of Inspectors General to identify and eliminate waste, fraud and abuse.” 

Education: Stop tenures, common-sense student loan reforms

3. Best Attacks

	Republican Candidate
	Ryan Budget(s) – (Include if its Votes or Statement)
	Privatize Social Security
	Defund Planned Parenthood
	Anti-Choice Position

	Atkinson
	
	
	
	


Atkinson Top Hits

· Has close ties to Carl DeMaio and other San Diego republicans

· Not on record on many issues

SECTION V: Appendix
A. 2016 Campaign Side Consulting Team

Media: Ralston Lapp - lead: Lapp

Mail: Messina Group, AMHC - lead: Crounse

Polling: ALG - lead: Grove, Stryker

Online/Digital: Mothership

Self-research: VR research
B. Summary of Past Races and Important Differences for 2016


Recent Elections

· In 2012, President Obama won this district with 53.3% of the two-way vote, down from 56.3% in 2008. That same year, Scott Peters narrowly defeated Republican incumbent Brian Bilbray by 6,977 votes (2.4% of vote). His support was strongest in the district’s heavily-Democratic population hub of San Diego (52.6% support, 90% of votes cast), where he outperformed the DPI by 2.2 points. 

· In 2014, openly gay Republican candidate Carl DeMaio surfaced as the strongest Republican candidate to take on freshman Rep. Peters. The election started within the margin of error, and outside groups (including the DCCC and HMP) poured significant money into the race—7,300 points from the DCCC/HMP and almost 12,000 from NRCC/Crossroads/Congressional Leadership Fund/American Unity PAC. In early October, sexual harassment allegations surfaced against DeMaio, and Peters opened up a 12-point lead, which eroded as the issue was litigated and early voting began. Despite historically low turnout, Peters eventually won with 51.6% of the vote (margin of votes 6,080), but the race was too close to call on Election Night. 

· CA-52 has become progressively more Democratic since the last Presidential cycle. The 2016 DPI is 51.4%, a 2.7% increase from the 2012 DPI of 49.0%. 

Role of the I.E.

We were in this race early (Weeks 6,5,4) and again at the end (Week 1), knowing that it would be a close race between two well-known and high profile candidates. Carl DeMaio was a former councilmember and San Diego mayoral candidate who advocated for issues outside the typical partisan framework (like pension reform) – and he was willing to use his sexual orientation to strengthen his brand as a moderate Republican. 

Our role was to define Carl DeMaio as someone who sides with the Tea Party on important issues (like education) that hurt families – emblematic of problematic and typical Washington behavior.  


· Our initial flight of three ads, shot in-district, aired Weeks 6-4. We hit DeMaio for pushing Tea Party cuts to education that would slash student loans, hurt schools, and undermine the ability of women (our targets) to acquire the education they need. 


· Our final ad, “Cover Up,” aired in Week 1. It continued to carry the same theme on Tea Party and education, but juxtaposed DeMaio’s own TV ad and Tea Party tracker footage to frame him as someone who is lying about who he says he is. Engaging in dialogue with DeMaio on how beholden he is to the Tea Party was advantageous grounds to litigating the final weeks of the campaign. Moreover, it dovetailed nicely with the DeMaio’s sexual harassment allegations that were concurrently playing out in the national and local press. 

There were lots of potential avenues to hit DeMaio. Ultimately, our course was determined by the desire to maintain one cohesive overall narrative against DeMaio by amplifying Scott Peters’ preferred lane. As a result, nearly all communication against DeMaio were about his connection to the Tea Party. That said, the education component was somewhat unique to us – in part to overcome credibility challenges of calling DeMaio a Tea Party guy - which contradicts his own branding as a moderate that he worked to develop for years. 

Summary: The 2014 DCCC IE Program aired 4 television spots in the San Diego Media Market with a total of 6,150 GRPs. GMMB did a shoot from September 5th to September 8th, from which we created three ads. The ads below ran sequentially, with a three day blend. 
Ads run by DCCC in CA-52
· Spot 1 – D3C14-CA52-T01 “Everything” // San Diego Broadcast + Cable (1550 GRPs): Hit DeMaio for owing the Tea Party “everything,” and for pushing a plan cut education and student loans (through Ryan Budget). Shot in district using volunteers (kids). 


· Spot 2 – D3C14-CA52-T03 “Siding” // San Diego Broadcast + Cable (1528 GRPs): Testimonial spot hitting DeMaio for owing the Tea Party “everything,” and for pushing a plan cut education and student loans (through Ryan Budget). Shot in district using volunteers (Raquel Acasio). 

· Spot 3 – D3C14-CA52-T02 “Remember” // San Diego Broadcast + Cable (1547 GRPs): Features three professional women who reached professional achievements after relying on student loans for their education. The ad hits DeMaio for backing a budget that would cut student loans (through Ryan Budget).  Shot in district using volunteers (Stephanie, Reagan, Renee). 

· Spot 4 – D3C14-CA52-T04 “Cover Up” // San Diego Broadcast Only (1525 GRPs): Hit DeMaio for pretending to look like a moderate, when he said he would owe the Tea Party “everything” and for supporting their cuts to schools and student loans.  Studio produced. 
2016 Electorate
· Using the previous Presidential election as a guide, official Secretary of State records from 2012 show a turnout rate of 78.9% of registrants (314,301 votes cast). 

· Applying that turnout rate forward to the 2016 electorate, we can expect to see 78.9% of registrants turn out, casting 305,779 total votes, again, relying on the latest registration statistics from the Secretary of State. 

· To reach a goal of 52% support overall, a successful campaign would need at least 159,005 raw votes. A one-point shift in support equates 3,058 raw votes. 

· Republicans currently hold a 1.2 registration advantage over Democrats. Since the 2012 election, registration has decreased by about 11,000 voters. Democratic registration has also decreased slightly (0.69 points), Republican registration decreased 1.27 points and DTS registration increased 1.66 points.   

· The 2016 electorate will look similar to 2012 electorate with nearly identical vote share from key demographic groups such as Hispanic, registered Democratic, registered DTS and young voters. The 2016 electorate will be considerably more favorable than the 2014 electorate with 4% more DTS voters, 4% fewer Republicans, 1% more Hispanic/ Latino voters and 3% more young voters aged 18-29. 

· Roll off is problematic in this district; in 2012, 6% of all voters did not vote in the congressional contest. 7.6% of Obama voters did not vote for Peters and 0.5% more people voted for Bilbray than Romney. This unbalanced roll off between parties is likely due in part to Republican Brian Bilbray’s status a sitting incumbent.

· Democratic base voters are disbursed around the district with the exception Coronado and Miramar. Persuasion voters are located in Carmel Valley, Miramar and Coronado, while key turnout targets reside across the district, including San Diego and University City. 

DEMOCRATS START THIS RACE NARROWLY AHEAD OF REPUBLICANS BUT SHY OF THE 52% VOTE GOAL BY APPROX. 4,800 VOTES (50.2% OF TWO-WAY VOTE). VICTORY DEPENDS ON THE FOLLOWING:
· WIN AT LEAST 57.1% OF INDEPENDENT VOTERS AND STAY ABOVE A 12.2% SUPPORT RATE WITH  REPUBLICANS 
· INCREASE YOUTH TURNOUT TO 73.8%
· RAISE HISPANIC/ LATINO TURNOUT TO 84.5% AND SUPPORT TO 64.1%
· STAY ABOVE A 55.5% SUPPORT RATE WITH AAPI VOTERS
· WIN 52% OF VOTE-BY-MAIL VOTES, KNOWING 49% IS THE ABSOLUTE MINIMUM POSSIBLE FOR VICTORY
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