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Introduction

e Who believes politics are involved in the budgeting process?
e Who believes politics are a beneficial part of the process?

e Politics are not the same in each governmental entity.

e Are we trying to “navigate” it or thrive in it?

e Does it need to be addressed and, if so, by whom?

e Afinance director’s perspective

e An elected official’s perspective



Budgeting is a political process

Budgeting is part Policies,
science (math), procedures, and
and part art best practices to
(presentation). follow.

hat political How do you use
wer do you ho that power
yourself? ethically?

Politics is often
“blind spot”in
budgeting.




What tools do we have?
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Data Information Visual Aids Relationships



Data Information

Raw text and numbers, random Text and numbers, processed
Based on records and reports Based on analysis
Unorganized Organized
May or may not be useful or specific Always useful and specific
Does not depend on information Without data, can’t be processed

“The goal is to turn data into information, and information into insight.” ~ Carly Fiorina
g




LOOK AT

THE DATA!

Ask yourself:
* Are there missing
values?
* Anything else
unexpected?



Converting Data to Information

Organize

Purge
A 4

Perspective

A 4

Companions




"Knowledge is of two kinds. We know a subject ourselves, or we

know where we can find information upon it." ~ Samuel Johnson

Resourcefulness is a Crucial Skill

e |t’s ok notto have all the answers
e Butcanyoufind them?




VISUAL AIDS

Should be:
e Fasy to understand

e Summarize in a meaningful way

e High quality
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Widget Comparison
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Relationships

Trust J

Respect J

\
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{ Communication J




%" Be open

r- Be approachable

«/ They need to feel they can trust you

sla Deal with stakeholders on their terms

Q Read each situation and react accordingly

Behavioral Intelligence




EARN Respect

v Accountability
v’ Sincerity
v  Humility

v Truthfulness

v Helpfulness



Communication

What are they really asking??
dTerminology variations
d Use plain speak

dTeach and explain

J Real world examples




How do we measure success?

"Information is a source of learning. But

unless it is organized, processed, and
available to the right people in a format
for decision making, it is a burden, not a

benefit." ~ William Pollard




6

. Take the high road, lead with integrity.
Be authentic, people will trust you.

Listen actively, don’t make wrong
assumptions.

Ask tough but fair questions, stay neutral
whenever possible.

Assume positive intent, talk to clarify.

. Adopt a service mindset, don’t act with
selfishness

7. Recommend speaking with another expertin
the field for “validation”.

8. Stay on good terms with everyone, don’t play
politics yourself.

9. Remain neutral in negative situations to de-
escalate or avoid additional conflict.

10. Try collaboration and inclusion, include key
people.

11. Make connections without an agenda, show
genuine interest in others.

Forbes Human Resources Council




Don’t make mountains out of molehills.
« Ask “Is this battle worth fighting?”

Everything looks like a nail when you are
a hammer.
« Don’t throw your weight around all
the time.

Know who you are dealing with.
« Ifit's ends up in a you versus them
who has the most political clout?

Know when to communicate.
« Timing is important.

Know how to communicate.
« Will a phone call be better than an
email?
« Do you want to create a public
record?

Know your place and purpose.
* You might disagree with the policy-
maker but they are the policy-maker.

Be true to yourself and “stick to your
guns”
« Statutory language, rules, policy...

A few final thoughts to consider...




* GFOA Webinar - “Successfully Resources
Navigating Power, Politics, and
Budgeting”

* GFOA Publication - “Power, Politics,
and Budgeting”

** GFOA Infographic - “Power, Politics,
and Budgeting”




SUMMARY OF KEY IDEAS | SHAREABLE INFOGRAPHIC

“Power politics” is the use
P w E R P I IT I 111 of power for selfish gain at the
, expense of the broader com-
munity. This Is incompatible with the
8 B U D G E I N G purpose of local government budgeting.
’ 3 : -
> I . . A However, the finance officer can “change
‘ /

the game"” and redirect the energy of

DON’T HATE THE PLAYER, 0 power politics to more constructive ends.
DON’T HATE THE GAME,

CHANGE THE GAME!

PERSUASION

CC%G)
¥ Finance officers can gain

‘ o the reputation as "Doctor No™ ;

by rebuffing ideas for pro- How to Play. Power in modern society hinges on

Dr. NO grams or services that spend persuasion. Persuasion power does not require a high
public money. The solution is profile or grabbing the proverbial spotlight. Persuasion
not to say “ves” to everything. comes by effectively deploying ideas. Persuasion power is
Rather, say “yes, if...", as in supported by the power of agenda setting. The finance officer
“ves, we can add that new is well positioned to persuade by offering compelliing ideas and
position if we identify a new to set the agenda through design of decision-making process-
source of ongoing revenue to es for financial issues like budgeting.
pay for it or reduce expenses
elsewhere.”




PERSUASION

PERSUASION

The power of knowledge
comes from sharing it,

not hoarding it

If others can better appreci-
ate the finance officer's
worldview, they will be more
receptive to the finance
officer's ideas.

Cultivate professional
credibility

Trust is a finance officer’s
most valuable asset. The
GFOA ethics program shows
how to enhance trust:
gfoa.org /trust

G

Provide facts and expertise
As one mayor said, the finance
officer "knows things others
don't”.

Communicate ideas effectively
Keep ideas simple, use meta-
phors and stories, and tune
your language to suit the
political environment.

Relationships and Network
Cultivate relationships inside
and outside of local govern-
ment that can enhance your
persuasive ability.

AGENDA SETTING

The finance officer often may not
be the final decision-maker, but the
public finance officer often designs
the decision-making process.

Desian the process to provide a
better context for decision-making
For example, when faced with
unhelpful either/or framing of a
problem, design the process to
expand the number of options

nat are considered.

Asking the right questions, establish-
Ing clear priorities, and considering
wise options is the essence of
agenda setting and thereby “chang-
ing the game” of power politics.
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