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program




T ge (=11l is using the data you have

about a voter to make an informed
judgment about:

- whether they will vote
- who they will vote for
- what issues affect their vote




we collect data & make informed judgments

likelihood of
voting for
Obama
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black

12%

% GOP




campaigns can be customized
to appeal to strictly defined groups

segment

Flag & Family
Republicans

Financially
Concerned
Suburban
Renters

Rural DEM
& IND Gun
Voters

Data DNA

Registered GOP’ers that
vote in Primaries, own a
truck, lower income, more
than 1 child, etc.

Women in densely
populated suburban areas,

middle income, 2 kids,
apartment dweller, etc.

Rural area, children in HH,

hunting/shooting interest,

middle income, IND & lean
DEM, etc.

action

Mail and phone contacts
about a proposed flag-
burning amendment

In person “door knocks”
about candidate’s plan on
housing availability and
affordability

Mail and phone contacts
about opponent’s votes on
2"d Amendment issues




average # of channels available to television households

1970: 7 2004:103

Broadcast share of total
television viewing

85

Ad-supported cable share of
total television viewing
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Percentage of all votes cast from party’s
base precincts (defined as 70%+)

DEM
Precincts

24% Advantage:
Democrats

GOP by 5%

Precincts
19%




large sample microtargeting survey SPSS
collects specific attitudes & behaviors

house-
hold

prOfile no information of

current attitudes and
behaviors relevant to
the candidate’s
objectives

consumer
Info




sub-sample of electorate

pOIItlcaI | pred'Cthns EEEEEEEEEEEEEEEER l
attltudes

. \VOTERS
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using the data we have, we create new information
that is strategically & tactically valuable




microtargeting informs every of a direct contact campaign




GOP Mail/Phone Universe Total BUSH Vote

2,912,790

2000 1,537,000 5300




turnout

microtargeting
found 7,355,175

more unreliable
republicans across

15 target states

persuasion

microtargeting

added 3 million

values voters in
pennsylvania
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activation

microtargeting
improved response
rates to voter
activation
campaign by 137%




elements of
an effective
microtargetin
g program
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facebook

Home Profile Friends Inbox

Alex Lundry Great Twitter discussion on loathsome children's show characters; my vate?
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Write something about yourself.
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132 friends see all
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Evan and Sarah's Wedding part 2

vt album

Alex Lundry Great Twitter discussion on loathsome children's show
characters; my vote? Caillou & Ruby (of Max & Ruby). Others? Look here
for more opinions: http://bit. 7993

July m - via TweetDeck - Comment - Like

Alex Lundry Livin' on a Prairie: A full day of meetings in the great state
of South Dakota - can't beat the people here, amazingly friendly.
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accurate, up to date customer files
high quality survey research

rich survey data
data interaction
customized input data

social network metrics
unstructured data




Executive Finance

"\, "4

- knowledge management
- master data management Operations“ “ Strategy
- data harmonization
- voter relationship management
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microtargeting as a
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Alex Lundry, VP & Director of Research
twitter: @alexlundry
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> Presentation overview

= Why micro-target?
= A new take on persuasion

= Micro-targeting from the lowa Caucuses to November
4th




> Electorate

Non-voters

(((( STRATEGIC
TELEMETRY




> The Electorate

Always Vote Wit Swing Voters Always Vote Agaipst
UsS

Always Vote

Sometimes
Vote

Never Vote
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TELEMETRY




> The Electorate PSS

Always Vote Wit
Us

Swing Voters Always Vote Agaist

Us

Always Vote

Sometimes
Vote

Never Vote

Campaign Infrastructure: Who to target for volunteers,
fundraising and opinion leaders.

((  STRATEGIC
A: Best targets B: Worst targets

TELEMETRY

i




> The Electorate PSS

Always Vote Wit
Us

Always Vote Agafhst
Us

Swing Voters

Always Vote

Sometimes
Vote

Never Vote
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> Types of targeting
= Individual
= Demographic

= Geographic
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> Types of targeting
Demographic

l Geographic

Ideal
target
universe
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> Types of targeting
Demographic

4
\4 Modeled _
Individual Geographic

Ideal
target
universe
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>What is it about Bourbon?

Media stories about micro-targeting often focus
on one or two interesting indicators

“Bourbon drinkers tend to vote Republicans;
gin fanciers lean Democrat.” — The Nation

“Coors beer and bourbon drinkers skewing
Republican, brandy and cognac drinkers tilting
Democratic.” —The Washington Post

It doesn’t actually work that way
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> The lowa Caucus

= The perfect test case for micro-targeting
= A very small universe of traditional Caucus-goers
being worked by multiple campaigns.

= Some of them were contacted more than 100 times by a single campaign

= By 2008 it was hard to get a lot of these people to answer the phone

= Micro-targeting helped predict how the people who couldn’t be reached
would have responded to a survey

= Micro-targeting helped expand the pool of caucus-
goers

= “Caucus math” makes micro-targeting even more
Important




> Roadmap to November 4

= The other Early States
= February 5%

= The long road to June

Planning for the general election

The General Election

Micro-targeting and data mining on unprecedented
scale

Keeping track of all the moving pieces




> 2008 results

2004 and 2008 Presidential Election Results by State

[l 2004 Democrat 2008 Democrat
. 2004 Republican,” 2008 Democrat
. 2004 Republican,” 2008 Republican
D 2004 Democrat,” 2008 Republican
. 2004 Republican,/” 2008 Unknown
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