


Themes  

ÅOrganizing; Relationship marketing 

and customized tools for self -

organizing  

ÅMessaging; Paid, Social, Free Media  

ÅData; owning, building, testing, 

analyzing  

ÅHarmonizing; leveraging each 

component of campaign to maximize 

candidateõs time 

 



Take -aways  

ÅNew ways to approach new 

consumers  

ÅNew ways to enhance relationship 

with current consumers  

ÅNew ways to broadcast brand  

ÅNew ways to use data  

ÅNew strategies to harmonize all 

of these initiatives  

 



Modern Messaging  

Communications 
Strategy 

Paid Media 

Earned - Free 
media 

Social - New 
Media 

Surrogates 
and 

Validators 



Dynamics 2008  

Å1
st

 time since 1968 that no one 

already in the White House was 

running  

 

ÅEither Senator Clinton or Obama 

would make history  

 

Åòimprobableó òunlikelyó òlongshotó 



No Assumptions, Compete 

Everywhere  

ÅThrow out the old map  

ÅIdentify new voters and 

embrace them  

ÅReach out to disaffected  

ÅGive people the tools they 

need to create change  



www.mybarackobama.com  

ÅOpen platform to maximize 

growth  

ÅSelf -organize; Be the 

Campaign  

ÅPersonalize the campaign  

ÅForce organization 

principles to be real and 

meaningful  





 



 



 



 



 



 



 



 



 



low dollar donors  

ÅCritical source of revenue through 

long primary and expensive general 

election  

ÅSeamless connection between low -

dollar donors and volunteer forces  

ÅVery low cost -to -donation ratio  

ÅContinued to personalize the 

campaign  

ÅAdded personal fundraising tool to 

MYBO so supporters could become 

neighborhood -based fundraisers  

 



 



 



Sweet Spot; Old and New 

Media  

Å5,000 people at a rally  

ÅCampaign gave them a list of 5 

voters in the state  

ÅTen minutes before the program 

the crowd made 5 calls each  

ÅEach sent out 5 texts to friends in 

the state  

Å50,000 people reached in 10 

minutes, all personalized  











 



 



More than one principaléé. 

 


