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Past Elections have followed
the Tip O’Nelll mantraz:

All Politics i1s Local.

But now...

All Politics I1s Personal.



All Politics I1s Personal

The Obama Campaign’s use of
the Internet epitomizes the
personalization of politics.



How We Vote

e Voting has become
® " iIncreasingly personal as more
Mal I I g and more people opt for mail
in and early voting option
allowing individuals the
availability to vote at a time

e Early Vote convenient to them.

e Over 70% of those voting in
Colorado voted either early or
mail in.

e |In Douglas County, Colorado,

% Day Of only 17,000 people voted on

election day, though 138,000
votes were recorded.*

*Rocky Mountain News, Nov. 5, 2008



“Tonight, because of what we did
on this day, In this election, at
this defining moment, change has
come to America.”

-President-Elect Barack Obama



The Setting



CONGRESS

"Do you approve or disapprove of the
way Congress is handling its job?"
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PRESIDENT BUSH

"Do you approve or disapprove of the way
George W. Bush is handling his job as president?”
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THE WAY THINGS ARE GOING

"In general, are you satisfied or dissatisfied with the

way things are going in the United States at this time?"
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ABC NEWS
Consumer Comfort Index
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The Consumer Comfort Index uses a scale of +100 to -100
and is based on responses to questions about the national
economy, personal finances, and the buying climate.



Would you like to see the next president generally continue with
George W. Bush's policies, or would you rather see the next president
change direction from Bush’s policies?
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AcCt |I:
The Primaries



Barack Obama

Message:. Change We Can Believe In

sBarack Obama ran not on a platform of experience,
but on one of judgment.

*Obama individualized his message. This race is
about you.

Obama’s campaign encouraged personal
expressions of support, such as Will.i.,am’s “Yes We
Can” video and Obama Girl's “I Got A Crush On
Obama.”

Will.i.,am — Yes We Can | Got A Crush On Obama



http://blip.tv/file/1505951
http://blip.tv/file/1505883

Hillary Clinton

Message: Experience

*Hillary Clinton’s experience was built on President
Clinton’s accomplishments instead of her own.

«Clinton’s vote for the War in Iraq proved that she
did not embody change.

«Clinton switched messages at the end to a
message more centered on the economy.

Clinton’s strongest ad:

Hillary Clinton 3 AM



http://blip.tv/file/1505768
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John McCalin

Message: Change with Experience

Mitt Romney

Message: Solid Management Experience

Mike Huckabee

Message: Values
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Key Points of the Primaries

lowa
eExtremely high turnout
Emergence of Mike Huckabee as contender

New Hampshire
Clinton shows her emotions and wins
eMcCain resurges

South Carolina
eBreakdown of the Republican Right and McCain
Wins
Obama Re-emerges
eAfrican Americans realize Obama has gained
widespread popularity and so vote
overwhelmingly for Obama.



Super Tuesday and Onward

eBattle Between Obama And Clinton
eInitial Message dichotomy
eExperience v. Judgment

eKey Tactical Error By Clinton: Caucuses
eCaucuses are very individual and personal experience

eObama’s Response Capabilities
eJeremiah Wright and Obama’s A More Perfect Union
Speech
«Comments by Obama in Pennsylvania: “...they get
bitter, they cling to guns or religion or antipathy toward
people who aren’t like them...”
<Ultimate inability of Clinton to capitalize on this
statement

«Clinton Finding Her Voice



Act II:
The Summer
and the Conventions



Obama:
Unifying the Democrats

eDemonstration of Presidential

Demeanor and Values
e Berlin Event
«“Celebrity” or “President”
e McCain Celebrity Ad (and Paris Hilton Response):

eConvention also Demonstrated
Presidential Demeanor and What His
Presidency Would Mean to the Average
American

eSubtle, but Important Change In

Message:
The Change We Need


http://blip.tv/file/1505751

Key Moment:

« Announcement that Obama would not take
Public Money

e Obama raised $750 Million
e His Ads Played Nationwide
e His Campaign was Never without Money

e He Outspent McCain 3:1 on TV on Average and nearly 5:1 in the
last week of the campaign



McCaln: unifying the Republicans

eBringing in the Base

eSerious Leadership; Not a Celebrity
This is the only time McCain’s message took hold

Key Moment: Palin Nomination

eAppeal to the Base

elnstant Broad Appeal

eMaverick Message: “Original Mavericks” Ad


http://blip.tv/file/1505882

Act 111
The Fall Campaign
and 4 Key Moments



Key Moment:
Obama Losing Post Convention

eDemands Internally and By Pundits to
Change to Attack Strategy and Message

elnstead, Stayed the Course and Let the
Republicans Self-Destruct



Key Moment:
The Palin Tragedy

eUndercut McCain’s message of Experience
eInterview with Katie Couric
eJack Cafferty

At the same time, news broke that McCain

didn’t know how many homes he owned.
This highlighted his age (forgetfulness) and that he was out
of touch with the average American.

Jack Cafferty on Palin Seven Katie Couric Interview



http://blip.tv/file/1505893
http://blip.tv/file/1505922
http://blip.tv/file/1505912

Key Moment:
World Financial Crisis

Confidence in Republicans Drops
McCain Suspends His Campaign

eMcCain Appears Ineffective



Why is John McCain Losing?
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Key Moment:
The Debates
eOptics

Obama appears capable and in control
eMcCain appears old and cranky
eIn Second Debate, McCain calls Obama “That One”

McCain Suspends His Campaignh and
Appears Ineffective

eCampaign Over After First Debate
eObama Proved He Could Do The Job
eMcCain Might Be Too Risky and Makes Bad Decisions

eEconomy Dominated Conversation and
Social Issues Lacked Salience


http://blip.tv/file/1505847
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Results

Obama vs McCain, 2008

Electoral College Totals:

Obama
McCain

364
162 (12 Undecided)

Popular Vote Totals:

Obama
McCain

52%0
46%0

Important Demographics:
\White Women

Men

*Return of the Gender Gap
«The Clinton Coalition
Plusithe Suburbs

eYoung People B



A Campaign That
Reached Out to All

Colin Powell: All Villages Matter

Howard Dean’s Fifty State Strategy



Tactics That
Touched People

An Individual Message Delivered by an
Extraordinary Ground Operation



INnternet

.Web 20 . £ OBAMA EVERYWHERE
The Obama Campaign used 16
different social networking and
online tools to encourage a high
level of engagement.

3uTube E
*Neighbor to Neighbor Program '

Dig I nt
eProvides individuals Twitter MyBatanga
personalized way of getting Eventful
Involved in the campaign. edin SN Fartubatice:

eCanvassing, House Parties,
Phone Banking

eFundraising vehicle focusing on
low level donations



Television

eObama used long form ads
1-2 Minutes
<30 Minute National Spot

eObama often spoke directly
to camera

eThere was no discussion of

soclal iIssues
eInstead, covered the day to day
concerns of average Americans.
eAdvertisements defined what “change”
would be to the individual


http://blip.tv/file/1505903
http://blip.tv/file/1505903

Ground Game

«3.1 million contributors

5 million volunteers

2.2 million supporters on his main Facebook page
«800,000 on his MySpace page

ePerhaps a million more names on Obama's own
campaign Web site.

eEven discounting for likely duplicates campaign has
ended up "knowing" almost 7 million voters by
Election Day—roughly one in 10 of Obama's likely
total.

eDavid Plouffe, Campaign Manager: "These are people
who are responsive. They want to be respected and to
continue to be involved in what we do."



Conclusion

eIt was a new and different campaign
which has ‘“changed” the way we do
campaigns

eExtraordinary integration of message and
tactics

eEXxpect the same integration from the
White House

eMillions of volunteers ready to be mobilized in the United

States and abroad
How do you bring this level of personalization to motivate
action on the President’s behalf?



So, The Play i1s Not Over

It Just Shifted Venues



	How We Vote

