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DIRECT MAIL-GIVING VOTERS ALL THE FEELS
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DIRECT (MAIL) TO VOTERS
➔ No fast forwarding

➔ No unsubscribing

➔ Right into the voters home
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DIRECT MAIL TELLS A STORY
➔



BEST PRACTICES INSTITUTE 

USING DIRECT MAIL EFFECTIVELY

➔ Mail really sings when partnered with field, digital, and TV. 

➔ In the case of digital and TV, mail provides depth on the topics. 

➔ When partnered with field, it provides more repetitions. 
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DIRECT MAIL TELLS A STORY
➔
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ALL THE DIRECT MAIL QUESTIONS ANSWERED
➔ Do you use a union printer?

➔ Isn’t USPS really slow?

➔ Doesn’t it just get thrown away?



TEXTING

democrats.org/take-action/trainings | @TheDemocrats | #BPItraining

BEST PRACTICES INSTITUTE



TEXTING PROGRAMS 101
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TEXTING PROGRAMS 101
➔ Not only who you can reach, but how

➔ Which text tools? (A brief history of p2p)

➔ Data Management

➔ Volunteer Management
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WHO YOU CAN TEXT (AND HOW)

● Voter Identification, 
Persuasion

● Voter Education, 
Registration & 
Persuasion,

● Fundraising
● Event Invitation
● Volunteer recruitment! 

● Potential voters
● Donors
● Volunteers

Who? How?
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WHICH TOOL? - A BRIEF P2P BACKGROUND
➔ In 2016, the Bernie Sanders campaign texts using Hustle

➔ Developers from the campaign go on to create ThruText and Spoke

➔ By 2018, texting using all three (and others) is widespread

➔ By 2020 everyone used it - even Republicans - and bigger than before

◆ In 2016, the Bernie campaign sent 8 million texts

◆ In 2020, Biden-Harris sent over 330 milion
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THERE ARE SEVERAL PLATFORMS TO CHOOSE
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SO WHICH TOOLS SHOULD YOU USE?
➔ We here at the DNC use a version of Spoke called Scale To Win

➔ A few reasons why

◆ Open Source

◆ By organizers, for organizers

➔ But the sky's the limit
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WHAT IS A TEXTING CAMPAIGN?
➔ Getting, formatting, and uploading lists

➔ Writing and adding message copy 

◆ (A/B tests!)

◆ Canned responses become testing grounds

➔ Setting up texting hours
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DATA MANAGEMENT
➔ Lets you track goals

➔ Lets  you pivot

➔ And multiplies output
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VOLUNTEER MANAGEMENT
3 Principles:

➔ People love texting

➔ Use free digital tools & 
automate everything

➔ Tiered Volunteer Roles & 
Multiple Roles
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TEXTING ISN’T ENOUGH, BUT ADDS SO MUCH
➔ P2P works best as a program that serves your other programs. But it adds 

so much:

◆ An easy way for folks to get involved who wouldn’t otherwise

◆ Multilingual outreach

◆ Accurate data
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WHY DO WE ADVERTISE & WHO DO WE TARGET?
➔ Awareness

➔ Persuasion

➔ Turnout

Voter contact digital ads have a primary goal of 
communicating your campaign’s message to voters. 

Ad targeting depends on our objective. Ads that are designed to 
persuade voters target… persuadables. Whereas ads designed 
to motivate voters to cast their ballot target likely supporters. 
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WHERE CAN WE REACH VOTERS? 
➔ Facebook

➔ Instagram

➔ Google Search

➔ YouTube

➔ Snap

There are many platforms to reach voters. Each platform has its 
own pros and cons. 



● List match
● Lookalike
● Demographics (Age, Geo, 

Gender)
● Interests
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HOW DO WE TARGET VOTERS? 

● Demographics (Age, Geo, 
Gender)

● Contextual Targeting 
(Topics, Placements, 
Keywords)

● List match
● Lookalike
● Demographics (Age, Geo, 

Gender)
● Interests
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WHAT CREATIVE SHOULD WE USE? 
Boosting organic content Direct-to-camera video News boosting

https://www.facebook.com/watch/?v=627121058310665&ref=sharing
https://www.facebook.com/ads/library/?id=919570948449781
https://www.facebook.com/ads/library/?id=296491418937034
https://www.facebook.com/ads/library/?id=902567033974691
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WHAT CREATIVE SHOULD WE USE? 
Brand Protect Search

Mobile Examples

https://transparencyreport.google.com/political-ads/advertiser/AR459419010836987904/creative/CR230861329747935232
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WHAT CREATIVE SHOULD WE USE? 
Non-skip video - 15s Non-skip video - 6s Skippable video

https://transparencyreport.google.com/political-ads/advertiser/AR459419010836987904/creative/CR324005907539165184
https://transparencyreport.google.com/political-ads/advertiser/AR522894779181170688/creative/CR268818807600971776
https://transparencyreport.google.com/political-ads/advertiser/AR108481940364984320/creative/CR553610289338122240
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WHAT CREATIVE SHOULD WE USE? 

https://www.snap.com/en-US/political-ads/asset/01b493c0b164fc965530983b6672b607eb79feae20e6d6b32995ac0a7424b131?mediaType=mp4
https://www.snap.com/en-US/political-ads/asset/d6f9b867f31731cb71ce08aa53a34d3e427bb33b3c3f74360878a7024722a928?mediaType=mp4
https://www.snap.com/en-US/political-ads/asset/669c273dd9358fa6da8464cf65d6abc74c922d298a0fcd91d102b2807d5c54a9?mediaType=mp4
https://www.snap.com/en-US/political-ads/asset/ae91b6d64b47133f76a4428004af5b6e3bb2f767ab696e843fc62a019cbdb764?mediaType=png
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DIGITAL ADS GLOSSARY
➔ Impressions: the number of times your ad appeared on screen

➔ Reach: the number of people who were served your ad

➔ Frequency: the number of times someone saw your ad

➔ CPM: the cost per 1,000 impressions 

➔ CPC: the cost per one click
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SAMPLE MEDIA PLAN
Platform Flight 

Start
Flight 

End Audience Description Est. Audience 
Size

Est. Reach 
Rate

Est. Reached 
Universe

Goal Weekly 
Frequency

Weekly 
Impressions CPM Weeks Total 

Budget

Facebook + Instagram 10/18/22 11/8/22 List match Persuasion Universe 50,000 50% 25,000 5 125,000 $18 3 $6,750

Snap 10/18/22 11/8/22 List match Persuasion Universe 50,000 25% 12,500 5 62,500 $7 3 $1,313

Facebook + Instagram 10/25/22 11/8/22 List match GOTV Universe 30,000 50% 15,000 7 105,000 $18 2 $3,780

Snap 10/25/22 11/8/22 List match GOTV Universe 30,000 25% 7,500 7 52,500 $7 2 $735

Platform Flight 
Start

Flight 
End Audience Description Est. Clicks Est. CPC Total Budget

Google Search 10/18/22 11/8/22 Brand Protect Keywords 500 $2.50 $1,250.00



Facebook Ad Library

Google Ad Library (Political Only)

FWIW Newsletter

BPI Political Ads Tracker
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RESOURCES

https://www.facebook.com/ads/library/?active_status=all&ad_type=political_and_issue_ads&country=US&media_type=all
https://transparencyreport.google.com/political-ads/region/US
https://fwiwnewsletter.substack.com/
https://politicaladstracker.com/advertisers
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