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“Organize the whole state, so that every Whig 

can be brought to the polls. Divide the country 

into small districts and appoint in each a 

committee. Make a perfect list of voters and 

ascertain with certainty for whom they will 

vote. 

 

Keep a constant watch on the doubtful voters 

and have them talked to by those in whom 

they have the most confidence,…and on 

election days see that every Whig is brought 

to the polls.”      
 

Abraham Lincoln 

Illinois State Register 

February 21, 1840 



①Political campaigns 
fall in love with tools 
 

②A desire for ‘the shiny 
monkey’ 
 

③There is little to no 
systems integration 





Imagine a startup …  
 
You have one day, on 
which you need to 
achieve a +40% 
market share.  
 
You have no 
permanent staff or 
infrastructure.  
 
You are in a highly 
regulated 
environment. 
 
It is a zero sum 
market with no 
growth capacity. 
 
Limited brand 
elasticity.  





Barack Obama is a once 
in a generation 
candidate.  
 
 
He had more money than 
any candidate before him 
ever to run for office in 
human history.  
 
 
He embodied a broad 
generational change.  
 
 
The Obama campaign 
innovations deserve 
respect, like Faberge 
Eggs or the Pyramids.  
 





 
 
 
 
The pitches for 
digital in a 
campaign aren’t 
explaining how 
they more 
efficiently get to 
the objective.  
 
 
 
Buzz ≠ Votes 
 
Likes ≠ Money 
 
Friends ≠ Activists  





 
 
Real digital 
campaign dollar$ 
aren’t built into 
traditional 
campaign budget$.  
 
 
Competition is  
 
 Television & 

Radio 
Advertising 

 
 Phones 
 
 Mail  
 
 Staff 
 
 





What hourly, 
daily, weekly, 
monthly, 
quarterly, 
longitudinal 
data can you 
show me that 
measures:  
 
 Voter intent  

 
 Voter 

probability 
 

 Activist 
growth 
 

 Money in 
hand 
 

 Words that 
work 
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