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Obama and the power of social
media and technology

This case was pfepqréd by Victoria Chang under the superwsion

of Professor ]enmfer Aaker as the basis for class discussion rather

than to illustrate cither effective or ineffective handling of an

administrafive situation. Contributors included Joe Rospars,
Chris Hughes, Sam Graham-Felsen, Kate Albright-Hanna, Scott
Goodstein, Steve Grove, Randi Zuckerberg, Chloe Sladden and

: Bnttany Bohnet.

n early 2007, Barack Obama was a
little-known - senator running for presi-
dent against Democratic nominee and
household name, Hilary Clintor:, But on No-
vemnber 4, 2008, ‘Obama, 47, was the first Afri-
can American to win the election against Re-
publican candidate, Johr McCain, becoming
the 44th president of the United States.
Obama wori by nearly 200 electoral and
85 million popular votes, A major success
factor” “was how. Obamas campa;gn used

socidl media and technoiogy asan integral -
; part of its strategy, to raise money and, more |

; _|mp' rtantly, 16 develop a groundswe?l of
ernpow"" ed volunteefs who felt they could
fference_ Obama won by

'campa|gns prochwty 10 On|ll"|E advocacy isa
-major reason for his v;ctory"‘ (Exhibit 1)

' Obamas campa:gn garnered 5 million
supporters on social networks. By Novem-
ber2008, Obama had approximately 2.5 mil-

“lion (some sources say3.2 mllllon ) Facebook

supporters outpen‘ormlng McCam by nearly :
~four-times. Obama had over 115,000 follow-

cone |
/eryday people into- engaged and |+
"em Vwered vo!unteers donors and. advo?
cates:through sooal networks, e- mal advo—.
:cacy text messaglng and online video. The

ers on Twitter, more than 23 times those of
McCain. Fifty million viewers spent 14 millicn

‘hours watching campaign- related videos an
YouTube, four times McCalns wewers3 The.

campaign sent out 1 billi |on e-maris includ-
ing 10000 unigue messages targeted at spe-

.cific segments of their 13-million member

list. The campaign had garnered 3 million

A major success factor for
. C)bam "v1ctory as how

of empowered volunteers

_who felt they could make
a djﬂerence.

mabile and SMS subscribers. On Election
Day alone, supparters received three texts
(Exhibit2) 4

The campaign's social network, www.
my.barackobama.com (MyBQ), allowed indi-
viduals to connect to one another and acti-
vate themselves on behalf of the campaign.
Two million profiles were created. Registered
users and voluntéers planned over 200,000
offline events, wrate 400,000 blog posts, and
created 35,000 volunteer groups. Obama
raised $639 million from 3 million donors
mostly ‘through the Internet® Volunteers
on MyBO generated $30 millicn on 70,000
personal fundraising pages® Donors made
6.5 million donations online, totaling mOre'
than $500 million. Of those donations, 6
million were in increments of $100 or. Iess
the average being $80. The average; donor
gave more than once. The campaign not
only used these tools more eff"ect[veiy than.
other candldates to arganize, communlcate

bE where sooa[ med:a and technology enabled i

the lndawdual to actlvate and pamcapate N2

a movement 3

fThe Begmmng

lemg nght e
In January 2007, Obama hired 25-year—o!d .
Joe Rospars to Work on the tools and systems

that were not technology reIated Rospars

had started Blue’ State Dlg|tal7wh||e worklng;f_
on the Dean campa|gn “It was' frustra 'ng
to'see peopie want to get mvolved_ but not
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be able to get involved,” he said. The Obama
campaign had just hired Kevin Malover,
founding ClO of Orbitz, as CTO. Malover and
his predecessor had already decided to use
Blue State to build much of the technology
backbene, in particular www.barackobama.
com, supported by MyBO. Rospars went on
leave from Blue State to work on the cam-
oaign’s content, organizing,and fundraising.

The New Media Department “...was the
first department to exist in the way that it
did;" according to head Rospars. It gave re-
spect to new media and was responsible for
everything related to the Internet beyond the
technical areas: A separate shop run by the
CTO handled the technology. Rospars had
the same “rank” as the communications, field,
finance and political directors. All of these
directors reported up to the campaign man-
ager, David Plouffe. Rospars felt that this inte-
gration of the department with the rest of the
campaign was critical to the group’s success:
“All of our goals and metrics were derivative
of the larger campaign goals You could track
everything we did backto dollars or more vol-
unteers” he said. -

Traditional campaigns
typically focused on
getting votes and mon-
ey. The Obama teant’s
> grassroots efforts re-
'volved around askmg

in early 2007, a series_of_ You:hg"talented
team leaders were hired Chris Hughes, 25, a
- cofounder of Facebook; became director of

lnternal organizing and one of. the key play—‘

S ers behmd MyBO..In 2008, as rnidterm elec-

tlons_ app_roached, Facebook h_ad begun to

allow. political candidates to set up modified

- centra1 10 w"

The Crawl, Walk, Run Methodology for Social Media
Establish online cre_d'rbilit_y and trust through a stepped approach

Establishan

& % Enrich content
onling presense,

Podcasling
Videos'
§ Games
B Widgsis

Exhibit 1

profiles. s
Obama was not a candidate, but had

‘wanted one. Hughes also supervised the Text

messaging -and voter registration programs,
and the structiral issues around integrating
with the field program.

: Pre—'Ptitnary and Caucus .

: Empowermg People

When Obama announced hIS candldacy in -
February 200? the team iaunched E'A :

“sites. Rospars emphaS|Zed the. “thos itk

went |nto He. tools The relatron

g Sponsorships

=

Engage onl
influences

Embrace commusity

Blegger conference calis §

Adverlising

Ally. pment

: Contests

Mobile

Source: Edelman Research, ““The Social Pulpit,” 2009, p. 10.

votes and money. The Obama team’s grass-
roots efforts reyoly_ed around asking fo_r:a_third :
element: time, which meant involvemert and
engagement. Rospars said: “We -established
the notion of running a bottom-up campaign

‘strategy and the idea that wie needed to build

a national grassroots movement”

.Gomg Where the People Are -

Scott Goodstem 33; Jomed in February 2007

- as externaj onlme director. He focused on 15
soial networks® Obama was the first presi- -
= dentlal candldate 1o have profiles an’ Asian- -

'|Gente com and BlackPIanet com.

if. you e not, nnlng a campalgn Wh re peo-
ple. understand that those re!atlonsh s are
ing, they. donit ca I o
on your websne The campalg unde tood
thatit needed to provrde a variety of ways for .
people to be involved. On’ MyBO reglstered
users could create a profile, connect with oth-
ers, create and find local ofﬂlne events raise
ﬁmds and download tools. The more actave
a User the more empowered S/he Was Tradi--
tional campalgns typlca {ly focused on gettang

ing 1 © be your advocates and have them tatk_‘ ;

A aboutyour messageT'Even though they were o

an lmportant part ofthe strategy Rospars not-
ed that they *.. were never a driver of fund—

“raising. They were really more about starting’
.the rel'at'ionships.“

Mtcro lemg and Real Stones S
By March 2007;the team had grownto 15. On
developmg a_fundra_lsmg campaign Rospars
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The content and video
teams were key piay—
ers in supporting the
fundraising strat-
egy. Showcasing the
77‘5‘_;0'OD¢ donor on the
blog, by e-mail and on
the website, 1nsp1red a
chain effect on others.

said: “When we did our first set of fundrais-

ing, our goal was the number of people we

wanted giving, not the dollar amount” Sam

. Graham-Felsen, 25, joined the team as lead
blogger, to focus on telling stories and blog-
ging. He said:"Joe told me he wanted to tell
the story of how the Obama ca mpalgn was
bigger than Ju§t Obarna: how it was amove- -
ment of ordinary peaple’ Working: closely

with Graham-Felsen, Kate Albrrght Hanna,

31, joined as director of video in Aprrl 2007
She and her team put many of the human-
stories on video.

The content and video tearns were key
players in supporting the fundraising strat-

egy. Showcasing the 75,000th donor on the
blog, by e-mail and on the website, inspired
a cham -effect on others The campaign
: eventual[y had over 3 million donors, but at
= the time, 75, 000 seemed I|ke a Iarge nu_rnber

f.abEe teIIlng his: daughter that she could b
. iset he dldnt tF ink she could
be presrdent But Obarna made. hzm feel like -
the could be honest when he to]d her she -

- could be "'nythrng she wanted 1o .be’ The

- .'campargn focused on such ‘powerful realf_
-~ stories ofordlnary peaple; makrng them feel

part of it. Steve Grove, head of YouTube poll—

tics said:"The campaign had uploaded over -

: T 800 wdeos viewed over | 10 million ttmes

Tech President did a calculatron that You-. |
Tube was ‘worth $47 rnzllron to'the’ Obama :
carnpatgn if they had. boughtTVdollars and

7,000 customized e-mails tailored to individ-

:canvassmg program The other campalgnsr'

fChange held statewrde canvasses in the -
cearly; states. where the campalgn had staff_'
e (lowa NeW Ha"'
'.Carohna)

.and gettlng more. peop[e |nvolved The'. ,

grating the new way of organizing with the
“traditional, and usmg both to make’ each

they didn’t spend a penny on it :

E-mail and Texting
Stephen Geer joined in 2007, launching the
e-mail ‘program ‘in May. The e-rnail team
had three goals: message, mobilization and
money. In terms of mobilization, -its three—
word mantra was: respect, empower, and in-
clude? The campaign developed more than

ual prospects. The texting program was also
launched in May, sending between 5 and 20
targeted messages per month Supporters
could text"HOPE"to subscribe.

The e-mail team had
- three goais mes-
sage, moblhzatlon
‘and money In- terms

of 'obﬂlzatlon its

. Ithree word mantra

espect, empow-
;"er, and mclude.

Integratmg the Old with the New !
Walk for Change was a natrona[ grassroots :

were ot domg anythrng srmtlar ‘Walk for

hlre Nevada and Scuth
we as in aII other 47 “non-

wldmg a broader movernent

was one of the ﬁrst brg challenges of inte- trons wnth other grassroots supporters
“Dmner wnth Barack" ;
'"Dmner with Barack turned tradmonal fund—
raising upside down? said Rospars Tradi-

other better”

E- mall Matchmg Campa|gn

n mld 2007 the team: rnvented grassroots
matching. They sent out two e- ‘rails: thefirst

- tional fundraising dlnners allowed donars

of high ‘dollar’ amounts o buy 2 access: The -
Qbama campaign did the oppos_lte and




: -donors Twent 'ﬁve thou nd ; new 'peopEe
.gave §5, and we were able to prowde hige |
‘new list ofpeome who d made some [eve! of-

commrtmentto fuel OUr orgamzers. :

Creatrng Big Moments .

in September 2007, the campargn was more
“than 20 percent d_own in the polls and the -
team was looking for ways:to_create "big -

The Iowa caucus and New Hampshrre prl ma-

‘stage after speakmg, the team e-ma|ied sup—
2 'porters ;

"crltlcally‘ lmportant accordmg

"-w re-there We i were ‘there’ to suppo t
= ‘people but hat simply. would y
:been osstb?e |f we did not have

“Rospars adde
'2008 Caucuses and ananes z

o be that leq™ By June 2008 the team had I
30 riembers. Obama won in ‘Maryland and

ry drew altention because they often « gave
.a candidate momentum to win the party,-
~nomination. Winning Iowa would prove that.
Obama had mamstream popularltym By

Traditional fundrais-
ing_ dinners allowed
donors of high dollar
amounts to buy access.
-The Obama campaign
did the opp031te and
'selected four donors of
any amount Who had
shared their stories to
meet Obama in a din-
ner settmg and dlSCllSS
thelr issues.

,January 2008, the department had grown 3
16 approxrmately 25 staff members. The :

team, like the entire carnpalgn had- aII eyes

~on winning lowa. Hughes said: "Every staff

meeting, David would ask, ‘What did you do :
todayto help us win in lowa?"" Obama won

“and Hughes sard “lt was a real ﬁashpomt for
' the campaign. We could see that our orga-

nization was strong and that the message
was resonatlng "2 When Obama came off a -

When Obama lostin New Hampshlre Sl
volunteer networks wrthm MyBO “be me” .t

e turned to the commun

onlme tools that enabled us to
We heeded every
could stand on, The commumty Tur;

Virginia. Marcia Carlyn, coﬁadmznrstrator of' i
the Loudoun County for Obama group, sard : :
“We couldn't have done thls wthout the S

'-MyBo sitems. L

On August 23 2008, the team sent 3 text 5
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to 1 million subscribers announcing that
Senator Joe Biden would be Obama’s run-
ning mate. Nielsen Mobile called it the larg-

-est mobile marketing event in the US. to

date 1a

Two Breakthrough Tools
Neighbor-to-Neighbor  was launched in

September 2008 and allowed logged-in us--

_erson MyBO to see alist of undecided voters

who needed to be called or reached by go-
ing door-to-door. Volunteers were matched'
with undecided voters, ‘had ‘access to a

script, customized flyer, and easy interfaces

to report back. Volunteers used the tool to-

make 8 million calls.? {
Instead of going door-to-door to register

voters, the Vote for Change voter- registra-

tion site registered a million people online.

It also showe_d logged-in users which of -

“their friends in *battleground states were not
reg|stered and encouraged them to talk to
them and help get them reglstered :

By December 2008 the team h: d_fpeaked :

-at approxrmately 100. people Rospars sasd i

"We were running 25 dlﬁ‘erent battleground :

“istate programs the” natronal program, the ;
constituency programs, the rap:d response,
fundratsmg and organizing aspects of every-
thing. Every single person was worklng upta.

20 hours a day makmg a huge drﬁ‘erence ;

'Llnkmg Onllne and Ofﬂlne
‘Durrng the four days prior to the electron '
‘the team worked on several thmgs fasup-
porter had glven a zrp code or otherfmfor— ;

rece!ved a rernrnder to vote along wrth the GE

polling address and hours. Another tool al-

lowed a- voter to Iook up _his/her polllngf
piace Moreover in battleground states, the

- website: would l!St five people who had the

sa_me pollm_g place and encouraged .the‘-"
supporter to call or knock on'their doors

',happened 'because ofyou Thanks Barack"“j

“There’s a tendenCY to think of new media as a
secret sauce that suddenly unlocks this viral poten-
tial and there’s truth to that. But... they had a very

tal nted candldate who was a great communicator

"and a_campalgn that matched and mlrrored very

- i_losophy, they wouldn t have gone anywhere

Steve Grove from YouTube.

and take them with you.. That was part

1 of our: strategy of never lettrng peop!e feel
B Irke there was not somethlng eise that they
_could do o help, said Rospars The e-mail

ed up on Electlon Day Sendlng a
ely voters ina supporters neigh-
borhood wrth encouragement to help them
getoutto vote, and emphasmng a support-

er’s” sense “of ownershrp"m On Election Day,
'Twrtter was used to post toli-free numbers

and textmg strmgs for finding pollmg loca-

: tions, as well as volunteer opportumnes Af-
“ter Obama won, the million people who had

been recelvrng text updates and announce-
ments received one final message: ““All'of this

: ':of this happ'ened be— :
: ,cause of you. Thanks, |
'_'Barac :

_Obama changed the ‘way electrons were
‘run.and would be run in the future. He. and

his team shOWed the power of social medra

and technology and more |mportantly that =
: md|V|dual5 could make a drfference if given

the right tools and encouragement ~They .
showed that technology was not just a "tool
in "the arsenal, but a transformative force
accord:ng o Jascha Franklin- Hodge of Blue
State Dlgltal “The campaign ‘understood

“the power of the Internet to get people en-

gaged in the process on a scale never . done

‘before/

Steve Grove from YouTuhe surnmanzed
Theres a tendency to thrnk of new med[a ;
as a SECfEt sa

aker is General Atlan-
tlc Professor of Marketmg at Stantord Gradu-
ate School of Business, USA i
-Emall aaker_jennrfer@gsb stanford edu

Professor Jenn {

that "suddenly unlocks Fil
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‘Exhibit 3

Who received

; 3 miliion online donors
Doncrs Who contributed $5.5 millions fimes®
S S 5 million “friends” on more than 15 socicl nehf.-ork.ing sifes

DLIcitE RIS 3 million friends on Focebook alone®
8.5 million monthly visitors to MyBarackObama.com {at peak}*
2 million profiles with 400,000 log posts
35,000 volunteer groups that held 200,000 offline events
70,000 fundraising hubs thot raised $30 million?

Web site

Necrly 2,000 official YouTube videos
Wogtched more than 80 million timeas, with 135,000 subscribers
442,000 user-generated videos on YouTube?

! Mobile 3 million people signed up for the text messcging program 7 _'
Each received 5 to 20 messages per. month!0 ;
3 million personal phone calls placed L
s Phone calls in the last four doys of the compolgn" ;

: Edelman Rcsaarch “The Social Fulplt i 2009

Obama vs. McCain

ree: Edel an Rés-éarch,- ‘_‘Ti}:é Social Pulpit,” 2009

- ived 30t e me ot Hope thar sver

* Brttanty Washinglon of Lo Argetes, Caiomia

" Source: my barackobama com/page/content/dinner.
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