
Level 2: Mastering Digital Strategy



Course Outline

• Mastering Digital Strategy
• Website Essentials
• Email Essentials
• Mastering Content
• Mastering Advertising



Topics

• Systems vs Goals
• The Social Cycle
• The Constituent’s Journey
• Digital Activism Plan Components



Course Resources

bit.ly/DigitalActivismCourse
Slide Decks

Newsletter Signup
Links and Downloads
Course Discount Code



Systems vs. Goals



Systems vs. Goals



Infinite System Examples

• Publishing content
• Engaging with your audience
• Getting smarter
• Reviewing and analyzing 



The Social Cycle



The Social Media Cycle

Listen

Influence

Network

Sell



Social Cycle: Listen

Goals
• Manage reputation
• Identify policy gaps
• Identify message gaps

Tactics
• Follow topics/issues
• Monitor opponents
• Follow influencers
• Search for mentions



Social Cycle: Listen

Tools
• Google Alerts
• Tweetdeck



Social Cycle: Listen (Google Alerts)

google.com/alerts



Social Cycle: Listen (Google Search Operators)

Match Types
• Broad

school board
• Modified Broad

+school +board
• Phrase Match

“school board”
• Exact Match

[school board]

Operators
• Exclude (-)

school board –meeting
• Include (+)

“school board” +meeting
• OR

“school board” OR “school 
committee”

• Sites (site:)
“school board” site:unionleader.com

• Locations (loc:)
“school board” loc:Manchester, nh



Social Cycle: Listen (Tweetdeck)



Social Cycle: Influence

Goals
• Increase engagement
• Drive website traffic
• Increase awareness
• Grow retargeting lists

Tactics
• Optimize your profile(s)
• Share engaging content
• Promote posts



Social Cycle: Networking

Goals
• Earn media mentions
• Develop strategic partnerships

Tactics
• Target influencers
• Media outreach
• Create a “Short List”



Social Cycle: Sell

Goals
• Gain supporters
• Acquire volunteers & donors
• ”Upsell”
• Increase activity

Tactics
• Value-first approach
• Follow the Constituent Journey
• Segment messages



Social Cycle: Summary

Listen

Influence

Network

Sell

• Listen
• Manage reputation
• Identify gaps

• Influence
• Engagement and awareness
• Drive traffic (build retargeting lists)

• Network
• Earn media mentions
• Develop partnerships

• Sell
• Gain supporters
• Acquire donors & volunteers



The Constituent’s Journey



Overview

AWARE
ENGAGE

CONVERT
EXCITE

ASCEND
ADVOCATE



What About AIDA?



Constituent Journey: Awareness

Free
• Search engines (organic)
• Social media (organic)
• Email (personal)

Paid
• Search engines (ads)
• Social media (ads)
• Email (lists)



Constituent Journey: Engagement

“Flirting”
• Policy priorities
• Constituent concerns
• Build trust
Goal: Generate a two-way conversation.



Constituent Journey: Conversion

The “First Date”
• Attend a campaign event
• Subscribe to newsletter
• Follow on social media
Goal: Convince them to take a small, first step.



Constituent Journey: Excitement

“Courtship”
• Maintain and build interest
• Reveal more
• Dressed rehearsal
Goal: Make a good first impression and build interest.



Constituent Journey: Ascension

“Commitment”
• Supporter
• Donor
• Volunteer
Goal: Seal the deal and grow the relationship.



Constituent Journey: Advocacy

“Partnership”
• Public advocate
• Share workload
• Surrogate



Constituent Journey: Summary
Constituent Stage Social Cycle Call(s) to Action Ad Set Audience(s)

Awareness Listen Read this article
Watch this video

Affinity/Saved
Lookalike

Engage Read this article
Watch this video

Affinity/Saved
Lookalike

Engagement Engage Like, Share, Comment Affinity/Saved, Lookalike
Retargeting
Fans

Conversion Engage Join Me
Subscribe
Sign Up

Custom
Retargeting
Fans

Excitement Network Learn More
Tell Me What You Think

Custom
Retargeting
Fans

Ascension Sell Vote for me
Donate
Volunteer

Custom
Retargeting

Advocacy Sell Share my message
Host a house party or event

Custom
Retargeting



Digital Activism Plan



How to Get Results

MESSAGE + AUDIENCE + TIMING = RESULT



Digital Activism Plan Components

Goal(s)
Preparation

Strategy
Tactics



Digital Activism Plan Components

• Goals
• Preparation

• Research
• Asset Inventory
• Technology Stack
• Checklist

• Strategy
• Audience Segments
• Messaging
• Phasing

• Tactics
• Timeline
• Budget
• Operations Calendar



Ad Campaign Purposes

1. Increase Name Recognition
2. Create Voter Audiences
3. Convert Supporters Into Voters



Campaign Timeline

50% - 65% 
of Budget

35% - 50% 
of Budget

Get prepared Name recognition
Build audiences
Collect data

GOTVSupporters
Donations
Volunteers

Supporters
Donations
Volunteers

GOTV

Pre-announcement Announcement Primary General



Budget Spreadsheet



Identifying & Targeting Voter Audiences

“Carpet Bomb”
Issue-focused
Wide audience

50% 75% 95%

Custom Look-
alike

Identified Audience



Identifying & Targeting Voter Audiences

“Laser-guided 
Bomb”

Issue-focused
Narrow audience

Custom Look-
alike

Identified Audience

MESSAGE + AUDIENCE + TIMING = RESULT



Template #1: Short Time (60 days), 
Small Budget (< $500)

Phase 1 (65% budget):
Exposure and BYO audience

Phase 2 (35% budget):
GOTV

• Campaign 1: Name and Office
• Objective – Engagement
• Audience – Cold (demographics)
• Creative – Image (name, office, face)
• Add to CA “Campaign Engaged”

• Campaign 2: Video Intro
• Objective: Engagement
• Audience – Cold (demographics)
• Creative – Video (30-second captioned slideshow)
• Add to CA “Campaign Engaged”

• Campaign 3: GOTV
• Objective: Conversions
• Ad Set 1

• Budget 50%
• Audience – Cold (demographics & affinity)
• Creative – Event (Vote for Me)

• Ad Set 2
• Budget 50%
• Audience – “Campaign Engaged”
• Creative – Event (Vote for Me)



Template #2: Medium Time (90 days), 
Medium Budget ($500 - $1,000) 

Phase 1 (35% budget):
Exposure and BYO audience

Phase 2 (35% budget):
Recruit Support

Phase 3 (30% budget):
GOTV

• Campaign 1: Name and Office
• Objective – Engagement
• Audience – Cold (demographics)
• Creative – Image (name, office, face)
• Add to CA “Campaign Engaged”

• Campaign 2: Video Intro
• Objective: Engagement
• Audience – Cold (demographics)
• Creative – Video (30-second 

captioned slideshow)
• Add to CA “Campaign Engaged”

• Campaign 3: Lawn Signs
• Objective – Conversions
• Audience – “Campaign Engaged”
• Creative – Messenger (request sign)
• Add to CA “Campaign Supporter”

• Campaign 4: Donations
• Objective – Traffic
• Audience – “Campaign Engaged”
• Creative – URL (donate landing page)
• Add to CA “Campaign Donor”

• Campaign 5: GOTV
• Objective: Conversions
• Ad Set 1

• Budget 50%
• Audience – Cold (demographics 

& affinity) or LAA
• Creative – Event (Vote for Me)

• Ad Set 2
• Budget 50%
• Audience – “Campaign 

Engaged, Supporter, Donor”
• Creative – Event (Vote for Me)



Template #3: Max Time (120+ days), 
Max Budget (> $1,000)

Phase 1 (25% budget):
Exposure and BYO audience

Phase 2 (25% budget):
Segment Audience

Phase 3 (25% budget):
Recruit Support

Phase 4 (25% budget):
GOTV

• Campaign 1: Name and Office
• Objective – Engagement
• Audience – Cold 

(demographics)
• Creative – Image (name, 

office, face)
• Add to CA “Campaign 

Engaged”
• Campaign 2: Video Intro

• Objective: Engagement
• Audience – Cold 

(demographics)
• Creative – Video (30-second 

captioned slideshow)
• Add to CA “Campaign 

Engaged”

• Campaign 3: Issues
• Objective: Engagement
• Ad Set 1

• Audience – Cold 
(demographics)

• Creative – Issue #1 
Video (30-second 
slideshow)

• Add to CA “Issue #1”
• Ad Set 2

• Audience – Cold 
(demographics)

• Creative – Issue #2 
Video (30-second 
slideshow)

• Add to CA “Issue #2”
• Ad Set 3

• Audience – Cold 
(demographics)

• Creative – Issue #3 
Video (30-second 
slideshow)

• Add to CA “Issue #3”

For each campaign, create separate ad sets 
targeting CA for engaged and/or specific 
issues…

• Campaign 4: Lawn Signs
• Objective – Conversions
• Audience – CA or LAA
• Creative – Messenger (request 

sign)
• Add to CA “Campaign 

Supporter”
• Campaign 5: Donations

• Objective – Traffic
• Audience – CA or LAA
• Creative – URL (donate 

landing page)
• Add to CA “Campaign Donor”

For each campaign, create separate ad sets 
targeting CA for engaged and/or specific 
issues…

• Campaign 6: GOTV
• Objective: Conversions
• Ad Set 1

• Budget 50%
• Audience – Cold 

(demographics & 
affinity)

• Creative – Event (Vote 
for Me)

• Ad Set 2
• Budget 50%
• Audience – CA
• Creative – Event (Vote 

for Me)



Q&A
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