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Introduction

How it all started
In January 2009, the Bob McDonnell for Governor Campaign brought on Harris Media
to manage, coordinate and execute all online operations.

At that time the campaign had no official Facebook account, no Twitter account, no
blog, no bulk email provider, no mobile program and no recent email lists.

Over the next 10 mont hs, Harri s Medlytech-t ur ned
savvy GOP campaign.

- Ten-fold growth of Activist Email List

- Largest VA political mobile campaign in history

- Largest Facebook presence in the history of VA politics
- Coalition of over 60 Conservative VA Bloggers

- Over $1 million raised online

- Over 149,000 unique web visitors (one month average)

Our work has been featured in the Washington Post, The Examiner, Style Weekly and
more.

Bob McDonnell vs. Creigh Deeds

Matthew_Sauvage: Interesting: @bobmcdonnell crushes @creighdeeds online.
5,908 to 3,386 followers on Twitter & 19,272 to 11,332 supporters on FB #tcot
#vagov

Original Tweet: http://twitter.com/Matthew Sauvage/status/4399654366

Social media sites reflect McDonnell's lead in polls. By yesterday, Republican
McDonnell had more than twice as many fans on Facebook as Democrat Deeds --
more than 26,600 to 12,300. Also, McDonnell's numbers are growing faster this
week than Deeds'.

Speaking about McDonnell's success on Facebook, new-media strategist Ravi Singh
said the Republican's message is "get involved" while the Democrat's is more
passive -- "get connected.”

Richmond Times-Dispatch, November 1, 2009
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http://twitter.com/Matthew_Sauvage/status/4399654366

dmitrySocial: In both of today's gubernatorial races the candidate who had more
Facebook Fans and better Facebook Pages won the election #truestory

Original Tweet: http://twitter.com/dmitrySocial/status/5411852177

Twitter

Bob McDonnell
Chris Christie
Jon Corzine
Creigh Deeds
Facebook
Bob McDonnell
Creigh Deeds
Chris Christie
Jon Corzine
Website

Bob McDonnell
Creigh Deeds

You Tube

Bob McDonnell
Creigh Deeds
Donors

Total Bob McDonnell
Total Creigh Deeds
New Bob McDonnell

New Creigh Deeds
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6,974 Followers
4 561 Followers
4,001 Followers

3,735 Followers

29,194 Supporters
12,523 Supporters
11,234 Supporters

3,986 Supporters

51,789 unique visits (September only)
22,235 unique visits (September only)

13,949 Views

8,559 Views

6,440 (most recent period)
3,763 (most recent period)
4,819 (most recent period)

2,489 (most recent period)


http://twitter.com/search?q=%23truestory
http://twitter.com/dmitrySocial/status/5411852177

twitter

How we won on Twitter

An excerpt from Style Weekly

(7/21/2009)

Ai[f McDonnell] uses s ueb.{;cahmeuas

and Facebook as fast-paced, high- i

volume avenues through which to oW o Bl Frossand Nowsand o)
. . . essenger announced their suppo

spread campaign information 8 formy Campagn i 1 a6

sending out platform announcements,

“«
campaign-stop details, sharing links to ' R
editorials, sharing photos through Flickr.o

i énis tweets seem to get the job done. Each is concise, informative and geared toward
the final goal: winning votes.o

Our Twitter strategy was purposeful and effective. We were able to accomplish each of
our goals below.

1) Build an active (and large) Twitter following. For most of the general election,
our numbers doubled, or nearly doubled our opponent. This was not due to any
SPAM strategy that inflates follower numbers, but rather, was caused by
dedicated organic activity and outreach to the Virginia Twitterverse.

2) Increase Web Traffic. The media will judge you by the quantity of your followers.

However, those numbers are only as good as the activity they generate. Our
Twitter and Facebook traffic accounted for nearly 10% of all web traffic to our
campaign website.

3) Engage Your Supporters. Our Twitter followers showed up to events, spread
our message throug h R T 6 becama small dollar donors.

facebook

How we won on Facebook
Through our outreach efforts, we built Bob a fan base of over 29k supporters, the
| argest Facebook fan page in Virginiabs

Throughout the campaign, we purposed to keep an active, dynamic and engaging
Facebook fan page. Visitors were given breaking news, videos, photos, podcasts and
chances to win various prizes.

Facebook, for instance, recommends that Profile Pictures be changed every 2-3 weeks.
See a quick sample of our work below.
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track the activity level of our supporters. One month before Election Day, and continuing
through Election Day, we had a larger Facebook supporter list than Activist Email list.

We also coordinated unique strategies such as custom html coding on our Facebook

page and custom Facebook applications. We built a Bob McDonnell for Governor Yard
rtual

Sign application, allowing usersto placet he i r
profiles. After just 30 days, we had over 400 users add the yard sign to their profiles.

email list growth

Organic Email Growth

We begant h e

campaign

Wi

t h

a

own

ivi

base of

previous campaigns. We implemented a two-fold strategy.

1) Gain new email addresses through specific online ads, strategies and initiatives.

2) Segment email addresses to maximize list effectiveness.

Bob McDonnell Case Study
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Gaining New Email Addresses

Early in the campaign, we ran fAUnity Week, 0 a
prominent GOP figures, unique landing pages, and user signups. Through Unity Week,

we were able to grow our email list by over 2,000 names and build a foundation for our

newly created AActivist Email List,o which co
contributors.

Through issues landing pages, such as
the one to the right, we were able to
harvest new email addresses, but also
track the issues important to each email
address.

We used similar landing pages on many
different issues, including education,
energy, Guantanamo, transportation,
v e t e rrights,dh® economy and more.

We also used Google Adwords as a

strategic, purposeful tool to control our message and extend our online reach. For
instance, leading up to key endorsements we prepared AdWords discussing the
endorsement, including using the endorsers name as a key word. Anyone in Virginia
who supports Mike Huckabee, for instance, would type in Mike Huckabee and
immediately see that Mike Huckabee has endorsed Bob McDonnell for Governor. We
also employed this tactic on debate nights, in response to negative attacks from our
opponents, and following important issues roll-outs.

Another way we grew our email list, and raised back our online ad funds, was from
display ads.

Above is a sample of display ads we ran on conservative websites and brought in
thousands of new email addresses.

Interestingly, when we first ran the ad on the far left, it had only 1/6 of the clickthrough
rate when compared with the ad on the far right. Our relationship with the ad company
allowed us to stop the ad and make necessary adjustments before resuming the buy.

The ad on the far right had a clickthrough rate of .88%, 3,703 clickthroughs, and gained
2,200 new email addresses for the campaign.
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