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The stakes are high.

$22m
$160m

$1bn

$3.3bn

U.S. Digital Political Advertising Spend 
(Source: Borrell Associates)
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Let’s bust some myths about 
political campaigns and data.
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“The very, very personal 
is political”

-New York Times
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2004
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of Democrats and 
Republicans vote for 
their party across office
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“Campaigns know you better 
than you know yourself”

-CNN
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2012
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Obama 2012 Campaign Catalist

15 

terabytes

2,000 

terabytes

Source: Pacific Standard Magazine
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“Neurotic? Extroverted? 
Disagreeable? Political 

campaigns have an ad for you.”
- Yahoo
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2016
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vs.

vs.
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What data do political 
campaigns really care about?
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✓ Voting history

✓ Party registration
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✓ Race  

✓ Gender

✓ Age 

✓ Income
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Voters

White

Latino

Black

Catholic

Jewish
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Prediction Accuracy

90% 

73%

68%

38% 

25%

Source: Eitan Hersh



© Blue State Digital  |  Proprietary and Confidential 16© Blue State Digital  |  Proprietary and Confidential

✗Drink of choice

✗ Favorite sport

✗Number of pets
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In 2012
Targeting focused on interest 
and behavioral data 



© Blue State Digital  |  Proprietary and Confidential© Blue State Digital  |  Proprietary and Confidential 19

In 2016
Data has been democratized
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✓ Proprietary segments and 
integrated voter files

✓ Granular, district-level data

✓ Content consumption data
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✓ Sophisticated optimization 
and attribution approach

✓ Increased transparency
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Today’s data is far from perfect

✗Accuracy

✗ Transparency

✗Availability
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How are smart campaigns 
thinking about data in 2016 and 
beyond? 
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Smarter and more 
integrated data
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Measure impact, not reach 
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User and data-driven creative
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Ask me anything.
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