Subject: An Introduction to Microtargeting in Politics
From: Mark Steitz and Laura Quinn of Catalist

A

Microtargeting is a process that answers the questions that are fundamental to the
strategy of any campaign. Which voters support your candidate? Which voters are
undecided? Which voters care about a particular issue? Which voters will vote at all?
Most important of all, which voters will respond if you reach them?

Microtargeting utilizes a variety of tools that have guided commercial marketing for
decades and have been more recently utilized by political campaigns as well.
Microtargeting helps campaigns better shape and deliver messages to specific
individuals and households by tracking and analyzing information on a person-by-person
basis.

Voter files are the raw material of political microtargeting, because they are the way to
start developing a person-by-person view of the electorate. Retailing changed in some
dramatic ways when “point of sale” systems finally were put into place — high quality
voter file systems are their broad political equivalent. Tremendous advances in data
technology have made it easier than ever to access and analyze new high quality
databases about voters which have rich amounts of detailed information drawn from
public sources, commercial data providers, and past campaigns.

Having the basic data is the start — and microtargeting can then go in many different
directions. At one end of the spectrum, there are large scale surveys of voters (with six
thousand or more interviews), serious data analysis and modeling, detailed scores and
profiles of voters, and carefully matched mail, phone, canvass, and even cable media
buys based on those scores and profiles. At the other end, there simply is a better list of
which doors have already been knocked in a precinct and a tracking program that
remembers that a voter asked about a particular issue.

Microtargeting is also closely linked to clinical trial testing — a related set of approaches
used to carefully measure the impact of campaign activities. These approaches use
standard experimental design -- “treating” one large group of people with a campaign
communication (some pieces of mail, a phone call, a visit) but also holding out another
small group of statistically indistinguishable people who do not get the treatment (the
control group). You can then actually measure how much impact a program has — and a
cycle of learning can get started. Good voter files and database systems make running
these experiments far easier than ever.

All of these approaches present a set of immediate challenges that can be intimidating to
candidates and campaign managers. Microtargeting and testing can be expensive.
Different people call different things “microtargeting” and there’s no Good Housekeeping
Seal of Approval for vendors. Some people appear more interested in microtargeting
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because it is cool or new than because it will really help win an election. Intentionally not
communicating with a group of voters by holding them out as a control group strikes
many as insane (and there are certainly times when it should not be done).

And on top of it all, any new and major project always threatens to distract campaign
attention from getting the basics right — having the candidate or campaign make a
persuasive case about issues that matter in language that people understand.

We cannot clear up all of these confusions or overcome all of these obstacles. We can
on the basis of our experience and the experience that others working in the field have
so generously shared with us — lay out the basic steps for using microtargeting and
some of the different options available. We also append a list of resources from which
you can learn more.

We can also offer some quick rules of thumb. You should consider using the tools of
microtargeting if you are going to run a large direct contact program. If voters in your
state do not register by party, or if when they do, it is not very predictive of voting
behavior, you should explore how you might get access to these tools. Smaller
campaigns and organizations can often gain the benefit of these tools by turning to the
Party, coalitions like America Votes, or subscription data services (including Catalist).
You need not be running a large program to be able to participate in a cost effective
manner.

One thing this memo won't try to do is explain how the analytics behind microtargeting
actually work. We've put too many people into dazed, confused states in person to
branch out into doing it through a broad memorandum. Hal Malchow has been a leader
in this field for decades and has literally written the book that describes many of these
tools and their proper use in clear detail. The book is called The New Political Targeting
and a new edition will be available in the fall of 2007. We’re going to focus on why to do
microtargeting, and how to run the process.

Why Microtarget?

Karl Rove was surprised when George Bush lost the 2000 election popular vote'. He
had expected to win, and concluded afterwards that the Democratic Get Out the Vote
operation had outperformed the Republicans. He set out to study systematically how to
do it better, launching the 72 Hour Project and executing a set of experiments in the
governor’s race between Mark Early and Mark Warner in Virginia in 2001. Republicans
lost that race, but they learned more in losing than we on the Demaocratic side learn in
most elections we win. They systematically compared different approaches to voter
contact in Virginia and other races. And by 2002, we progressives were waking up to
find ourselves doing worse than expected in Georgia and in other states and other
races.

Target Your Marketing Page 2



Campaigning is becoming more complicated. There are more mediums and more ways
that voters are getting information. Measuring what works, establishing best practices
and launching a process of continuing improvement is one key to winning campaigns in
the years ahead. The only way to do these things is to test.

As television’s audience spreads out over hundreds of channels, it is no longer the
dominant medium it once was. That is why many campaigns are investing in more
narrowly focused, individually oriented, and carefully tested communications.

This has been going on in the commercial world for quite some time. Targeted
advertising is growing, as can be seen in Figure 1 — look at the growth for Direct Malil,
Internet, and Cable TV".

Direct contact growing as share of all advertising

100%

ODirect Mail
Olnternet

O Radio

B Cable TV

O Broadcast TV
B Magazines

B Newspapers

Percent of National Total

«© © « © ) ) @ 0 @ © © =N
by < [¥a) Y] Nl © o~ = © % =3 SN
= = > = = > =N =N = = > &
— — - — — - — - — — - —

2006

Share of Advertising Spending by Medium, 1943 to 2006

Source: Robert Coen, Universal McCann; Excludes Yellow Pages, Outdoor, and Other
2007 Statistical Abstract, The National Data Book, source: Universal McCann 2

Two caveats: First, television advertising remains the central driver of message and
strategy in many campaigns, and for good reason. Television is all that is left of mass
marketing and voters, especially in a presidential election when turnout is high,
represent the biggest mass market in America. TV can still reach voters more
comprehensively and effectively than any other medium. It just does not do it as well as
it did ten years ago. But while broadcast TV’s impact may be dropping; much of its
competition also faces problems. The issue has occasionally been portrayed falsely as
TV ads versus field activities — when the real challenge is to link TV, in all its forms, with
direct contact efforts into an integrated, layered communications and engagement plan.
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Second, message still matters most. Many of the techniques we will discuss below
involve finding “targets” — people with whom to communicate. The question that matters
most, of course, remains what to say to them — and how to engage them. These tools
can indeed help inform message strategy, but they are clearly only one piece of the
puzzle.

So what does microtargeting do? First and foremost, microtargeting targets individuals.
Every campaign has targets. Microtargeting helps you understand the likelihood -- at an
individual level — that a voter will vote, is a supporter, or will be moved by a particular
message.

Let’s look at a classic example. One critical campaign task is finding people to turn out
to vote in the final weeks of the campaign. The traditional approach is to find
neighborhoods where your supporters are concentrated — so called “65% plus”
Democratic Performance precincts. Knock on all the doors there, urge every person to
vote and know that the majority of those you turn out for Election Day will be supporters.

Many campaigns have been successful using this program but targeting individuals can
add value. Let’s look at the problem Lieutenant Governor Tim Kaine’s campaign faced
in his 2005 campaign for Governor of Virginia. Precinct targeting did not produce
enough targets to provide the Election Day turnout he needed to win". So the Kaine
campaign invested in an early microtargeting project designed to give every voter on the
Virginia voter file a pair of scores based on statistical modeling — one score that
predicted a person’s likelihood to vote and another score predicting how likely he or she
would be to support Kaine. This gave the campaign a way to identify likely supporters
outside the 65% plus precincts. When combined with other models, the campaign was
able to expand its GOTV targets and increase the efficiency of its persuasion efforts.
These techniques could also be used to avoid expending resources knocking on the
doors of those with low likelihood to support inside 65% plus neighborhoods.
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Statewide expansion
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Recently, the basic support and turnout scores have been developed in many
Democratic campaigns. By ranking or sorting voters according to how likely they are to
vote and how apt they are to vote for one side rather than another, campaigns can have
a better baseline view of the playing field on which their campaigns operate. This
baseline view may not be enough, however, as it only tells you where people sit, not how
likely they are to respond to campaign communications.

Microtargeting matches messages to people

Microtargeting starts with computing probabilities, but it succeeds when it helps
campaigns pinpoint ways to change them. One way is to match the right message to the
right people. Microtargeting, in a wide range of ways, can help get the right messages to
the right people.

One way to find that out is to develop issue models. Issue models use the same
techniques as turnout and support models to assign individual scores reflecting the
probability that someone is interested in a specific issue, such as education, choice, or
strong opposition to the Irag War. These can be combined with support and turnout
models in interesting ways. In 2006, we found a group of voters that models predicted
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were likely to strongly oppose the war, but were also not yet strongly supporting the
Democratic candidate. These voters were good targets for communication.

A deeper and strategically richer set of issues involves finding groups of people with
shared values, learning styles, or other “psychographic” characteristics. Finding groups
of individuals through use of these tools has been going on in a variety of ways in politics
for quite some time. These segmentations can be developed based on original surveys,
already developed commercial segmentations, and other hybrid approaches.

Original segmentations are one approach. As part of major microtargeting projects, it is
possible to develop customized values segmentations based on the large scale polling.
In Ohio, voters were given a set of scores saying how likely they were to be “aging
traditional liberals,” “younger engaged agreeables,” “moderate demoralized Christians,”
and a half dozen other categories. The clusters were somewhat different in Michigan.
Various pollsters have been using these tools productively for more than a decade. The
Republicans have their own multiple clustering systems as well.

”

These are, however, often expensive, and can be difficult to score back to the voter file
(connect with confidence to individual voters). Large survey samples are costly; long
guestionnaires make them even more so. Several strategies have been used to
minimize these problems. One approach is to do surveys of people who have answered
a very long questionnaire once, and now agree to answer shorter surveys that can be
matched to their previous answers for modeling purposes. Another is to use
segmentations developed by commercial providers. There are also approaches that
combine parts of both.

A more detailed and deeper view of the electorate along values lines is clearly a good
idea. All people who regularly attend church are not alike; having models that find those
church-goers who have ears to hear a Democratic message of social justice can be of
tremendous value to a campaign. These techniques are very widely used in commercial
marketing; Wal-Mart recently did a survey of 4,565 of its shoppers and developed seven
key segments ranging from “brand aspirationals” to “social shoppers"” based on dozens
of psychographic measures. According to news reports, this was central to changes in
their strategic marketing.”

Microtargeting increases the chances of winning

The only overall reason to spend resources on microtargeting is, of course, to increase
the likelihood of achieving your campaign’s goals. When linked with clinical trial testing,
it is possible to both design and evaluate the impact of campaign activities with a new
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level of precision and accuracy; choosing the smarter programs thereafter is the same
as raising more money.

One portion of the labor movement’s activities in the 2006 campaign was a program of
mail and phone contacts run nationally. Extensive modeling, microtargeting, and testing
led to a targeted communications program aimed at specific individuals and households.
Under the direction of Mike Podhorzer, the political staff of the AFL-CIO was determined
to measure the exact impact of this program, so they randomly picked some people they
would otherwise have contacted, and did not send them anything. Right after the
election, they had Garin-Hart-Yang Research do a survey of 4,291 people who were in
the target audience for the program, and the1,117 who had been held out in the “control
group” and received no communications. Did the program make a difference? Did the
people who received communications vote more Democratic than the people who did
not get the communications?

The results are both impressive and interesting. The people who were in the treatment
group voted for the Democratic candidate for Congress by a 10% greater margin than
those who received no communication. (The margin for Democratic Senate candidates
was also 10% greater). Analysis of the final voter file results on a district by district basis
is still underway, but it is a safe prediction that had this program not been run, the
Senate would be in Republican hands.

Note that this is a different form of argument than “if Labor union members had not voted
for Democrats disproportionately, the House and/or Senate would still be in Republican
hands” (though both statements are true.) It is not a numerical reflection of something
that might have happened for a thousand reasons, many of which are beyond the control
of any campaigns or causes. This is a quantitative evaluation of the impact of a specific
program aimed at specific people. We need more of this in progressive politics.
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2006 Congtressional Vote

Treatment Control
74%

The program difference: +10 point gain on Dem margin

Source: Garin-Hart Research, November 2006, total interviews 5,408

The interesting thing is why this 10 point increase in margin arose -- it appears that a
major difference between the control group and the treatment group was what they
thought the election was about. The control group’s thinking was more closely in line
with the electorate as a whole — that Iraq was the most important issue. The men and
women who had received the AFL’s program were more likely to think the election was
about the economy (and less likely to think it was about Iraq or moral values).
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Most important voting issue
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This result may not be generalizeable outside of this experiment, but it again points to
the basic idea — run a careful, individually tracked program that has a sensible message
aimed at the right people and you can change the outcome of elections.

Six steps towards microtargeting

So, what are the building blocks of microtargeting — how can one get started? These
lessons apply to campaigns or causes; we focus primarily on elections, though the same
lessons apply to any campaign with clear goals.

1. Build microtargeting into your overall planning and strategy process

The best place to start is determining how many votes you need to win your election -- or
whatever specific and measurable change you seek. When setting specific vote goals
and budgets to achieve them, try to be as explicit as possible about how your choices
accomplish your goals. We are a ways off before we can confidently rank alternative
campaign investment expenditures on the basis of the expected increase in net margin
per dollar spent. But being systematic is a start.
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2. Upgrade your voter files and data systems

Gain access to the highest quality voter file available. We are, of course, partial to
Catalist. In any case, look for how recently the file has been cleaned and checked for
changes of address. How comprehensive is the vote history on the file? How are
absentee and early votes dealt with by the Secretary of State and on the source file?
(This is a tremendously important issue and one that is growing). What past ID’s are on
the file from previous campaigns? How reliable is household level information? How will
you be able to match the data you collect to the files?

The voter file is the basis, but you also need tools with which to use the file. Often you
need both “front end” tools that can help gather data in the field (think palm pilots for
entering canvass results at the door), and “back end” tools that allow you or your
vendors to store, analyze, and manipulate data at ever increasing scale as you build
data (and learning) test after test and cycle over cycle.

Good data is useless unless appropriately shared throughout your organization. Many
campaigns, in our experience, have data flows that look like the chart below. When a
major new poll comes in, all the relevant people may be on the phone for a conference
call, but other than that there is little data or strategic integration. Breaking down these
data silos brings increasing yields to every endeavor over time.
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3. Gather more data

Once you have access to a voter file and systems with which to use it, you can start
adding data. Make sure your surveys are drawn from voter files, and use larger samples
when you survey. A large sample survey is like a better digital camera — more detail
allows you to see smaller objects more clearly.

All the weight need not fall on your shoulders. Lots of data can be found at lower than
do-it-yourself costs. You can turn to the Party, coalitions including America Votes, and
subscription services from various data providers (including Catalist). You can purchase
or rent lists of specific interest to your campaign; for example, specific hunting lists for a
mailing on a local environmental issue. Or lists of organizations that support you. By
collecting and saving these lists, perhaps in a more systematic manner than before, you
can steadily grow the value of your system.

Another critical issue is gathering better basic information about some traditional but key
variables. Race and ethnicity. Church attendance and gun ownership. As you run ID or
direct contact programs, collect and store this information. But again, as you collect data
you need to be prepared with systems that can store and integrate this data with the
voter file — and ideally do this over multiple election cycles. Be sure to shop for cost-
effective ongoing data services and not just data.

4. Better define your targets;

As we discussed above, individual level data can help you add people you need to your
lists of people to contact; it can also help prune people who aren’t yet ready to be moved
by your message. Matching messages to targets increases lift as well.

Once you’'ve made your plans and started gathering your data, you need to make the
decisions about what specific type of microtargeting program to run. Will it be one-
directional — applying scores to set initial targets — or are you going to be able to run
tests on those targets before you roll out all your contact programs? Do you want
original modeling, or can you get by with using scores or data previously developed? Do
you want deeper understanding of values themes that might reach groups through
tailored messaging and targeted media channels, or do you want to simply identify more
supporters? There are no general answers — this is the point where you need to work
with your pollster, your data team, your strategic advisors and your budget to determine
what is best.

One point here: It is critical that microtargeting is integrated with traditional targeting.
The best teams and projects we have seen combine local knowledge and traditional
targeting approaches with the newer microtargeting tools. Results that bewilder the
statistical analyst with no local knowledge are obvious to someone who knows the area
(“why does that race seem so important? — well their candidate ended up in jail two
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weeks before the election — anyone who voted for him nonetheless was family or an
unalterable Republican”). This type of integration is becoming more possible as more
political data is shared across elections, and tools for analyzing it are becoming easier to
use and more transparent.

5. Test approaches and measure impact

In some senses this is the hardest step. Resistance to testing springs up from every
corner, sometimes for good reasons. Reliable consultants who have seen fads and
charlatans come and go often start off by distrusting new approaches. Testing can
threaten habits and relationships. But again and again, the real deal killer is a problem
facing all sorts of placebo control group studies in medicine -- shouldn’t every patient get
the medicine? Learning is a nice quality for a candidate, but winning is his or her only
job. If learning for later is going to reduce my chances of winning now, isn’t it
irresponsible to use these tools?

Well, in many cases, it is what our former President used to call a false choice. And
resistance to this form of testing must be overcome if we are to enter a cycle of learning
— as our competition has. EMILY’s List and others have done excellent work measuring
their programs; these processes need to become more standard.

The simple if somewhat technical truth here is that two facts make the expected cost of
holding out a control group small. First, we have limited budgets and seldom if ever treat
everyone who we might reach. We cut off lists when our budgets run out. If | have a
budget that allows for 10,000 voters to be contacts, we find the best 10,000 targets we
can — we rank the electorate to find those we think is most likely to be moveable in our
direction or capable of being mobilized to vote.

Second, we are not all that great at ranking people. When you hold out a control group
you still mail the same number of people (in this case 10,000). From the first 10,000, for
example, you might hold out 1,000 — and you then just loosen the belt a little and add
people who would have been just barely contacted before — the same people you would
have mailed if you could have afforded 11,000. The only expected vote cost of a control
group experiment is the difference between the impact of a communication to the
average person in the treatment group and that of the average person in the people
added. And that difference is often neither measurable nor significant.

6. Use Repeatedly and Share

At the risk of sounding repetitious, these tools all work best when used repeatedly.
“Learning organizations” may be a business buzzword, but the power of these tools
grows when time and energy are invested.” It is also critical to share and swap data
over time. Data and data systems are more like language than widgets — the more
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people who use them, the more valuable they become. Progressives need to
understand that sharing and swapping data strengthens everyone.

Conclusion

Our focus has been on traditional field operations, in part because these are the
operations that depend most on voter files. There are, however, serious applications
going on and still to be developed in internet communications, fundraising, and targeted
TV, especially cable media ad buying. “Microtarget your new media” could be a
separate paper -- there is a great deal of work to be done — and tremendous
opportunities.

This is a fast growing and changing field. Microtargeting and clinical trial testing are
providing measured gains for campaigns and organizations, and we are confident more
will come. This makes it an exciting field to work in, but also makes it an important time
to use caution. All new tools take time — polling took decades until it became fully
functional and trusted.

As this field grows, there are, in our opinion, three key strategic imperatives for
progressives if we are to make the most of these opportunities.

Focus on movement not location: these tools develop good profiles of how likely
people are to vote one way or another, and how likely they are to vote. They further find
people who are likely to say they are interested in an issue or share a set of values.
These can be thought of as developing a GPS to identify each voter’s location on the
political probability map. But more than location, what we really want to know is what
moves people along both axes — toward or away from voting; toward or away from
support. We want to be able to model and predict where voters are — but even more we
want to model and predict which voters will move in response to campaign
communications. A wide range of exceptional testing has been done by Women’s
Voices Women Vote showing the responsiveness of single women to various political
communications; this is the type of work that needs to be continued and expanded.

Build engagement not one way communications: “Targeting” too often returns to a
bombing metaphor — dropping message from planes. Yet the best data tools help build
relationships based on observed contacts with people. Someone at the door finds out
someone is interested in education; we get back to that person and others like him or
her with more information. We measure whether the contact persuades or motivates.
We adapt our messaging according to response. Amazon’s recommendation engine is
the direction we need to head.
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Increase the number of laps around the track: we spoke to a successful business
person who had built a multibillion dollar financial services company by using analytics
and testing. He spoke of the early days in the company, and how they remained
focused on the fact that no particular piece of knowledge or result would be key to their
success, because competitors would always be able to repeat their learning. The new
company’s abiding competitive advantage would instead be its consistent ability to stay
ahead by having more experiments (adding individual level data and understanding
about what moves a voter with each round of contact) — more “laps around the track.”
Single firms now do thousands of models and tests a year; the progressive movement
needs to increase our laps around the track by orders of magnitude.

We hope these ideas help.
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Bios

Mark Steitz, Senior Advisor, Catalist

Mark Steitz currently serves as a Senior Advisor at Catalist. In 1993, he founded TSD
Communications where he is a Senior Principal. At TSD, Mark has directed strategic
communications efforts for clients including Microsoft Europe, the Athens 2004 Olympic
Bid and Organizing Committees, The Hartford Financial Services Group, Chartwell
Investments, and The Body Shop. Mr. Steitz was also a co-founder and principal of
Copernicus Analytics (now merged with Catalist) which provided analytic support to
progressive political candidates and causes using database marketing and testing
techniques.

Prior to founding TSD, he served as Director of Communications at the Democratic
National Committee under Chairman Ronald H. Brown. Mr. Steitz also served as the
Director of Research at the Democratic National Committee, and designed the Clinton
campaign's free media targeting systems in both 1992 and 1996. An economist by
training, he worked at the Congressional Budget Office from 1978 to 1986 as an
industrial and tax policy analyst.

Laura Quinn , CEQO, Catalist

Laura Quinn currently manages and helped found Catalist, a voter data and data service
company serving progressive organizations. She is also a founding partner of QRS
Newmedia, Inc. which specializes in communication technology design and integration
services. In 2004, Ms. Quinn, Mr. Steitz and a small group of investors launched
Copernicus Analytics, a data mining firm focused on providing improved donor and voter
analytics to progressive political clients. Prior to these endeavors, Ms. Quinn served as
a Deputy Chief of Staff for Vice President Al Gore; as Director of the Democratic
Technology and Communications Committee for the Democratic Majority Leader in the
U.S. Senate; as Communication Director for U.S. Senator Jay Rockefeller; and in a
variety of senior Senate policy and campaign communications positions.

This Memo was paid for by the NDN Political Fund

Contributions or gifts to the NDN Political Fund are not tax deductible
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Resources

The attached is a partial list of those working in this field. We are eager to add

resources and not to exclude!

Data Resources

Catalist

1101 Vermont Avenue, NW
Suite 900

Washington, DC 20005
Ph. 202 962 7200

www.catalist.us

Democratic National Committee &
State Parties

430 South Capitol Street, SE
Washington, DC 20003
Ph. 202 863 8000

www.democrats.org

NCEC

National Cmte for an Effective Congress
122 C Street, NW, Suite 650
Washington, DC 20001

Ph. 202 639 8300

www.ncec.org

Target Your Marketing

Astro Data Services
974 NW Circle Blvd
Corvallis, OR 97330
Ph. 541 758 1132

www.voterlist.com

Blaemire Communications

1890 Preston White Drive, Suite 105
Reston, VA 20191-5430

Ph. 703 620 2688

www.blaemire.com

Labels and Lists
2500-116th Avenue, NE
Bellevue, WA 98004
Ph. 1800 842 5478

www.labelsandlists.com

Practical Political Consulting
220 Albert Avenue, 2" Floor
East Lansing, Ml 48826

Ph. 517 351 6682

www.grebner.com
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Voter Activation Network (VAN)

54 Regent Street
Cambridge, MA 02140
Ph. 617 718 2980

www.voteractivationnetwork.com

Modeling & Analytics Resources

MSHC Partners / Predicted Lists

1155 15th Street, NW, Suite 300
Washington, DC 20005
Phone: 202-478-7900

www.mshcdirect.com

Polimetrix

1010 Vermont Avenue, NW, Suite 715

Washington, DC 20005
Ph. 202 386 7695

www.polimetrix.com

Strategic Telemetry
236 Massachusetts Ave., NE #205

Washington, DC 20002
202 546 4764

www.strategictelemetry.com

Target Your Marketing

Voter Contact Services (VCS)
1111 W. El Camino Real, #109
Sunnyvale, CA 94087

Ph. 1-800 826 3453

www.vcsnhet.com

Stratylis

1619 V Street, NW
Washington, DC 20009
Ph. 202 234 7219

www.stratalys.com

Yuhas Group

121 Hawthorne Road
Baltimore, MD 21210
Ph. 410-467-9387

www.yuhasgroup.com
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Benenson Strategy Group Lake Research Partners

14 E 60TH St 1726 M St. NW, Suite 500

New York, NY 10022-1006
Washington, DC 20036

Ph. 202 339 6067
Ph. 202 776 9066

www.bsgco.com
www.lakesnellperry.com

Brilliant Corners Research o _
MacWilliams Kirchner Sanders

1336 North Capitol Street, NW
1660 L Street, NW, Suite 301

Washington, DC 20002 Washington, DC 20036

Ph. 202 887 9201
202 393 5050

- www.macropartners.com
www.brilliant-corners.com

The Mellman Group
The Feldman Group

1023 31 Street NW, 5" Floor
508 8th Street, S.E.,

_ Washington, DC 20007
Washington, D.C. 20003

Ph. 202 625 0370

. www.mellmangroup.com
Garin-Hart Research

1724 Connecticut Avenue, NW

Washington, DC 20009 MTS Analytics Inc.
Ph. 202 234 5570 3001 Park Center Drive, #721
www.hartresearch.com Alexandria, VA 22302

Ph. 703 731 1089
Greenberg, Quinlan, Rosner otoki.mtsanalytics.com

10 G Street, NE, Suite 400

Washington, DC 20002 Penn Schoen Berland

Ph. 202 478 8300 1110 Vermont Avenue, NW, Suite 1200
Washington, DC 20005

www.greenbergresearch.com Ph. 202 842 0500

www.psbresearch.com
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Robin Pressman Consulting Will Robinson Media

Washington, DC 1325 18th Street, NW, Suite 207

Washington, DC 20036
Ph. 202 829 0460

_ Ph. 202 775 1440
www.robinpressman.com

Environics

33 Bloor Street East, Suite 900
Toronto, Ontario, Canada
M4W 3H1

416 969 2834

WWW.environics.net

Spotlight Analysis, LLC
1220 19th Street, NW, Suite 804
Washington, DC

Ph. 202-223-3308

VALS

333 Ravenswood Avenue
Menlo Park, CA 94025
Ph. 650 859 4600

www.sric-bi.com see VALS
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New Poumes InstiTure

A THINK TANK FOR POLITICS

www.newpolitics.net

Catalist client organizations using a variety of data-driven techniques and/or engaged in

micro-targeting experiments and projects

AFL-CIO

815 16th St., N.W.
Washington, D.C. 20006

www.aflcio.org

ACORN

1024 Elysian Fields Avenue
New Orleans, LA 70117

Ph. 504 943 0044

www.acorn.org

America Votes

1101 Vermont Avenue, NW, Suite 900

Washington, DC 20005
Ph. 202 962 7240

WWW.americavotes.org

Atlas Project
888 16" Street, NW, Suite 620
Washington, DC 20006

www.theatlasgroup.org

Center for Community Change
1536 U Street NW

Washington, DC 20009
Ph. 202 339 9300

WWW.communitychange.org

Target Your Marketing

Democratic Congressional Campaign
Committee

430 South Capitol Street
Washington, DC 20003
Ph. 202 863 1500

www.dccc.org

DemocraciaUSA

2915 Biscayne Blvd, Suite 210
Miami, FL 33137
Ph. 305 573 7329

www.democraciausa.org

Democratic Senatorial Campaign
Committee

120 Maryland Avenue, NE
Washington, DC 20002

press@dscc.org

www.dscc.org

EMILY’s List
1120 Connecticut Avenue NW

Suite 1100
Washington, DC 20036

Ph. 202 326 1400

www.emilyslist.org
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New Poumes InstiTure

A THINK TANK FOR POLITICS

League of Conservation Voters
1920 L Street, NW, Suite 800
Washington, DC, 20036

Ph. 202 785 8683

www.lcv.org

MoveOn
PO Box 9218
Berkeley, CA 94709

WWW.Mmoveon.org

NARAL

1156 15th Street, NW Suite 700
Washington, DC 20005

Ph. 202.973.3000

www.nharal.org

NAACP

4805 Mt Hope Dr.
Baltimore, MD 21215
Ph. 1877 622 2798

http://www.naacp.org

National Education Association

1201 16th Street, NW
Washington, DC 20036-3290

Ph.202 833 4000

Target Your Marketing

www.newpolitics.net

Sierra Club
408 C St., N.E.

Washington, DC 20002
Ph. 202 547 1141

www.sierraclub.org

SEIU

1800 Massachusetts Avenue, NW
Washington, DC 20036

Ph. 202 730 7162

www.seiu.org

UFCW
1775 K Street, NW
Washington, DC 20006

www.ufcw.org

US Action

1825 K Street NW, Suite 210
Washington, DC 20006

Ph. 202 263 4520

www.usaction.org

Women’s Voices. Women Vote

1707 L Street NW, Suite 750
Washington, DC 20036
Ph. 202 659 9570

WWW.WVWV.0rg
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New Poumies InsTiTute

o .
A THINK TANK FOR POLITICS www.newpolitics.net

'Republican National Committee (RNC) 72 Hour PowerPoint Presentation

" 65%+ precinct targeting is, to be certain, something of a straw man. The limitations of relying solely on
this data have been clear for a long period of time, and talented targeting operatives have founds ways
around this limitation by using census data, primary vote history, and other tools. Microtargeting builds on
and refines these efforts.

v Wal-Mart PowerPoint

V' Wal-Mart PowerPoint

v An excellent overview can be found in Harvard Business Review, Decision Marketing, January 2006
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