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Sign of the Times

� In 1996, when President Clinton was re-elected in the US, the Internet was 
barely even “invented”

� Just a decade later, the Internet has completely changed the way we 
campaign

– MoveOn.org, which sparked the movement in 1997, is now a multi-
million dollar enterprise with vast reach

– Blogs

• Makes the “24 hour news cycle” even faster

• Journalists rush to be the first to post

• Allows a whole new group of people to drive the story

– Rumors can be circulated and investigated 

– CMG

• YouTube – not even available in 2004, has been a keystone of 
video sharing in this US election cycle

• Flickr – instantly transfers photos around the world, no wire 
service needed
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What this means

� Gives campaigns a whole new way to interact with voters

� Requires a new set of communications tools

� Does NOT make the “traditional media” obsolete

– Internet is most effective at driving a message when both online and 
offline media are covering it
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The 3AM Ad – A Game-changer online and off

� 3AM transformed the political debate just days before the 
crucial Texas and Ohio primaries

� Key to Hillary’s victories in both states
� Launched a pop culture phenomenon, from Saturday 

Night Live to the New Yorker

By the numbers…

Search it? 1.7m search results in .06 secs

YouTube it? 370 unique videos

Highest ranking YouTube 957,627 unique views



5

John McCain and Paris Hilton 

� Televised ad from McCain 
gets huge press but costs 
precious $$$ to air

� Paris Hilton responds 
personally online, getting 
press for herself and the 
campaign – basically gratis
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Barak Obama VP Announcement

� Tried to announce via text 
message, and collected 
thousands and thousands of 
valuable pieces of personal 
contact information doing so…

� But the “traditional media”
still scooped the campaign’s 
text message on the 
announcement – even 
angering some bloggers

“… the mass txt messages seems to have failed”
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Internet Fundraising

� To date, the Internet has been most effective as a campaign tool for raising 
money

– Hillary Clinton - $235m during the primaries

• $10million online after winning the Pennsylvania primary 

– McCain 

• Raised $4.5 million between 1 p.m. and midnight on the day 
Alaska Gov. Sarah Palin was announced as McCain's vice 
presidential selection, almost all online

• 203,343 supporters across MySpace and Facebook 

– Barak Obama – raised $389million to date, of which his campaign says 
close to 88% has been raised online*

• 1.5 million "friends" on Facebook and MySpace

• 850,000 on his own social network MyBarackObama.com

• During the Republican Convention, Obama campaign manager 
David Plouffe emailed his donors saying, “I wasn’t planning on 
sending you something tonight. But if you saw what I saw from 
the Republican convention, you know that it demands a 
response.”

– The result: $10 million in a single day, almost all online

*Business Week, August 25, 2008
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Lessons Learned

� Just as we thought political participation was dead, the Internet changed 
everything

– By making it easier to participate, people are engaging

• Fundraising

• Opinions, online comments

• Sharing videos, pictures

– People can participate from their living rooms again 

� Very little happens by itself

– The Internet is not a substitute for traditional media

• The Internet is an extension of it 

– The Internet gets people involved in new ways
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Questions Still to be Answered

� Will new media continue to attract young people to campaigns? 

– It’s worked in the 2008 US primaries, but will it continue?

� Will the Internet continue to be a fund-raising force?

– Again, it looks like it right now, but we don’t know if that will continue

� Can the Internet be transformative for a small candidate? 

– So far, the campaigns that have used the Internet successfully had 
already viable candidates with strong campaign teams

� Does the Internet phenomenon translate across the water? Around the 
world?

– The US is leading the way in e-campaigning, and we don’t yet know if 
the trend will continue. 

– The subject matter itself has to be interesting to drive interest in any 
medium


