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Case study
Digital Relationship Marketing (RM) Academy
Extending the consumer journey with RM
The Obama Campaign: Moving message ðchanging 
the beliefs and engagement of a generation of 
Americans

The Obama Campaign
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Contents

Å On the campaign trail
Building engagement and moving message through relationship marketing 
and social media; creating participation and delivering the direct message

Å Social media
Platforms at the heart of the campaign; building discussion, activism and 
engagement

Å After election
How the campaign continued when the Obama administration took office

Further resources
This case study is built from extensive interviews Digital Strategy held with the 
Obama campaign team ðfor more information including detailed interviews 
and our analysis on the communication content and messaging strategy 
contact TheTeam@DigitalStrategyConsulting.com 
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The Obama Campaign

Donations and buzz

Å Building connections

Å Building ôthe brandõ 

Å Building discussion

Å Adding depth to the 
proposition

Å Changing the ôsenderõ built a 
buzz throughout the campaign 
in the run-up to the election

Å In political terms this 
campaign was the first to 
ômove messageõ in US politics 
through the web

From: Michelle Obama 
[mailto:info@barackobama.com]
Sent: 18 October 2008 02:29
To: Danny Meadows-Klue @ Digital
Subject: Midnight deadline : Double your impact
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The Obama Campaign

New reasons to donate

Å This message comes 2 days 
lateré 

Å Feel the authenticity in the 
language; this is a rallying cry 
to the troops but 6 months 
into the campaign for many of 
them

Å In interview, their campaign 
director told Digital: òWe had 
to carry on asking them for 
more: more energy, more 
support, more donationsó

From: Barack Obama 
[mailto:info@barackobama.com]
Sent: 20 October 2008 22:56
To: Danny Meadows-Klue @ Digital
Subject: You decide
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The Obama Campaign

Taking part

Å This tactic combines 
revenue generation with 
discussion generation ð
and it gets people taking 
the message out onto the 
streets.

Å In a market where 
advertising is key to 
moving opinion, car 
magnets and bumper 
stickers were shifted in 
their millions; prompting 
front of mind awareness 
and keeping the debate 
going in shops, bars and 
streets across North 
America. 

From: Obama for America 
[mailto:info@barackobama.com]
Sent: 21 October 2008 20:40
To: Danny Meadows-Klue @ Digital
Subject: Deadline : Limited edition car magnet
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The Obama Campaign

Involving the team

Å Involvement of the campaign 
team gives new messages to 
connect with their target 
audience

Å The deadline and clear call to 
action ask for immediate 
response

Å Each message has one single 
goal

Å In spite of diverse ôsendersõ 
the language stays ôon-brandõ 
and authentic

Å The promotional Tshirts and 
other mechanics are driving 
discussion, building the reach 
of the message and increasing 
the loyalty of the voter

From: Jon Carson [mailto:info@barackobama.com]
Sent: 22 October 2008 20:54
To: Danny Meadows-Klue @ Digital
Subject: Deadline Tomorrow : Your Car Magnet


