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

The Obama Campaign



Digital Training Academy

© 2009 Digital Strategy Consulting & Partners. All rights reserved.

Contents

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

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

• 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 – for 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

• Building connections

• Building „the brand‟ 

• Building discussion

• Adding depth to the 
proposition

• Changing the „sender‟ built a 
buzz throughout the campaign 
in the run-up to the election

• In political terms this 
campaign was the first to 
„move message‟ 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

• This message comes 2 days 
later… 

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

• In interview, their campaign 
director told Digital: “We had 
to carry on asking them for 
more: more energy, more 
support, more donations”

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

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

• 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

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

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

• Each message has one single 
goal

• In spite of diverse „senders‟ 
the language stays „on-brand‟ 
and authentic

• 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
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The Obama Campaign

Frequency: Permission to re-contact

• Every day there‟s a new message

• Every day it feels relevant

• Every day the campaign team have to find a 
reason that gives them permission to recontact

• Remember: It‟s about what the recipient wants 
and expects, not what you want to say

From: Barack Obama 
[mailto:info@barackobama.com]
Sent: 24 October 2008 03:28
To: Danny Meadows-Klue @ Digital
Subject: Deadline : midnight
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The Obama Campaign

Explaining the situation

• This mailing uses news as 
the permission to 
recontact, and creates a 
story – sending it to 
participants and 
encouraging them to take 
the message further

• News announcements and 
news about the project are 
the key drivers in much of 
this communication, they 
give a flow of energy and 
discussion throughout the 
communication 
programmes and keep 
people up to speed with 
what they are interested in  

From: Nicole Aro, BarackObama.com 
[mailto:info@barackobama.com]
Sent: 25 October 2008 01:40
To: Danny Meadows-Klue @ Digital
Subject: Last Call : this weekend
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The Obama Campaign

House parties: the spark

• Email is used as a 
communication channel 
but the energy in the 
campaign is at grass 
roots level in the house 
parties across America

• These created 
discussion and drove 
local engagement, 
building support and 
reaching out to new 
stakeholders

• The model had only 
been tried on a tiny 
scale before

From: Jon Carson, BarackObama.com 
[mailto:info@barackobama.com]
Sent: 26 October 2008 01:15
To: Danny Meadows-Klue @ Digital
Subject: How you can change America
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The Obama Campaign

Member-get-member

• Email being used to 
spread a message 
about engagement and 
participation

• The goal is to recruit 
people into campaign 
operations, mobilising 
tens of thousands of 
loyal supporters

• Operationally this is a 
separate division with 
its own activities 
running within the 
business unit

From: Nicole Aro, BarackObama.com 
[mailto:info@barackobama.com]
Sent: 29 October 2008 13:56
To: Danny Meadows-Klue @ Digital
Subject: Help Barack win battleground states
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The Obama Campaign

Election day

• The moment it happened

• “Go vote today and make sure 
you take your friends and 
family with you”

• The year of motivation and 
energy builds into this 
moment; engaged supporters 
who‟d never been involved in 
politics before drove in cars 
through their neighbourhoods 
to bring people out to vote

• “We‟re counting on you to get 
us there today”

…and this was one of several 
messages in the final 24 
hours from The Candidate, 
former presidents and 
campaign directors 

From: Michelle Obama 
[mailto:info@barackobama.com]
Sent: 04 November 2008 09:20
To: Danny Meadows-Klue @ Digital
Subject: Vote today
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The Obama Campaign

It’s over? Think again

• The election is won, but 
the campaign‟s energy 
continues

• The Tshirts confirmed 
people‟s participation –
a physical example of 
their involvement

• There are more funds to 
raise for campaigns 
once inside government 
so this campaign 
continued in a way not 
seen in previous 
elections

From: Obama for America 
[mailto:info@barackobama.com]
Sent: 10 November 2008 21:58
To: Danny Meadows-Klue @ Digital
Subject: Your Victory T-shirt
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Social media

Social media platforms were the hub of campaign activity 
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The Obama Campaign
http://www.facebook.com/barackobama

Facebook

• Meet the man with more 
friends on Facebook than 
any of us!

• Using Facebook as a 
campaign tool was a 
perfect example of how the 
campaign reached out to 
people in the places they 
hung out on the web

• The feeds fuelled millions 
of messages on other 
people‟s Facebook pages 
and this in turn reached 
tens of millions more 
people

• Social media was a 
primary channel for the 
campaign team
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The Obama Campaign
http://www.youtube.com/barackobama

YouTube

• “YouTube gave us the chance to 
talk directly to the American 
people” explained Obama 
campaign manager David Plouffe 
in his interview with Digitak

• “We could say what we wanted to 
say without it being edited down to 
a tiny soundbite. This changed the 
quality of the debate and allowed 
us to talk about real issues, issues 
that mattered to Americans.”

• Using YouTube as a campaign tool 
was a perfect example of how the 
campaign reached out to people in 
the places they hung out on the 
web

• The content is archived and 
continues to be constantly used 
and reviewed

• Online video was a primary 
channel for the campaign team
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The Obama Campaign

http://www.barackobama.com/

BarackObama.com

• Every brand has its home 
on the web, and this was 
the central digital asset for 
the campaign

• Emails and social media 
linked here, content from 
House Parties and local 
comment was collated 
here, speeches and videos 
were published and 
broadcast from here

• It was a groundbreaking 
website at the heart of a 
ground breaking social 
media campaign
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And after the election?

This campaign continued. Unlike any campaign in American 
politics before, the relationship with voters continued at a high 
level once the administration was in office. 
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The Obama Campaign

Fundraising, engaging

• Another perfect example 

of fundraising and 

commemorating 

combined together

• The Obama campaign 

continued to cement its 

role in people‟s lives 

with the election as a 

defining moment in US 

political history

From: President Plate 
[mailto:PresidentjPlatee@reeseswe.com]
Sent: 01 December 2008 16:25
To: Danny Meadows-Klue @ Digital
Subject: Get your piece of history today
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The Obama Campaign

Voice of The President

• The campaign succeeded in 
part because it bypassed 
mainstream media to talk 
directly to, and with, voters

• That process continued once 
in office, with the video 
addresses broadcast out to 
supporters through the same 
email database that drove the 
campaign

• The process educated and 
informed people, brining them 
closer to the workings of 
government and adding a 
depth that US politics had 
lacked since the Kennedy era

From: Barack Obama 
[mailto:info@barackobama.com]
Sent: 17 January 2009 18:07
To: Danny Meadows-Klue @ Digital
Subject: The future of the movement
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The Obama Campaign

Changing culture

• In an interview with 
Digital, David Plouffe 
explained that “the 
campaign needed to 
continue moving 
message, involving 
Americans in the way 
our government works, 
getting them to support 
ongoing rapid change 
once The President was 
in office. We knew this 
meant the campaign 
couldn‟t stop – the job 
wasn‟t done.” 

From: David Plouffe, BarackObama.com 
[mailto:info@barackobama.com]
Sent: 18 January 2009 17:53
To: Danny Meadows-Klue @ Digital
Subject: What are you doing tomorrow?
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The Obama Campaign

Inside government

• Read this email and 
consider what‟s 
happening…

• The process of changing 
key agendas and policy 
from one side of the 
political spectrum to the 
other was bound to be met 
with resistance

• Polls, petitions, emails and 
calls to opponents were 
part of channelling the 
energy of millions of 
people motivated by the 
campaign into a focus that 
could be used as evidence 
to support the demand for 
change 

From: President Barack Obama 
[mailto:info@barackobama.com]
Sent: 21 May 2009 00:05
To: Danny Meadows-Klue @ Digital
Subject: Today I need your voice on health care


