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ABOUT

OUR  NONPROFIT
WHAT IS WEVOTE?

WeVote is  a  digital  voter  guide  that  g ives el ig ible voters  the 
tools  to  educate themselves about  local  and state elect ions .  
I t  is  an open source plat form with informat ion including 
candidates ,  local  organizat ions ,  vot ing registrat ion and 
locat ions etc .
 
 
 
WeVote is  creat ing a  networked and integrated digital  voter  
guide that  wil l  empower voters  and improve democracy.  
 
WeVote cuts  through the clutter  to  provide you with better  
informat ion about  what 's  on your  bal lot .  WeVote 's  plat form 
aggregates endorsements and opin ions across personal  
networks and helps you get  informat ion f rom trusted and 
ver i f ied advocacy organizat ions .  

WEVOTE MISSION STATEMENT



W E V O T E  C A M P A I G N  G O A L

REACH  100 ,000  
VOTERS  BY  

NOVEMBER  6TH
T A R G E T  V O T E R S  I N  T H E  S T A T E  O F  F L O R I D A
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CAMPAIGN  
OVERVIEW

Our Strategy for WeVote

1.    Target Audience 
Use Keywords relevant to Florida candidates, 
ballot amendments, voting locations, etc. 
 
2.    Organization
Set up Ad Groups to increase Ad Rank and 
improve position of ads without raising bids.
 
3.    Creative Testing
Use Dynamic Ads feature to A/B test ad copy 
and track Cross Device Conversion data.



CAMPAIGN PERFORMANCE

Before Election Day vs. After Election Day
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A L L  D A Y  
 
 
 
F L O R I D A ,  U S A
 
 
 
E N G L I S H / S P A N I S H
 
 
 
W E B S I T E  T R A F F I C  
 
 
 
M A X I M I Z E  C L I C K S
 
 



TARGET AUDIENCE

Most Clicks and Impressions From Voters in 

Metropolitan Cities & Surrounding Areas 

M O S T  P O P U L A R  C I T I E S :             M O S T  P O P U L A R  C O U N T I E S :
 
M I A M I                                       M I A M I - D A D E  C O U N T Y    
                                               B R O W A R D  C O U N T Y
 
P A L M  B E A C H                             P A L M  B E A C H  C O U N T Y
 
T A M P A                                      H I L L S B O R O U G H  C O U N T Y
 
O R L A N D O                                  O R A N G E  C O U N T Y  
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AD GROUP PERFORMANCE

Keywords Relating to Voting and Candidates 

in Florida Were Most Engaging To Voters



B E S T  K E Y W O R D S :      F L O R I D A  S E N A T E  C A N D I D A T E S ,  R I C K  S C O T T ,  B I L L  N E L S O N ,                               
 
 
W O R S T  K E Y W O R D S :   F L O R I D A  B A L L O T  A M E N D M E N T S  1 - 1 3 ,  H O W  T O  V O T E

AD GROUP PERFORMANCE

 P R E S I D E N T I A L  E L E C T I O N ,  V O T E R ,  V O T E  F O R  _ _ _



AD GROUP PERFORMANCE

Why Did Some Keywords Relevant to Florida 

Perform Better than Others?

H Y P O T H E S I S :   V O T E R S  A R E  M O R E  C O N C E R N E D  W I T H  S U B J E C T I V E  M A T T E R S  T H A N  O B J E C T I V E
 
S U B J E C T I V E :   C A N D I D A T E S ,  L O C A L  V O T E R  G U I D E ,  P O L I T I C A L  P A R T Y
O B J E C T I V E :     A M E N D M E N T S ,  R E G I S T E R  T O  V O T E ,  A B S E N T E E  B A L L O T



CREATIVE TESTING

A/B Testing on Ad Copy to Discover 

What is Most Engaging to Voters

A D S  R A N  F R O M  N O V E M B E R  1 - 8
C O P Y  B  P E R F O R M E D  2 X  B E T T E R  T H A N  C O P Y  A

C O P Y  A                                                                           C O P Y  B

" D I G I T A L  V O T E R  G U I D E "



MARKET ING  GOAL

ACHIEVEMENT

OBSTICALES OUR TEAM ENCOUNTERED

 
NOT ENOUGH TIME TO RUN CAMPAIGNS FOR 

~4 WEEKS BEFORE MIDTERM ELECTION DAY 
 
 

NO CONVERSION TRACKING ON GOOGLE ADS
 
 

NO PERMISSION TO ADVERTISE WEVOTE APP 



IN 7 DAYS
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9,185 
FLORIDA

VOTERS
 

O U R  C A M P A I G N  R E A C H E D
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RECOMMENDED  
NEXT  STEPS

   ENABLE CONVERSIONS & TRACKING 

Begin tracking Conversions on Google Ads Manger.
Enabling a Tracking Pixel would offer WeVote insight               
as to where website traffic is derived from.            

   TARGET VOTERS AGES 18-35

18-24 and 25-34 are the most engaged age groups.
There is a significant decrease in impressions and       
clicks from ages 55-65 and over.

   OPTIMIZE ADS FOR MOBILE & APP 

"Digital Voter Guide" performed best in ad copy testing.
Set Mobile Bid Adjustment based on insights from cross  
device conversion and total estimated conversion data.
Add Mobile App Extension to Google Ads.



CONCLUS ION

Presentation By
Ali Chen, Freddie Zhang, and Ashlee Rodehorst

Google Online Marketing Challenge
https://get.google.com/onlinechallenge/

WeVote
https://wevote.us/


