
Index

ABC (television network), 11
accuracy: of Catalist’s commercial

predictions, 171–6; of professional
survey firms compared to volunteer
canvassers, 239n2

ACLU, 68
AFL-CIO, 68
African-Americans: and Catalist, 127–8;

Democratic campaigns and mobilization
of, 126; and geographic-level strategies
based on neighborhoods, 94; names and
identification of, 128, 204, 227, 237n6;
and political role of churches, 127,
237n5; and voter turnout, 132–9,
227–30. See also race and racial identity

age: identification of for registered voters
in public records, 5–6; Obama election
and reelection campaigns and young
voters, 5–7; and Perceived Voter Model,
29; and use of matching technique to
assess effect of racial identity on voter
turnout, 227; and voter registration
system, 52; and voting behavior of
young voters, 240n1

Alabama: and racial identity in public
records, 123, 124, 125; and voter
registration, 47–8, 61–62, 100, 103,
109, 118, 225–6, 237n1

Alter, Jonathan, 11, 188
Alton Telegraph (Illinois), 48
Amazon.com, 207
Ansolabehere, Stephen, 67, 69, 75, 76,

136, 143

Arkansas, and white-only primaries,
125

Bartels, Larry M., 32–3
Beckett, Lois, 208
Blaemire, Bob, 61, 62
block-group level neighborhood data, and

Catalist, 70
Bush, George W., and 2004 reelection

campaign, 59

California: and effectiveness of 2012
Obama campaign in persuading voters,
152; and proposed law restricting
opinion polls, 240n8; and voter
registration, 51

“campaign,” meanings of term in research
on elections, 25

campaign databases: and conflicts of
interest, 197–205; impact of on
targeting strategies, 2. See also Catalist;
public records

campaign strategies: author’s contribution
to literature on, 9; and comparison of
persuadable voters and perceived voters,
166–7; critique of mass survey-based
studies on, 31–3; impact of data policies
on, 2, 198–200; individual-level versus
mass-level, 19; and information fallacy
in academic research, 12; and
perceptions of partisanship, 103–22;
and perceptions of race, 129–32; and
reemergence of direct targeting, 60–4;
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campaign strategies (cont.)
summary of arguments and conclusions
on, 213–19. See also elite perceptions

campaign targeting: and consequences for
democratic representation, 205–13; and
limits on leveraging social networks,
184–8; mass-media appeals and
reemergence of, 60–4; as normative
problem, 13–14; and persuading
frequent voters, 147; and persuasion in
non-party registration states, 107, 111;
saturation targeting and geography, 93.
See also microtargeting; segmentation
strategies

campaign workers: and accidental
conversations with voters, 111; and
Ground Campaign Project, 77–85,
104–22, 130–1; and social
network-based strategies, 189–90, 191;
and whistle-blowing, 199

canvassing, Kramer’s model of, 221–4
Catalist: academic subscriptions to, 70, 71;

and analytics samples, 69–70, 71; and
investigation of voter identification
requirement in Texas, 233n2; and
methods for building microtargeting
scores, 171, 172; and prediction of racial
identity of voters, 127–8, 133, 134, 138;
and prediction of voter partisanship,
95–6, 97–100, 101, 107, 178–9, 180,
181; and records of formerly registered
voters, 236n7; research on database
maintained by, 15, 16, 17, 69–76; and
simulated persuasion targets, 153,
155–65; and sporadic voters, 147–8;
and technologies for maintenance of
voter database, 68–76; types of data
collected by, 70, 169; and use of data by
Congress, 200; use of public records by,
54–5; and voter turnout, 133, 134,
137

Census: commercial value of, 56; and
comparison of persuadable and
perceived voters, 164; and reemergence
of direct targeting, 60; as source of
public data, 45–6; and non-registration
based public data, 56–7

child care workers, and non-registration
based public data, 55

churches, and black political mobilization,
127, 237n5

class. See socioeconomic status
Clay, Kirk, 126
CNN (television network), 11, 19
coarsened exact matching, 138
commercial aggregators: and information

on consumer preferences, 38–9; and
prediction of voter racial identity,
127–8. See also Catalist; NGP VAN

“community sentiment,” and voter
partisanship, 100

conflicts of interest, in political repurposing
of public records as campaign data, 46,
197–205, 239–40n1

Congress, and use of campaign data for
official purposes, 200–204. See also
Cooperative Congressional Election
Study; National Committee for an
Effective Congress

conservatism, and ideological positions of
persuadable and perceived voters, 160,
161

constituent services, and Congress,
201–205

consumer preferences: and concept of
“long tail,” 206–207; in relation to
political attributes, 38–9, 176; and voter
registration records, 169

Cooperative Congressional Election Study
(CCES), 75–6, 97–8, 101, 127, 136, 138,
155–65, 230–1, 236–7n9

cost: of broadcast advertising, 60, 61; of
perceiving electorate through consumer
preferences, 39

covered jurisdictions, and Voting Rights
Act, 124, 125

Creative Commons, 212
Croker, Richard, 49
cross-pressure: measurement of, 230–1;

and persuadability of partisans and
independents, 155–65

Current Population Survey (CPS 2008), 76,
137

Daily Herald, The (Utah), 52
data-cleaning, and voter databases, 67
democracy, positive and negative impacts

of campaign targeting on, 205–13
Democratic Congressional Campaign

Committee (DCCC), 68
Democratic National Committee

(DNC), and maintenance of national
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voter databases, 67–68, 85–7. See also
Obama election campaign: Obama
reelection campaign; political parties

Democratic Senatorial Campaign
Committee (DSCC), 68

demography: and direct use of commercial
microtargeting data, 170; and
information gathered by Catalist, 70;
and measurement of cosmopolitanism,
239n2; and perceptions of partisanship,
120; and racially distinct names, 227

direct contact: and impact of new forms
of campaign databases, 2; Perceived
Voter Model and strategy of, 25–7

direct mail: and computers, 62; and cost
of broadcast advertising, 61; and mail
responsiveness and voter turnout,
229

direct mobilization, 32
direct primaries, historical analysis of,

234n4
dog permits, and non-registration based

public data, 55
domestic violence, and personal

information in voter registration system,
53

“Do Not Call” restrictions, exemption of
political solicitations from, 54

Downs, Anthony, 10, 29–30, 38

ecological fallacy, and precinct-level
targeting, 58

education. See demography
Edwards, Becky, 52
elite perceptions: distinction between

first-order and second-order effects on,
17–18; future political science research
on, 219; and influence of partisanship on
campaign strategies, 103–22; and
influence of race on campaign strategies,
129–32; and Kramer’s model of
canvassing, 221–4; microtargeting and
distortion of, 207; opportunities and
challenges in study of, 14–16; public
records as essential for understanding of,
3–4. See also campaign strategies

e-mail: and data collected by websites of
members of Congress, 201; and
ProPublica’s Message Machine project,
170. See also Facebook; Web-based
political discourse

Emily’s List, 68
encyclopedic knowledge, and information

shortcuts in Perceived Voter Model,
33–40

Enos, Ryan D., 16, 21, 66, 77, 79, 80,
83

environmental issues, and microtargeting,
206

Ethics Manuel, of U.S. House of
Representatives, 202–203

Facebook, 18, 182, 185, 186, 188
Fair Credit Reporting Act, 212
Federal Aviation Administration, 54
Fenno, Richard F., 1, 8, 14, 28
field IDs, and proprietary data of Catalist,

71, 178–9, 181
field plan, and scripts for volunteer-based

voter contact, 26, 27
Fireside21, 200, 201
fishing licenses, and non-registration based

public data, 55, 206
Florida: as party registration state, 105;

and racial identity in public records, 123,
124, 125; racial perceptions and
campaign strategies in, 129, 130

form-filler-outer tendency, and voter
turnout, 137, 228–9

Franking Commission (Congress), 203,
204, 211

fraud, and history of voter registration
system, 48–9

Freedom of Information Act (FOIA), 54,
91, 194

full-population dataset, and Catalist, 70

Gallup polls, 143
de la Garza, Rodolfo O., 31
Geer, John G., 35
geography: author’s contribution to study

of political impact of, 5; and campaign
targets as percent of population, 149;
perceptions of partisanship without
public identifiers, 93–5; and perceptions
of race without public identifiers, 126–7;
and persuasion targets, 158; public data
and targeting based on past election
returns, 57–9. See also demography;
precincts

Georgia, and racial identity in public
records, 123, 124
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Get-Out-The-Vote (GOTV) strategies, 92,
107, 109, 111, 141, 146–51, 238n6. See
also campaign strategies; campaign
targeting

Glaser, James M., 126
Gordon, Bart, 104
Gore, Al, 62, 104
Gray, Vincent, 199
ground campaign: focus of empirical

analysis on strategies of, 19; impact of
new databases on, 4

Ground Campaign Project (GCP): and
cross-state differences in campaign
strategies, 104–22; and racial
perceptions, 130–1; and voter databases,
76–85

gun owners, and Republican campaign
strategies, 130

Hansen, John Mark, 12, 31–32, 33,
128

Harris, Joseph P., 47, 49–50, 62, 235n7
Harvard University, 69
Hawaii, and partisanship of perceived

voters, 100, 118
health care workers, and non-registration

based public data, 55
Help America Vote Act of 2002 (HAVA),

63, 66
Hendler, Josh, 187
heuristics. See information shortcuts
Hillygus, D. Sunshine, 9, 31, 143, 156,

157, 176–8
Hispanics, and effectiveness of targeted

appeals, 173. See also race and racial
identity

housing. See public housing; Section 8
housing

Huckfeldt, Robert, 31
hunting licenses, and non-registration

based public data, 55, 130, 206

iConstituent, 200
Idaho, as party registration state, 89
ideology, and comparison of persuadable

and perceived voters, 160, 161
income. See demography; socioeconomic

status
independent voters: and definition of pure

independents, 155; methods of
perceiving partisanship of, 92; and
primaries, 91

information fallacy, 11–12
information flows, and microtargeting,

208–209
information shortcuts: economic

analogy for campaign’s use of, 234n7;
and Perceived Voter Model, 33–40;
selection of, 38–40; as theme of book,
10–11

information theories, and strategic
interaction among multiple players,
234n3

interest groups, and Catalist, 71–2
interviews, and Ground Campaign Project

survey respondents, 83–5
Iowa, as party registration state, 103,

105
issue-specific messages, and precision

targeting, 177
Issenberg, Sasha, 11, 151, 235n18

Japanese-Americans, internment of during
World War II, 240n1. See also race and
racial identity

Jewish voters, and Catalist’s model of
religion, 173

Karabian, Walter, 240n8
Keyssar, Alexander, 48
Kramer, Gerald H., 32, 41, 221–4

labor unions, and Catalist, 68
laws: on collection of party registration

and party primary data by states, 89;
political motivations for on public
records, 4, 41, 198–200; political parties
and voter registration system, 50–3. See
also open-records laws

League of Conservation Voters, 68
liberalism, and ideological positions of

persuadable and perceived voters, 160,
161

licensing data, and non-registration based
public information, 55, 56

lifestyle choices, question of political
relevance of, 176

Lockheed Martin, 200
“long tail,” and consumer preferences,

206–207
Los Angeles Times, 11, 38
Louisiana, and racial identity in public

records, 123, 124, 125
Lowi, Theodore J., 62
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low-information voters, literature in public
opinion research about, 142–3

magazine subscribers, and voter turnout,
176

Malchow, Hal, 86, 107, 147, 148, 171,
239n1

marital status, Catalist’s model of, 172
marketing firms, and reemergence of direct

targeting, 60
Massachusetts: influence of perceptions of

partisanship on campaign strategies in,
104; network-based targeting in, 184–8;
and participation of independent voters
in primaries, 91; as party registration
state, 103

matching technique, and influence of racial
identity on voter turnout, 137–9,
227–30, 237n8

McCain, John, 92, 114
media: and cost of broadcast advertising,

60, 61; and impact of microtargeting
databases on perceptions of voters, 3.
See also television; advertising

medical professionals, and non-registration
based public data, 55

membership lists, and proprietary data of
Catalist, 71–2

Message Machine (ProPublica), 170
metis, and concept of encyclopedic

knowledge, 35
Michigan: and precinct strategy, 93, 94;

and public reporting of primary data, 89,
91, 236n5

microtargeting: commercial models of,
95–6; and direct use of commercial
databases, 170–6; impact of on
democratic representation, 205–13; and
indirect use of commercial databases,
178–82; influence of on campaign
strategies, 2–3; and proposed California
law restricting opinion polls, 240n8; and
surgical approaches to targeting racial
identities, 126. See also segmentation
strategies

Milbank, Dana, 34
Minnesota: as non-party registration state,

109; and precinct strategy, 93, 94
Mississippi, and racial identity in public

records, 123, 124, 134
Missouri, and data on public precinct

returns, 58

mobilization: and interaction between
voter turnout and partisanship, 236n5;
of partisan supporters by Obama
reelection campaign, 104–22

motor vehicle registries, and voter
registration, 63

Mutz, Diana C., 193

NAACP, 51, 68
names, and racial profiling, 128, 204, 227,

237n6
National Board of Trade, 56
National Committee for an Effective

Congress (NCEC), 58, 70–1
National Conference of State Legislatures,

198
National Election Study (NES) survey, 33
National Voter Registration Act (NVRA),

63
neighbor-to-neighbor programs, and

Democratic Party, 187
neighborhoods. See geography; precincts
network-based targeting, case studies in

limits of, 184–8. See also social
networks

Nevada, as party registration state,
105

New Hampshire: and Ground Campaign
Project, 85; as party registration state,
105; and voter registration, 51–3

New Organizing Institute, 148
new-voter targets, and persuasion, 148,

149–51, 155–65
New Yorker (magazine), 55
New York Times, 11, 12, 46–7
NGP VAN: and Catalist, 69; as

continuation of Voter Activation
Network, 67–8; as data source for
research, 16, 17; and Democratic
National Committee, 67, 68; and
maintenance of voter database, 77–85;
and Obama reelection campaign, 16, 18;
and social networking strategies,
188–92; and Web-based interfaces for
voters, 211

Nielsen Company, 56
North Carolina: as party registration state,

105; and racial identity in public
records, 123, 124, 125; racial
perceptions and campaign strategies in,
130, 131; turnout of black voters in,
132–4
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Obama election campaign (2008):
compared to 2012 reelection campaign,
18; as example of attempt to mobilize
young voters, 5–7; and network-based
approaches, 187; and precinct data,
238–9n7; swing voters and targeting
scheme of, 151; use of Catalist database
by, 15; and voters registered as
Democrats, 92

Obama reelection campaign (2012):
compared to 2008 election campaign,
18; and direct use of commercial
microtargeting data, 170; as example of
attempt to mobilize young voters, 5–7;
and Facebook strategy, 188; Ground
Campaign Project and use of NGP VAN
data, 77–85; and information fallacy,
12; and mobilization of partisan
supporters, 104–22; and NGP VAN
website, 16, 18; numbers of volunteers
recruited by, 25–6; and persuasion
targeting, 151–2; and racial perceptions,
130–1; and registered Democrats, 91;
smart phone application and
microtargeting by, 208

Ohio: and Catalist’s partisanship and
turnout likelihood scales, 73, 74,
75; as non-party registration state, 105;
racial perceptions and campaign
strategies in, 131; and voter registration,
50–1

open-record laws, and public policy, 46,
54–7

partisanship. See political parties
partisanship scale, and Catalist, 73, 74, 75
Patrick, Deval, 104, 184–8
Pennsylvania, and influence of perceptions

of partisanship on campaign strategies,
116–22

perceived voter(s): commercial data and
proprietary party records on, 169–84;
compared to persuadable voters, 142,
145–67; definition of, 7–8, 24, 28;
different population of in absence of
party registration data, 93, 100; and
racial identity in North Carolina and
Virginia, 133; summary of arguments
and conclusions on, 213–19; and voter
databases of Catalist and NGP VAN, 69;
and voters in past research, 31–3

Perceived Voter Model: and campaign
perceptions of voters, 28–33, 142;
characterization of as single-player
game, 234n3; and Ground Campaign
Project, 79; and hypotheses on
strategies of mobilizing supporters and
persuading undecided voters, 40–3;
informal shortcuts or encyclopedic
knowledge and, 33–40; introduction to
concept of, 7–8; and Kramer’s model of
canvassing, 222; and positive or negative
impact of campaign targeting on
democratic representation, 205; and
predictions about campaign strategies,
213–19; and strategy of direct contact,
25–7

personal information, and voter
registration system, 46–8

personality traits, and voter turnout,
136–7

persuadability: in literature on political
psychology, 141; Obama reelection
campaign and experiment-informed
model of, 151; as psychological
disposition, 42

persuadable voters: attitudinal and
behavioral comparisons of with
persuadable perceived voters, 145–67;
concept of perceived voters and, 142;
views of in political science, 143–5

Pew Research Center, 143
Planned Parenthood, 68
polarization, of voters in party registration

states, 103
Polimetrix, 75–6
political awareness, as essential moderator

of opinion change, 156
political parties: and history of voter

registration system, 48–50; and influence
of elite perceptions of partisanship on
strategies, 103–22; issue positions highly
correlated with specific, 230–1; and laws
regulating voter registration, 50–3; and
methods of perceiving partisanship
without public identifiers, 92–103;
negative impact of microtargeting on,
208; and partisan information available
from public records in different states, 4,
89–92; and responsiveness to television
advertising, 143. See also Democratic
National Committee; independent
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voters; primaries; proprietary party
records; Republican National
Committee

post-treatment bias, and ideological
positions of persuadable and perceived
voters, 162–3

precincts: and Obama election campaign,
238–9n7; and precinct-captain model of
campaign mobilization, 185; and
registration-based targeting, 58–9; voter
partisanship and strategies based on, 93,
94. See also geography

precision targeting, and issue-specific
messages, 177. See also campaign
targeting; microtargeting

predictive models, and Catalist, 70, 71, 72,
95–6

primaries: and information on partisan
support from public records, 89, 92;
open, closed, and runoff forms of, 89, 91

Progressive Era, and reform of voter
registration, 48

proprietary party records: and Catalist,
71–2; and limits of consumer data in
campaign perceptions of voter
preferences, 169–84

ProPublica, and Message Machine, 170
public housing: and election campaign of

Vincent Gray in Washington, DC, 199;
and Section 8 housing data in 2008
Obama campaign, 85

public opinion, and isolating effects of
microtargeting, 208

public policy: and early history of political
use of voter registration data, 46–50;
impact of on campaign strategies,
198–200; and laws on voter registration
benefiting political parties, 50–3; and
political use of non-registration-based
types of data, 53–7; recommendations
on campaign targeting and, 211–13;
supply and demand for public data and
changes in, 57–64

public records: and age of registered
voters, 5–6; conflicts of interest in
repurposing of as campaign data, 46,
197–205, 239–40n1; as essential for
understanding of elite perceptions, 3–4;
first-order effect of on elite perceptions,
18; on partisan support in different
states, 89–92; and information

shortcuts, 10–11, 39–40; and Perceived
Voter Model, 41–3; political
motivations for laws and policies on, 4,
41; public policy and types of, 53–7; of
racial identity, 123–5; of social networks
and network-based targeting, 189;
supply and demand for public data and
changes in policy on, 57–64; as theme of
book, 9. See also voter registration

pure independents, and comparison of
persuadable and perceived voters,
155–65

purging regulations, and voter registration,
63

Q Tool, 68, 71

race and racial identity: and data available
from public records, 4, 42; downstream
effects of on voters, 132–9; impact of on
campaign strategies, 129–32; and laws
on voter registration, 51; names and
profiling by, 128, 204, 227, 237n6;
perceptions of without public identifiers,
125–9; and predictions of partisanship,
120; public records of, 123–5; and voter
turnout, 134–9, 227–30

Rather, Dan, 239n5
regular-voter targets, and persuasion, 147,

148, 149, 153, 155–65
religion, accuracy of Catalist’s predictions

of affiliation, 172–4. See also churches;
Jewish voters

Republican National Committee (RNC):
access to campaign work of for academic
research, 85–7; and maintenance of
national voter databases, 67, 68; racial
perceptions and campaign strategies of,
129–30

research partnerships, and maintenance of
voter databases by Catalist and NGP
VAN, 69–85

Ridley-Thomas, Mark, 51
Roeder, Ethan, 12, 78, 107, 111, 112, 113,

147
Romney presidential campaign (2012): and

direct voter contact, 26; microtargeting
and distortion of elite perceptions, 207;
and voters registered as Republicans, 91

Roosevelt, Franklin D., 240n1
Rosenstone, Steven J., 12, 31–2, 33, 128
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St. George, Jim, 77
scale, and concept of perceived voters, 35–6
Schaffner, Brian F., 83, 173, 174, 190,

192
scores, and predictive models of Catalist,

70, 72–5
Scott, James C., 1, 35
scripts, for volunteer-based contact efforts,

26, 27
second-round primaries, 89
segmentation strategies: and constituent

communications of Congress, 201–202;
and distortion of perceptions of
politicians, campaign workers, and
voters, 207. See also microtargeting

Seitz, Bill, 51
self-reported information, provided by

campaign supporters, 182, 183
“Share Alike” principle, of open-source

license agreements, 212
Shields, Todd G., 9, 31, 143, 156, 157,

176–8
Sides, John, 25, 115, 151
Sierra Club, 68
smart phone application, and

microtargeting, 208
Smith v. Allwright (1944), 125
social networks: leveraging of for

transmission of messages, 36–7;
mobilization value of, 32–3; and “silo”
effect, 186; and targeting lists, 190–2;
and theory of direct mobilization, 32;
usefulness of for campaign perceptions
of voter preferences, 184–93. See also
network-based targeting

socioeconomic status, and racial identity in
public records, 136, 227. See also
demography

“sound trucks,” and black neighborhoods,
126

South: and racial identity in public records,
123–5; racial identity and voter turnout
in, 134–9. See also specific states

South Carolina, and racial identity in
public records, 123, 124

sporadic voters: and network-based
approaches, 187; and persuasion,
147–8, 149–51

Sprague, John, 31
states: and centralization of voter

registration records, 63–4; influence of

elite perceptions of partisanship on
campaign strategies in, 103–22; and
public records of partisan support,
89–92; and use of matching technique to
assess effect of racial identity on voter
turnout, 227. See also South; specific
states

Sunstein, Cass, 208–209
surge targets, and persuasion, 147–51,

155–65
survey-based persuasion targets, prediction

of, 164–5
swing voters, definition of, 143

Tammany Hall (New York), 49
teachers, and non-registration based public

data, 55
technology: information fallacy and

limitations of, 11–12; and voter
databases, 66–9

television advertising: impact of on direct
strategic mobilization, 59–60;
responsiveness to as function of
partisanship, 143. See also media

Tennessee: and influence of perceptions of
partisanship on campaign strategies,
104; and microtargeting, 3; and racial
identity in public records, 123, 124, 125,
134

Texas: and investigation of voter
identification requirements, 233n2; and
white-only primaries, 125

Thomas, Clarence, 240n1
time, perceived voters and period of, 36
treatment responsiveness, and perceived

voter, 28
Trillin, Calvin, 55, 60
turnout likelihood scale, and Catalist, 73,

74, 75

uncertainty, of politicians on questions of
policy, 30

uninformed voters, and comparison of
persuaded and perceived voters, 155–65

U.S. Department of Agriculture, 54
U.S. Department of Justice, 124, 233n2
Urban League, 51
user-generated proprietary data, 183
user interface (UI), and voter databases,

67
Utah, and voter registration, 51–2
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Vavreck, Lynn, 151, 239n2
Vermont, as non-party registration state,

109, 118
veterans, and use of public data by 2008

Obama campaign, 85
Virginia: as non-party registration state,

105, 230; and racial identity in public
records, 125; racial perceptions and
campaign strategies in, 130–1; turnout
of black voters in, 132–4

volunteer recruitment, and self-reported
data, 183

VoteBuilder, 67, 68, 86
voter(s): access of to political profiles

maintained in databases, 211–13; as
distinct from perceived voters, 7–8; and
perceived voter in past research, 31–3.
See also Catalist; Ground Campaign
Project; independent voters; NGP
VAN; perceived voters; persuadable
voters; public records; sporadic
voters; swing voters; uninformed
voters; voter registration; voter
turnout

Voter Activation Network (VAN). See
NGP VAN

voter registration: and application from
Alabama in 1964, 225–6; and databases
in information age, 66–9; history of
political use of, 46–50; and laws
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