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Experiment Example:
Pl M ki  I  T
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Plan-Making Increases Turnout
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Prediction

Plan-
Making

Standard 
GOTV

5.0%

2 0%

4.1%

3.0%

4.0%

Average Treatment

*

#

Increase in 
turnout relative to 2.0%

0 0%

1.0%

2.0%
Average Treatment
effect on Treated 

(ATT)

#turnout relative to 
Control group

‐0.2%
‐1.0%

0.0%

Project collaboration between Analyst Institute and David Nickerson
* p < .01;  # p = .09



GOTV: What Works and What Doesn’t 3

EFFECTIVE
o Plan-Making
o Door Hangers
o Text Messages
o Conversational and Interactive Phone Callso Conversational and Interactive Phone Calls
o Emphasizing High (Not Low) Expected Turnout
o Reminding of Previous Vote Commitment

INEFFECTIVE
o GOTV Robocalls
o Mail Simply Encouraging Turnout, Reminding of Election

Scripted Rushed Phone Callso Scripted, Rushed Phone Calls
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On a Per Patch-Through Cost Basis, the Model Achieved 
5On a Per Patch-Through Basis, the Model 
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6Estimated Impact of 2008 Working America 
P   N  M b ’ I  P i i i

**

Program on New Members’ Issue Priorities

^Treatment 
minus 

Control, 
belief among 

dinterviewed

** p < .05;  ^p < .10
Treatment on treated; assuming 50% spillover; 
inquire for study details and analysis decisions and assumptions



4/17 4/20

Impact Based Communications Example* 7

4/17 – 4/20
Mailed to members

3/28 4/6 
CONTROL

(not mailed)

 l d

3/28-4/6 
Survey Calls 

3/26 Mailed

* This method applies to public advocacy about issues as 
well as about candidates



Only 1/3 Impactful; Unknowable Without Test*
8

+0.8% +0.8%

-5.6%**

% supporting 
McCain

* This method applies to public advocacy about issues as 
well as about candidates
** p < .05



Some Public Advocacy Priorities
9

Change Preferences
Greater use of “Impact Based Communications”p
Compare modes of contact (phone, mail, canvass, internet, SMS, cable)
Messenger “brand equity”
More program evaluations, in general

Induce Action
Greater use of “Impact Based Communications”
Generalizable best practices: scripts, messenger, targeting, etc.

O h  D iOther Domains
Volunteer recruitment, training 
GOTVGOTV
Rolloff
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