
Making	Media	Buys	
For	each	media	market,	you	can	make	one	adver7sing	buy.	Each	buy	includes	a	media	type,	message	tone,	and	number	of	adver7sing	
cycles.	The	Campaign	Simulator	allows	you	to	test	out	the	results	of	different	buys	so	you	can	best	meet	your	client’s	goals.

Once	you	save	a	buy,	
you	can	start	a	new	
media	buy.	Your	saved	
buys	will	be	accessible	
through	the	summary	
page.

Switch	posi;ons	between	
Support	and	Oppose.	This	
will	erase	your	saved	buys.

Delete	a	buy	at	any	;me.

Save	your	buy	to	add	it	to	
your	media	buy	summary.

The	Change	in	Support	
tab	displays	a	graph	of	
the	projected	effects	of	
your	media	buy.

Toggle	between	percent	
and	raw	numbers	of	
demographic	informa;on

The	Demographic	tabs	
allow	you	to	explore	the	
demographic	composi;on	
of	your	selected	media	
market.	Choose	between	
the	tabs	to	see	different	
demographic	make	ups.

								Steps	

1.	Select	a	Media	Market		
Once	you	make	your	selec;on,	
messaging	op;ons	and	market	
demographics	will	appear.	You	
can	only	save	one	buy	per	
media	market.	

2.	Select	a	Media	Type	
Media	type	includes	the	costs	
associated	with	that	market	

3.	Select	a	Message	Tone	
Make	sure	your	message	tone	
aligns	with	your	client’s	goals	

4.	Select	Ad	Cycles	
This	is	the	number	of	cycles	
your	adver;sement	runs.	The	
more	cycles,	the	more	your	ad	
gets	out	into	the	public,	and	
the	more	it	costs!	

5.	Compare	your	Buy	
The	Campaign	Simulator	will	
project	the	effects	of	your	
media	buy.	Compare	your	buy	
to	other	op;ons	to	ensure	you	
meet	your	client’s	goals.

AHer	comple;ng	steps	
1-4,	the	Campaign	
Simulator	will	project	the	
effects	of	your	media	buy.



Comparing	Media	Buys	
Place	 media	 buys	 side-by-side	 to	 compare	 the	 expected	 changes	 in	 support	 and	 to	 compare	 projected	
informa7on	about	poten7al	people	influenced,	media	buy	costs,	and	the	cost	per	person	influenced.	While	
you	can	compare	two	buys	from	the	same	market,	you	can	only	make	a	single	media	buy	per	media	market.

Return	to	the	Map	Tool	to	check	
which	coun;es	are	covered	by	
which	media	markets.

Change	the	media	type,	
tone,	or	ad	cycles	of	a	
saved	buy	at	any	;me.

The	Change	in	
Support	tab	
shows	
projected	
results.	Choose	
between	
viewing	results	
for	a	media	
buy	or	the	
total	campaign.

Graphs	show	the	expected	changes	in	support	and	opposi;on	across	the	poli;cal	spectrum	
and	the	numbers	below	show	projec;ons	for	people	influenced	and	associated	costs.

You	can	compare	2	buys	from	
the	same	market,	but	only	
purchase	1	buy	per	market.

AHer	saving	a	buy,	
you	can	access	the	
Summary	Page,	
which	displays	all	
of	your	media	
buys	with	their	
projected	numbers	
and	costs.



Summary	Page	
The	Summary	Page	provides	a	list	of	all	your	saved	buys,	their	projected	effects	
and	costs,	as	well	as	the	total	effects	and	costs	for	all	your	buys	combined.

The	Totals	sec;on	shows	the	projected	results	of	all	your	media	buys	combined.

Voters	Influenced	es;mates	the	number	of	people	
you	mobilized	or	persuaded	with	your	campaign.

These	numbers	show	the	total	cost	for	your	campaign	
as	well	as	the	average	cost	per	person	influenced.

You	can	
delete	a	buy	
at	any	;me.

Move	your	buys	into	Panel	1	or	2	
to	see	and	compare	them	on	the	
Media	Buy	Page.

When	you’ve	finalized	your	campaign,	press	
print	to	save	your	summary.	You	will	need	to	
share	your	final	budget	and	change-in-support	
projec;ons	with	your	manager	and	client.

Close	the	Summary	
Page	to	return	to	the	
Media	Buy	Page.Summary	graphs	display	the	projected	changes	in	

support	and	opposi;on	across	the	poli;cal	spectrum	for	
each	of	your	media	buys	and	for	your	total	campaign.	



Here,	support	was	increased	by	mobilizing	large	numbers	of	Republicans	
and	persuading	Independents,	despite	aliena;ng	the	Democra;c	base.

Mobiliza7on

Support	Campaigns Opposi7on	Campaigns

This	campaign	mobilized	fewer	Republicans,	but	influenced	
more	people	toward	support	by	persuading	Independents	and	
Democrats	without	aliena;ng	the	strong	Democra;c	base.

This	campaign	mobilized	a	smaller	Democra;c	base,	but	influenced	
greater	numbers	toward	opposi;on	by	persuading	Independents	
and	Republicans	without	aliena;ng	strong	Republicans.

In	this	campaign,	opposi;on	was	increased	by	mobilizing	the	Democra;c	
base	and	persuading	Independents,	despite	aliena;ng	Republican	voters.

Mobiliza7on

Persuasion

Persuasion

Mobiliza7on Persuasion

Mobiliza7onPersuasion

Reading	the	Graphs	
Depending	on	your	client’s	posi7on,	you	will	want	to	increase	either	support	or	opposi7on.	Bars	going	up	always	indicate	added	support	for	a	par7cular	bill	
or	issue,	and	bars	going	down	always	show	increased	opposi5on.	It’s	impossible	to	please	everyone!	Influencing	some	people	oWen	means	aliena7ng	others.


