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To:  Interested Parties 
From:  Jerome Armstrong, political strategist, co-ÈÜ ÛÏ ÖÙɯÖÍɯɁ" ÙÈÚÏ ÐÕ ÎɯÛÏ Ìɯ& ÈÛÌɂ 
Date:  September 2006 
Re:   Engage The Blogs 
 
I was recently asked this question: as we embark on the last weeks of the 2006 
campaigns, how can progressive organizations best engage the blogs to help achieve 
victory?  
 
Everyone involved in politics is coming to realize that the blogs are not something to be 
scared of, to avoid, or demean. Instead, the blogs and their millions of readers can be a 
powerful asset for progressives working in issue advocacy organizations, labor unions 
or political campaigns. This memo makes the case that all parts of the progressive 
family must engage the blogs, both in the long-term by increasingly integrating them 
into our wo rk, and in the short -term with five specific recommendations that can be 
implemented immediately.  
 

The Rise of Blogs and the Impact on Progressive Politics 
Increased internet use is making online politics more important than ever. At the 
beginning of this  decade only about half of US adults had internet access.  Today almost 
80% of Americans have online access. About 50 million people get at least some of their 
news online. Also on the increase are high powered users with broadband internet 
access, many of whom rely on the internet as their primary source for news.   
 

 

Diagram 1: The Partisan Divide Online in 2004 
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Political blogs have been around since the 2000 election, but it was during 2004 that 
their impact began to be noticed, particularly in the Democratic Presidential primary 
campaigns. Just as there was a Blue-Red divide in America, so there was on the web 
also. The partisan extent of the blogosphere can be seen from the 2004 BlogPulse.com 
map (overleaf) of the blogs and their connections1.  
 
A number of things have changed since 2004. According to the website Technorati.com, 
the blogosphere has grown over 100 times in size.  Blogs have expanded in content 
beyond technology and politics, and now include every imaginable discussion topic: 
moms talking, sports chatter, entertainment gossip, and so forth. 
 
Perhaps more importantly, the blogosphere has recently become more progressive. 
During the 2004 cycle, traffic visiting Conservative and Progressive blogs was about 
equal. Yet today the progressive blogosphere is much larger. A 2006 poll2 by the online 
advertising service Blogads.com found that nearly 50% of blog readers self-identified as 
Democrats. Only 20% saw themselves as Republicans, with 19% as Independents, 5% as 
Libertarians, 4% as Greens, and 2% as apolitical.  
 
The  raw numbers are equally impressive. Time Magazine 3 recently estimated that 
about 6 million Democrats read blogs on a daily basis. Nielson ratings reported that the 
biggest political blog, Daily Kos, is visited by 4.8 million people a month. The Liberal 
Ad Network 4, which comprises nearly 100 of the biggest blogs that are aligned with the 
progressive cause, pegged readership at over 90 million page-views a month. And the 
- ÈÛÐÖÕ ÈÓɯ)ÖÜ ÙÕ ÈÓɀÚɯ' ÖÛÓÐÕ ÌɯÊÖÕ Ë Ü ÊÛÌË ɯÈɯ× ÖÓÓ5 in April 2006, finding that 23% of 
Democrats read blogs at least a few times a month.  
 
Bottom line: there are a lot of progressives reading political blogs. And those that do 
tend to be among the most politically engaged Americans. A PEW post-election survey6 
of online activists that supported Howard Dean showed that an incredible 99% voted in 
the November 2004 election. Because these bloggers and online activists are extremely 
politically active, they can and do have a disproportionate impact on everything from 
primary elections to advocacy campaigns.   
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From National to Local Impact of Blogs 
Progressives need to recognize the importance of forming bonds with local blogs ɬ 
those blogs that are within a state, region, congressional district or city. Reaching out to 
these local blogs can be akin to making connections with the special interest groups and 
constituency groups of the past that have traditionally dominated the progressive 
movement. The difference is that whereas interest groups traditionally care about only a 
small range of topics, such as the environment ÖÙɯÞ ÖÔ ÌÕ ɀÚɯÊÏ ÖÐÊÌȮɯÓÖÊÈÓɯÉÓÖÎÎÌÙÚɯÈÙÌɯ
much more likely to be movement -based and focused on changing the status quo. 
 
Until recently, the perception of bloggers has been that they are more concerned with 
national issues, and have a questionable impact on local elections. However as the 
blogosphere has grown, and grown more progressive, this has changed. A series of 
special elections in the 2005 and the 2006 primary cycle made clear that local blogs can 
have a real impact. Paul Hackett came remarkably close to winning a special election, in 
. Ï ÐÖɀÚɯÚÌÊÖÕ Ë ɯÊÖÕ ÎÙÌÚÚÐÖÕ ÈÓɯË ÐÚÛÙÐÊÛȮɯÐÕ ɯÈɯÝÌÙàɯ1 Ì× Ü ÉÓÐÊÈÕ ɯË ÐÚÛÙÐÊÛɭ largely off of 
funding from the blogosphere. Among the recent victories, the primary US Senate 
victories of Jim Webb in Virginia and Jon Tester in the Mon tana showed that the local 
blogosphere is now capable of connecting netroots activism and grassroots action.  
 
To see how quickly this is developing at the local level, 7 ÓÌÛɀÚɯÓÖÖÒɯÈÛɯÛÏ Ìɯ, ÈÚÚÈÊÏ Ü ÚÌÛÛÚɀɯ
ÉÓÖÎÖÚ× Ï ÌÙÌȭɯ(Õ ɯ- ÖÝÌÔ ÉÌÙɯƖƔƔƙȮɯÈɯÊÖÕ ÝÌÕ ÛÐÖÕ ɯÊÈÓÓÌË ɯɁ! ÓÖÎ+ ÌÍÛɂɯÞ ÈÚɯÖÙÎÈÕ ÐáÌË ɯÉàɯ
Massachusetts bloggers. The convention members began a Yahoo email list to allow for 
further communication, and in May of 2006, organized a forum for the Democratic 
primary candidates for Lieutenant Governor. Soon after, Deval Pat rick, who ultimately 
won the Democratic nomination for Governor, had his campaign reach out to the 
blogger community for advice on how to identify "average citizens" in its video 
testimonials. This early outreach to the blogs is only one of the many factors that 
Ìß× ÓÈÐÕ ɯ/ ÈÛÙÐÊÒɀÚɯÝÐÊÛÖÙàȭɯɯ! Ü ÛɯÐÛɀÚɯÊÌÙÛÈÐÕ ÓàɯÕ ÖɯÈÊÊÐË ÌÕ ÛɯÛÏ ÈÛɯÈɯ× ÙÖÎÙÌÚÚÐÝÌɯÖÕ ÓÐÕ Ìɯ
ÐÕ ÍÙÈÚÛÙÜ ÊÛÜ ÙÌɯÐÕ ɯ, ÈÚÚÈÊÏ Ü ÚÌÛÛÚɯÐÚɯË ÌÝÌÓÖ× ÐÕ ÎɯÈÓÖÕ ÎÚÐË Ìɯ/ ÈÛÙÐÊÒɀÚɯÐÕ ÊÙÌË ÐÉÓÌɯÊÈÔ × ÈÐÎÕ ȭ 
 
Advocacy campaigns, labor unions, political campaigns and others are in a natural 
leadership position to help spread further the sort of growth seen so clearly in 
Massachusetts. In turn, the local progressive online political structure, with its database 
of local online activists, listserves among bloggers, ability to aggregate through regional 
portals or advertising networks, and capacity for state -based fundraising, can provide 
support for a broad range of progressive causes.  
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Changing the Campaign Operation 
How should we do this? The first thing to realize is that bloggers can become involved 
in all areas of a progressive organization. Politically, blogs can be very helpful in 
ÙÌÈÊÏ ÐÕ ÎɯÓÌÈË ÐÕ ÎɯɁÐÕ ÍÓÜ ÌÕ ÛÐÈÓÚɂɯÖÙɯÖ× ÐÕ ÐÖÕ ɯÔ ÈÒÌÙÚȭɯ(Õ ɯÛÏ ÌɯÍÐÌÓË ȮɯÛÏ ÌàɯÊÈÕ ɯÏ ÌÓ× ɯÐÕ ɯÛÏ Ìɯ
ÌÈÙÓÐÌÚÛɯÚÛÈÎÌÚȮɯÛÏ ÙÖÜ ÎÏ ɯÞ ÖÙË ɯÖÍɯÔ ÖÜ ÛÏ ɯÈÕ Ë ɯÌÝÌÕ ÛɯÖÙÎÈÕ ÐáÐÕ Îȭɯ! ÓÖÎÚɀɯfundraising 
potential, especially through small donors, is well known.  
 
Beyond those advantages, having an online rapid-response team, or an email-list serve 
of local bloggers, means you are one step ahead of the opposition in shaping the 
beginnings of any news story that hits the wire. Opposition research can be distributed 
to bloggers to break. And website content that includes a public schedule is vital to 
allow bloggers to help bring volunteers to your organization.  
 
! Ü ÛɯÐÛɀÚɯÕ ÖÛɯÑÜ ÚÛɯÛÏ ÌɯË Ì× ÈÙÛÔ ÌÕ ÛÚɯÖ f campaigns that have changed. The entire way a 
campaign unfolds has to change by engaging bloggers, from how a campaign gets off 
the ground to how it uses media in the closing days.  
 
Progressive campaigns must reverse the traditional volunteer model ɬ and the earlier 
the better. Instead of leaving recruitment of volunteers to the last minute, campaigns 
should try to excite volunteers up front, long before a full field program is up and 
running. It is at this point that engaging bloggers can be most effective. Start by 
reaching out to local bloggers who actually have a pre-existing audience to build the 
initial groundwork.  
 
Recognize that our media world is more fragmented now than ever, and the internet is 
one part of solving that new puzzle. Broadcast dominance is out and niche media is the 
name of the game. Progressives need to reach people wherever they are through all the 
different mediums, but with a coordinated message.  
 
To achieve this, integrate bloggers, who are your pre-field program, into your 
organization as it starts to grow. Put up search-term ads, advertise on the blogs 
themselves through blogads, build email lists for communications and fundraising, and 
hire an internet person to create a website and blog. Get website tools for community 
building, website video for persuasion, and rapid -response for bloggers. Do social 
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networking outreach and fundraising - both through existing sites and nationally ɬ 
using existing free or cheap tools.  
 
In the final stages, use local and national geo-targeted websites to persuade voters with 
online ads such as video (this should be 10-15% of your media budget as it is in the 
corporate world for consumer products). Clearly, the blogs can help push you over the 
top. 
 
Five Things You Can Do Now 
Here are five things that any progressive organization can do today:  
 
1. Take the first step with outreach to local bloggers: This is something that 

ÚÏ ÖÜ ÓË ɯÈÓÙÌÈË àɯÏ ÈÝÌɯÉÌÌÕ ɯË ÖÕ ÌȮɯÉÜ ÛɯÐÛɀÚɯÕ ÌÝÌÙɯÛÖÖɯÓÈÛÌɯÚÛÈÙÛȭɯ(ÍɯÛÏ ÌɯÙÌÓÈÛÐÖÕ ÚÏ Ð× ɯ
Ë ÖÌÚÕ ɀÛɯÌßÐÚÛȮɯÙÌÈÊÏ ɯÖÜ ÛɯÛÖË Èàȭɯ' ÈÝÌɯÛÏ Ì leaders of your organization or 
campaign touch base with local bloggers, letting them know that it is crunch 
time. Set up a conference call with local bloggers asking for feedback, 
encouraging coordination, and providing updates. Meet for lunch, bloggers are 
active in offline politics too.  

 
2. Have a daily-updated website to engage and empower the bloggers: If you are 

not putting out timely everyday information, then people who want to get 
involved are coming to the website and leaving empty -handed.  The format is 
not as important as the information. Email your entire list, tell them to visit the 
website everyday for the latest news and ways that they can help. At this late 
stage, not a day goes by without some sort of activity.  Event information (the 
earlier the better), the latest news, resources to counter the opposition, all of this 
is important information to your supporters and bloggers. It keeps them stay 
engaged and fired up, willing to go the extra step in their volunteer activities. 
Your website should be an open door for volunteers and the blogs to engage 
with you.  

 
3. Be on the blogs and advertise on the blogs: Organizations and campaigns often 

have news, such as a poll or new campaign material, that will be of interest to 
your supporters. But it ɀÚɯÕ ÖÛɯÌÕ ÖÜ ÎÏ ɯÛÖɯÑÜ ÚÛɯ× Ü ÛɯÐÛɯÖÕ ɯàÖÜ ÙɯÞ ÌÉÚÐÛÌȭɯ8 ÖÜ ɯÚÏ ÖÜ ÓË ɯ
also get it on the blogs. You can buy advertising on smaller local blogs for $100 or 
less per month, so there is no reason not to take advantage of this valuable 
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resource. Having an ad on the blogs is also a good way to make your cause or 
campaign known to the blogger community. You can change any ads on blogads 
with your latest push too. Go to blogads.com and you will be able to search by 
state to find the blogs near you. 

 
4. Get your opposition research onto the blogs:  Still got that dirt on your 

Ö× × ÖÕ ÌÕ ÛɯÛÏ ÈÛɯÕ ÖÉÖË àɯÒÕ ÖÞ Úȳɯ(ÛɀÚɯÜ ÚÌÓÌÚÚɯÐÍɯàÖÜ ɯË ÖÕ ɀÛɯÎÌÛɯÐÛɯÖÜ ÛɯÛÖɯÛÏ Ìɯ× ÌÖ× ÓÌɯ
who make news. You probably have something a local blogger could use, but 
àÖÜ ɀÓÓɯÕ ÌÝÌÙɯÒÕ ÖÞ ɯÐÍɯàÖÜ ɯË ÖÕ ɀÛɯÎÌÛɯÛÏ ÈÛɯÐÕ ÍÖɯÖÜ ÛɯÖÍɯÐÛÚɯÔ ÈÕ ÐÓÈɯÍÖÓË ÌÙɯÈÕ Ë ɯÖÕ ÛÖɯÛÏ Ìɯ
web. By now, you ought to have local online allies that you can trust enough to 
give the scoop. Got a story that has a good hook?  Feed it to the bloggers. Short 
stories that are personalized have the best chance at being posted. If the blogs 
cover it, then go to the more traditional news outlets, and press them to cover the 
story as well. 

 
5. Put your commercials on YouTube: It is best if you are creating video for the 

web instead of re-produced television ads, but your TV commercials can also be 
put to good use on the web too. YouTube.com allows you to easily upload your 
commercials for free and then put them on your website, email them to bloggers, 
and send them out to voters. Chances are, your local bloggers will link to your ad 
or put it on their website, giving you broader coverage.  

 
Conclusion 
The blogs are both a critical component of building a long -term progressive 
infrastructure and an important tool right now. There is little downs ide, and lots of 
upside, for candidates, causes and campaigns to engage them now. 

http://blogads.com/
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3 Ï Ìɯ- ÌÞ ɯ/ ÖÓÐÛÐÊÚɯ(Õ ÚÛÐÛÜ ÛÌɀÚɯNew Tools Campaign   

The New Politics Institute has made the mastering of this new post -
broadcast media environment one of its primary missions .  We have issued 
a variety of papers designed to help progressives better understand the 
current media transformation, and to master a new set of tools that will help 
us make sure our message is heard in the  21st century media world.  

At our site you can  find papers and video presentations on how commercial 
advertising dollars are migrating to cable and other new advertising 
options, the rise of progressive blogs, the power of search, the role of 
ɁÐÕ ÍÓÜ ÌÕ ÛÐÈÓÚɂɯÈÕ Ë ɯÞ ÖÙË ɯÖÍɯÔ ÖÜ ÛÏ ȮɯÛÏ ÌɯÌÔ ÌÙÎÌÕ ÊÌɯÖÍɯÖÕ Ì-to-one political 
marketing and the importance of speaking in Spanish.  We also have papers 
and video on new demographic changes in America which are, in part, 
driving some of these media changes.   

In August, NPI intensified its advocacy of the New Tools avail able to 
× ÙÖÎÙÌÚÚÐÝÌÚɯÙÐÎÏ ÛɯÕ ÖÞ ȮɯÈÕ Ë ɯÓÈÜ Õ ÊÏ ÌË ɯÈɯÊÈÔ × ÈÐÎÕ ɯÞ ÌɯÊÈÓÓɯÛÏ ÌɯɁ- ÌÞ ɯ3 ÖÖÓÚɯ
" ÈÔ × ÈÐÎÕ ȭɂɯɯ3 Ï ÐÚɯÐÚɯÛÏ ÌɯÚÌÊÖÕ Ë ɯÔ ÌÔ ÖɯÐÕ ɯÛÏ ÌɯÊÈÔ × ÈÐÎÕ ȭɯ(ÍɯàÖÜ ɯÈÎÙÌÌɯÞ ÐÛÏ ɯ
our analysis, please become part of our campaign to help progressives 
master the new 21st century media environment by sending this paper to 
others, and challenging others in the progressive movement to adopt these 
new tools without delay.  

                                                 
1 http://chronicle.com/temp/reprint.php?id=t1n20rynvsqvbk0g14g8pth0vlnbl1yd 
2 http://www.blogads.com/survey/blog_reader_surveys_overview.html 
3 http://www.time.com/time/magazine/article/0,9171,1538663-2,00.html 
4 http://web.blogads.com/advertise/liberal_blog_advertising_network 
5 http://www.mydd.com/story/2006/4/26/155753/408 
6 http://people-press.org/reports/display.php3?ReportID=240 
7 http://plantingliberally.mydd.com/comments/2006/7/18/11439/3728/20#20 


