Find New Tribes

HOW TO GROW YOUR CIRCLES OF SUPPORT

Echo chambers, bubbles, choirs. Whatever you call your inner circle, it’s
comfortable territory. But speaking only to true believers limits your
universe of support. How can you bring new people to your cause?

1

FIND

Identify the unengaged
– often this is most people. Then
segment not by party, position,
age or ethnicity, but by tribe. A
tribe shares cultural touch points,
personal constructs and identity
narratives, and members heavily
influence one another.
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CONNECT

Avoid persuasion. Find agreement.
Join each target on their territory,
and begin building the alliance in
their frame.
Fulfill an identified audience
need-state in a way that relates to
the organization, issue or cause
you want to further.

Instead of stirring up “the base,” you can engage the unengaged and build
unexpected allies through Ally Acquisition. This four-step process helps you
frame key messages in new ways to expand your circles of influence.
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COUNSEL

To strengthen the connection,
create and nurture a digital dialogue
where the objective is building the
relationship necessary
for conversion.
The relationship goes two ways: You
are understanding them and they
are understanding your issue.

4

CONVERT

Measurable conversions are not
unlike those in other advocacy
effort: Joins, likes, shares,
signatures and online or offline
outreach to policymakers.
The difference is the journey there
– more a conversation than
a simple activation.
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How To Use Ally Acquisition
USE PERSONAL, SOCIAL AND OBSERVATIONAL SIGNALS TO BROADEN YOUR APPEAL

PERSONAL
Current Identity
Personal Constructs
Aspirational Identity

SOCIAL
Authenticity
Affiliated Tribes
Salience

OBSERVATIONAL
Cues & Clues
Bandwagon Effect
The Look-and-Feel

To acquire new allies, first you have to understand them – and that means you’ll need to do some audience research. Start with reviewing available secondary research, such as
U.S. Census data, research articles, or relevant websites, blogs, or social media platforms. If funds are available, you can uncover valuable insights from formative methods such as
surveys, focus groups, in-depth interviews or co-creation sessions.
Whatever form of research you use, you’ll want to structure your research goals so your findings can help you create personal, social and observational signals that reposition
your issue as something your new allies will be interested in.

PERSONAL SIGNALS

SOCIAL SIGNALS

OBSERVATIONAL SIGNALS

Research goal: Understand how potential allies’
perceptions of self fit with their perception of the
issue in ANY way, not just in the most obvious way.

Research goal: Reposition your approach to appeal
to new tribes.

Research goal: Learn how you can build a world around
your issue that signals just how fun, easy and popular it
is for new allies to get involved.

Research questions:
• Can allies see themselves as part of any of the
current tribes that care about this issue?
• Do allies want to be similar to the people involved
in this issue? Why or why not?
• How does this issue fit into the way they think the
world works?

Research questions:
• How is engagement in this issue perceived and by
whom?
• Who are the different tribes involved with this
issue and what’s their core interest? Are there
overlapping interests you can activate in a new
group?
• How salient is the issue? How often is it being
discussed and in what space?

Research questions:
• What are the subtle cues and clues that can signal
rewards and lower barriers to involvement?
• Is there an emerging and inevitable norm building
behind the issue – can you create a bandwagon
effect?
• What look and feel will make your campaign fun
and engaging to the target audience?

