The Daba Party - How the US Elecbtions
is Driving Audience Dabta Usage

For a political candidate, every vote counts. Political parties want to be where their potential voters are at, especially in the online space. They are
keen to connect with potential voters at the precise point of time when they show interest in a particular topic, say gun control.

Obama spent 10 per cent of his paid media budget on digital advertising in the lead-up to the 2012 elections. Some might argue that he set the
precedent, or this is simply a logical move for political parties to reach their audiences beyond traditional media. Figures indicate that digital ad

spend is likely to amount to $1 billion (or 9.5 per cent of total political ad spending) in the 2016 election season.

Millenials might be the largest voter population in the United States, but there are concerns about engaging them in the political conversation . How
can elections advertisers reach this group of disengaged voters, as well as other groups of target audiences online?

Our how-to guide presents a handy solution on the types of audience data segments you can use to target online audiences effectively.
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http://www.digitalstrategyconsulting.com/intelligence/2016/01politics_case_study_how_smart_social_targeting_helped_conservatives_win_the_uk_election.php
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We have got the audience you need!
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About Eyeota

Eyeota is the global leader for local audience data with over 1.5 billion unique profiles. Eyeota provides marketers with the data they need to reach

the right online audiences and cut campaign waste whilst also enabling publishers to monetize their audiences more widely. In addition, our data

delivers deep audience insight to both marketers and online publishers to help them understand their customers in a new way — as human beings.

Eyeota supplies third party audience data to all major global and regional ad buying platforms, DSPs and ad networks. The company was founded in
2010 and has offices in Berlin, London, Melbourne, Singapore, Sydney and Tokyo. To find out more, visit:

www.eyeota.com
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