
Digital Ads



Defining Digital Advertising
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Digital advertising leverages the popularity of channels like email, 
social media, texting, search engines, and websites to deliver 
promotional messages to users. 

● Each day, millions of people across the globe 
are influenced to take action after seeing an 
advertisement

● Reach the right people with the right message 
at the right time.



Using Digital Ads 
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Why Digital 
Ads?

People are spending more time online than 
any other medium:

Revisit Platforms in the 
Content Strategy for HTC 

Communities Training
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Why Digital 
Ads?

Digital ads may be a good choice for HTC 
outreach because: 
● They are efficient and targeted

● They can be changed and adjusted relatively 
quickly, unlike other paid mediums

● They don’t require a ton of capacity (people 
power)

● They meet folks where they are

● They are cheaper than TV!

Revisit Platforms in the 
Content Strategy for HTC 

Communities Training



Types of Digital 
Ads 
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Types of 
Digital Ads 

Awareness and Education
Messaging and information for soft supporters; 
messaging and information to teach your community 
more about the census

Persuasion
Change opinions of others; help make up your mind; 
help folks understand why they need to fill out the 
Census form

Engagement and Direct Response
Take direct action; share a post, like or comment, sign 
up for a list, donate money, sign a pledge card

Check out our Digital Organizing 
Video Training Series: Digital Ads 

101

https://censuscounts.org/get-out-the-count/digital-ads-101/
https://censuscounts.org/get-out-the-count/digital-ads-101/


Platforms
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Facebook & 
Instagram

PROS
• Massive reach
• Advanced targeting capabilities (e.g. 

custom audiences, suppression)
• Wide variety of creative types
• People are using it to taking action
• Ancillary social benefits (e.g. fans, post 

engagement)

CONS

• Lots of competition
• People who don’t like you will intentionally 

click on the ad to cost you money



10

Facebook 
Ads
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Twitter PROS
• Participate in a live conversation

CONS

• People who don’t like you will intentionally 
click on the ad to cost you money

• Not as much action-taking

• Nature of Twitter is temporal, making it 
tough to plan & manage
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Twitter 
Ads
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Snapchat PROS
• One-on-one engagement
• Can reach a younger audience (18-34)

CONS

• Limited engagement

• Time constraints (10 seconds or less for 
video)

• No re-share option
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Paid Search PROS
• Audience has an explicit interest in your 

ad, so action rates are high
• Can be immediately profitable (if it’s done 

right!)
• No concerns about brand safety

CONS

• Not effective for prospecting
• Volume depends upon interest
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Paid 
Search Ad



Targeting
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Targeting Reach users in context of where they 
spend their time online

• Demographic - age, gender, device

• Geographic - state, city, DMA, zip code

• Interest/Behavioral/Affinity - based on 
user activity in the platform

• Topic - contextually related to 
surrounding content



Ad Types
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Ad Types STATIC IMAGES: easiest to produce, can be 
paired with copy on social platforms or 
websites and a link. Best when running 
direct-response campaigns.

VIDEO: greater lift to produce but better 
results when running persuasion/awareness 
campaigns.

PETITION / FIXED-RATE ADS: for email list 
building, some sites allow you to place a 
petition on their site and will sell email 
addresses at a fixed rate.
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Native Ad
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Display 
Ad
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Homepage 
Takeover
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Paid 
Petitions



Paid 
Petitions



Boosted Posts
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Boosted 
Posts
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Boosted 
Posts
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Boosted 
Posts
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Boosted 
Posts



Creative Best Practices
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Creative 
Best 
Practices

• Tailor creative content to your intended 
audience and the goals of the campaign. 
Each audience responds differently to 
creative themes and formats

• Video ads for are better for 
awareness/persuasion, static ads are  
better for direct-response

• Stay people-focused! Images/videos of 
people generally perform the best

• Attention spans are small, use short videos 
and images that pop (30-90 seconds)


