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Background
Facebook (Feb 2004) social network, where users 

connect with friends, interests, and share content.
*600 million users worldwide.

Twitter (July 2006) short message system for sharing 
media, and conversation in real-time,140 characters.
*175 million users worldwide.

YouTube (Feb. 2005) allows billions of people to 
discover, watch and share video online.
*2 billion views/day; 100 million via mobile.



GOP Advantage
7 of the 10 Top Congressional Facebook Pages.
8 of the 10 Most-Followed Twitter Accounts.
8 of the 10 Most-Viewed YouTube channels.
3:1 Twitter Follower Advantage (650K to 250K).



By the Numbers
Freshmen: 74 of 87 on Social Media

Twitter:  79% (Today) vs. 28% (Jan. 09)
Facebook:  85% (Today) vs. 37% (Jan. 09)
YouTube:  87% (Today) vs. 56% (Jan. 09)

Conference-Wide



Best Practices



Email List-Building
• Community Lists: Before speaking to a group, ask one of your staffers 

to ask for their email list in electronic form. Import them as prospects.

• Business Cards: Make sure a staffer enters every business card you or 
other staffers collect. Same with the office guest book & at events.

• Opt-in: Make it easy to subscribe to your e-newsletter. Use franked email 
surveys that have an affirmative opt-in. Give the option to un-subscribe

• Strategy: Send emails that are brief, timely, personal, simple, frequent 
(2-4 x per month) and relevant (create sub-lists).



• Spotlight: Post short “Notes” on community events, 
groups, or individuals worthy of praise.

• Share: Rich media is popular (photos, videos, links).

• Respond: Pick a few comments to respond to and follow.

• Convert: Post links to your web surveys or e-newsletter 
sign-up page to capture email addresses.
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• @: Mention or tag other users in your updates.

• #: Use hashtags to join a conversation (i.e. #tcot).

• Share: Tweet news, photos, videos, or quotes.

• Respond: Take time to reply to messages directed at you.

• Search: Find users talking about you and follow them.



Anatomy of a Tweet



Anatomy of a Tweet

Short-Link



Anatomy of a Tweet
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• Upload: Floor speeches, cable news hits, candid clips.

• Share: Promote videos via social media and e-newsletters.

• Optimize: Give videos appropriate titles, descriptions, and 
tags so that users can find them easily. (closed captioning)

• Track: Look at the “Insights” to see what videos are 
popular, and how they are being discovered (i.e. website, 
search).



Examples

http://www.youtube.com/watch?v=WQZ-fSWhz64
http://www.youtube.com/watch?v=WQZ-fSWhz64
http://www.youtube.com/watch?v=5XRSFs_DYWc
http://www.youtube.com/watch?v=5XRSFs_DYWc


Sample New Media Plan
Mon: Upload Floor video to YouTube. FB. Tweet.
Tues: Upload Event Photos to Facebook. Tweet.
Weds: Do Live Q&A on Twitter or Facebook.
Thurs: Recognize community member/small biz.
Fri: Post Note on week-in-review or ahead.



Measuring Your Success
• Metrics: Followers, clicks, views, web visits, 

RTs, likes, comments.

• Track: Ask staff to report metrics weekly.

• Experiment: Focus on fundamentals first, 
but balance benefits/risks of trying something 
new.



Summary
• Be pro-active, authentic and responsive.

• Involve more than one staff member. Identify hidden 
talents.

• Develop an internal policy for social media; staff use 
and how to respond to criticism.

Conference Resources:

Patrick.Bell@mail.house.gov -OR- Visual.Media@mail.house.gov
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mailto:Patrick.Bell@mail.house.gov

