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Social Media Toolkit to Persuade & Mobilize Unmarried Women
Under Age 55

In a recent study of unmarried women under age 55 across battleground states', we found
that this group is very Democratic and favors voting for Kamala Harris and Democrats in
Congress. But, persuasion and mobilization strategies are needed to increase their
turnout this November. They need information and respond to contrasts, empowerment,
and seeing themselves.

Recommendations for Visuals and Language

1) Show Trump, but do not include him speaking

2) Show and talk about the contrast between Harris and Trump (ie. she brings people
together, he divides us)

3) Talk about women’s empowerment, like the strong role model Harris is for girls and
women everywhere and how their vote will impact the kind of role models these girls
and women will have (this group needs reinforcement of the great power they wield
in this election and how their vote makes a difference)

4) Talk about issues that matter to them and affect their lives like abortion and kitchen
table economic issues. Evoke values of respect and stability

5) The Project 2025 ad? was motivating to vote but did not solidify support on our
candidate as much as comparisons on Harris and Trump as leaders or candidates
like Ruben Gallego and Kari Lake's abortion stance®. These voters are lower
information and need information about both candidates

Speaking to their Lives

To empower these voters, they need to hear the right messaging that speaks to their real
life needs and evokes the values most important to them; respect (24%) and stability
(21%). These women report feeling the most intensely worried about being able to afford
their rent or housing (50% very worried), losing basic rights and freedoms like access to
reproductive health care (46%), and taxes going up beyond what they can afford (46%).
These concerns they worry about translate directly to the issues they want elected
officials to address. They think inflation and rising prices (40%), women’s rights +
abortion access (34% combined), and the economy and jobs (27%) are the most
important issues for elected officials to address. With the right messaging that speaks to

" Lake Research Partners in partnership with PSG Consulting and Alper Strategies & Media designed
this online survey that was administered and conducted from July 31-August 7, 2024. The survey
reached a total of 801 unmarried women under 55 registered voters in battleground states (AZ, GA,
MI, MT, NC, NV, PA, OH, and WI.

2See appendix for ad

3 See appendix for ad
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their lives and the issues they care about, like the economy and abortion, we can be

successful in mobilizing them.

Background*: Kamala Harris’ record as Vice President
builds on a distinguished career fighting for the American
people as District Attorney, Attorney General, and United
States Senator from California where she showed she will
stand up to the powerful for the people. As the first
woman, the first Black American, and the first South
Asian American Vice President, she has worked to bring
people together to advance opportunity, deliver for
families, and protect fundamental freedoms like access
to abortion and voting rights. She grew up the daughter of
immigrants, and is a champion for workers, small
businesses, and the middle class. She helped care for her
mom when she had cancer, and is married with grown

Record/Accomplishments*: Fighting for the people is
nothing new for Vice President Kamala Harris. She’s
leading the fight for the freedom of people to make
decisions about their own bodies on abortion and has
fought to ensure that everyone has access to quality
elder and childcare services. She has been at the
forefront of the Administration’s efforts to protect voting
rights. She’s worked to cap the cost of insulin at $35 a
month for seniors and remove medical debt from credit
reports. As California’s Attorney General, she won a $20
billion settlement for Californians whose homes had
been foreclosed on and a $1.1 billion settlement for
students and veterans who were taken advantage of by a
for-profit education company. She believes in a future
where every person has the opportunity to not just get by,
but to get ahead.

*Split sampled

Bios

We tested two different descriptions of Vice
President Kamala Harris. One description
led with her background, the other led with
her record and accomplishments. Both
descriptions tested equally well among
unmarried women under 55.
Background: 57% rated 51-100 —warm,
positive feelings (22% rated 100 — very
warm, positive)
Record/Accomplishments: 58% rated 51-
100 — warm, positive feelings (21% rated
100 - very warm, positive)

Democratic unmarried women under 55
also respond similarly to either description.
Background: 66% rated 51-100 —warm,
positive feelings (34% rated 100 - very
warm, positive)

Record/Accomplishments: 71% rated 51-
100 — warm, positive feelings (34% rated
100 - very warm, positive)

Independent unmarried women under 55
respond similarly as well.

Background: 61% rated 51-100 —warm,
positive feelings (16% rated 100 - very
warm, positive)
Record/Accomplishments: 58% rated 51-
100 — warm, positive feelings (15% rated
100 - very warm, positive)

These messages can easily be merged also.
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Visuals

We tested several different photos of Trump and captured younger unmarried women’s
initial emotional reaction to the photos, then tested several different ads that were a mix of
videos and photos that a candidate could post on social media to gauge what would be
most useful in persuading and mobilizing this audience.

It works to show Trump, and it works
better if he is shown but does not speak.
The photo of Trump scowling generated
the most negative response (61% rated
0-25 —very cool, negative feelings on a O-
100 scale), along with a mugshot photo
(60%). The top emotions both the
scowling photo and mugshot photo

invoke are anger (23% for scowl, 32% for Trump Scowl ‘
Trump Mugshot

mugshot) and indifferent (13%,

respectively). Democratic and Independent unmarried women under 55
also respond most negatively to the scowl photo (72% very cool, negative feelings for
Democrats, 82% for Independents).

Social Media Posts

The ads below prove most effective in making unmarried women under age 55 across
battleground states very motivated to vote this November and much more likely to support
a candidate that posted the ad on social media. These ads also capture Independent
younger unmarried women voters and Democratic and Independent voters that are not
motivated to vote.

Social Media Post #1: Vote for Her

Out of the seven ads tested, the Vote for Her ad works best to increase vote motivation,
especially among Democrats - with two-thirds who are very motivated after watching this
ad.
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After seeing this post, how motivated are

Total Democrats Indep/DK Republicans
you to vote?
Very motivated 59 66 52 52
Total Motivated 78 82 79 73
Total Not motivated 17 15 15 20

This ad also works best to increase support for a candidate. A majority of unmarried
women under 55 would be more likely to support a candidate that posted this on social
media. Over half of Democratic women and four in ten Independents would be much more
likely to support a candidate, and even three in ten Republican women would be much
more likely.

If a candidate posted this on social
media, would it make you more or less

likely to support that candidate, or would DEMICEEE ITEISRABLS Az pllaleEE
it not make a difference?

Much more likely to support 43 53 42 30
Total More likely to support 62 72 61 49
Total Less likely to support 11 11 2 15

Social Media Post #2: Harris v. Trump Contrast

SHE PROSEG

SEX PREDA

The Harris v. Trump Contrast ad also works well to increase vote motivation, especially
among Democrats.
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After seeing this post, how motivated are
you to vote?

Democrats

Indep/DK

Republicans

Very motivated 56 66 51 45
Total Motivated 80 85 81 74
Total Not motivated 16 14 14 19

Four in ten unmarried women under 55 are much more likely to support a candidate who
posts this ad on social media. Over half of Democrats and 38% of Independents are much
more likely to support a candidate who posts this, and even a quarter of Republicans are
much more likely to support with half being more likely to support overall.

If a candidate posted this on social
media, would it make you more or less

likely to support that candidate, or would DEMIEEEE il S/ AzplialeeE
it not make a difference?

Much more likely to support 40 53 38 25
Total More likely to support 62 72 69 49
Total Less likely to support 13 11 6 18

After viewing all the ads tested, half of younger unmarried women voters feel more
hopeful about the 2024 election (28% much more hopeful) versus three in ten who feel

more afraid (12% much more afraid).
Appendix

Project 2025 ad

PROJECT 2025

|
PRESIDENTIAL TRANSITION PROJECT i {

Ban contraceptives. : ’
Cut Social Security.
Cut Medicare.

End the Affordable Care Act.

End coverage for
preexisting conditions.

Eliminate the Department of Education.

End free & discounted school lunch programs.

Condemn single mothers while
promoting only "traditional families."

Additional tax breaks for corporations & the 1%.

End reproductive freedom.

Gallego and Lake Abortion Contrast ad

banning safe and Iegal abortions
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