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Early Stages
Lori Lightfoot was the President of the Chicago 
Police Board and partner in an international 
law firm when she announced her candidacy 
for Chicago mayor on May 10, 2018. It was 
Lightfoot’s first run for public office, and she 
was challenging a powerful, well-financed 
incumbent mayor.

The dynamics of the race changed dramatically 
in the fall of 2018 when Mayor Rahm Emanuel 
announced he would not seek reelection. With 
the deadline to submit nominating papers fast 
approaching, many new, high-profile candidates 
scrambled to enter the race and collect petition 
signatures.

The Dover Group’s Director of Campaigns, 
Dave Mellet, joined Lightfoot’s team as a senior 
advisor in January of 2018, helping her build 
a team of consultants, hire staff, launch her 

social media channels and website, prepare her 
announcement, and build the foundations of 
her campaign.

Mellet knew that establishing a robust social 
media presence would help the campaign 
build a grassroots audience that would, in 
turn, help Lightfoot counter the overwhelming 
financial resources of the incumbent mayor 
and, later, a field of better-funded opponents. 
He invested strategically in Facebook, growing 
Lightfoot’s audience from zero to close to 8,000 
followers by the time the mayor announced 
his withdrawal from the race. This base helped 
Lightfoot maintain a foothold in the race as new 
candidates joined the fray. 

As of April 2019, Lightfoot has over 33,000 
Facebook and Twitter followers, and close to 
17,000 followers on Instagram.
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An experienced campaign manager who has led 
several large-scale petition drives, Mellet also 
developed a plan for the campaign to collect 
32,000 signatures to qualify for the ballot—far 
more than the 12,500 minimum required by 
state law.

Primary Election
Lightfoot entered the primary election with an 
experienced team of senior advisors already 
on board for several months, including Jason 
McGrath of GBAO Strategies, Joanna Klonsky of 
JKCS, and Adnaan Muslim of Deliver Strategies. 
She had detailed policy proposals and in-
depth knowledge of local issues, a young and 
talented campaign staff led by chief of staff 
Rob Fojtik and communications director Nadia 
Perl, and a grassroots base buoyed by hundreds 
of volunteers and thousands of small-dollar 
donors. 

Lightfoot didn’t have the support of mega-
donors and the traditional local power 
structures that help select Chicago’s most 
powerful politicians. She also lacked significant 
name recognition and was massively outspent 
by several front-runner candidates with many of 
these built-in advantages.

An outsider through-and-through, Lightfoot’s 
long-running campaign message of 
transparency, reform, and new, progressive 
leadership helped her take off when a series 
of indictments and scandals rocked many of 
the leading candidates. Her team of senior 
advisors sought to capitalize on this opening 
by hiring Ian Russell and Philip de Vellis of 
Beacon Media to create an ad that contrasted 
the field of candidates connected to the broken 
machine with her own record as an outsider and 
reformer. 

Around the same time, public polling showed 
Lightfoot at just 3% a month out from the 

primary election. Pollster Jason McGrath saw 
promising indicators in both public and private 
polling and recommended the campaign 
conduct a citywide survey to get a solid read on 
Lightfoot’s current standing.

It was a risky move for the cash-strapped 
campaign at the time, but the results showed 
that after millions of dollars in advertising 
spending by the front-runners, none of them 
had broken out of a tight pack, and Lightfoot 
was positioned to surge. Most importantly, the 
survey showed that Lightfoot had a profile and a 
message that would move voters to her side.

Lightfoot again took a chance, loaning her 
campaign $200,000 on February 4 to help get 
her own ad on the air. Around the same time, 
she earned the endorsements of Chicago Sun-
Times and Equality Illinois. 

Over the final three weeks, Lightfoot’s campaign 
caught fire. She performed well in debates, 
dominated local news coverage, and her own 
campaign ad began to break through—despite 
a much lower advertising spend than the field’s 
leading candidates.

It was only in the final days of the primary 
election that pundits and observers began to 
talk seriously about the chance of Lightfoot 
securing one of two spots to advance to the 
April 2 runoff election. On February 26, Lightfoot 
shocked everyone, securing the first spot with 
17.54% of the vote. She was followed closely by 
Cook County Board President and Democratic 
Party chair Toni Preckwinkle, with 16.04%.

Lightfoot was the surprising leader in a field 
of 14 candidates. She placed ahead of 
Preckwinkle, a brother of the city’s longtime 
mayor and former Obama White House 
chief of staff, the Illinois State Controller, a 
multimillionaire businessman, and several other 
well-regarded candidates.
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Runoff Election
Chicago’s municipal elections are nonpartisan. 
Everyone runs together in a consolidated 
election, regardless of party affiliation. If no 
candidate for citywide office or alderman breaks 
50% in the first round, the top two vote-getters 
face each other in a runoff election five weeks 
later.

There are few experiences that qualify campaign 
professionals to plan for the all-out sprint of this 
abbreviated election. In preparation, Lightfoot’s 
team began the optimistic process of sketching 
out a runoff plan roughly 10 days before the 
February 26 primary election. 

A key part of this plan was taking another 
risk: committing financial resources to hire a 
professional camera crew, directed by Beacon 
Media’s Ian Russell, on election night to shoot 
Lightfoot’s victory speech, should she win. The 
strategic team hoped this footage could be used 
to cut a positive ad for Lightfoot as quickly as 
possible in order to be back up on TV within 
days of the primary.

Dover also began thinking through our audience 
targets for the runoff, and began leveraging 
Media IQ’s CAST technology to build 1:1 
audiences of people who were being exposed 
to television ads from various campaigns. We 
ultimately would use these audiences to deliver 
display and digital video in support of Lightfoot.

The runoff plan began to take shape early on 
February 27. The campaign would need to raise 
$4 million, increase exponentially in size, and 
execute a $3 million paid media campaign—all 
in five weeks.

Mellet, Klonsky, McGrath and the campaign’s 
senior staff spent several days building the 
runoff election plan, helping to bridge the 
campaign’s most immediate needs until 
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additional staff, consultants, and veteran 
campaign manager Manny Pérez were able to 
be brought on board.

Meanwhile, the Dover Group’s Senior VP for 
Digital, Aaron Hunter, built a five-week paid 
digital campaign for Lightfoot with several goals 
that included: 1) capitalizing on the wave of 
enthusiasm following the first round of voting;  
2) counter-messaging the immediate attacks 
that came from our opponent; and 3) getting 
out the early vote.

Dover used several custom audiences on 
Facebook to begin growing the campaign’s 
small dollar donor base, ultimately raising 
more than $21,000 with a positive ROI over 
the five week runoff campaign.

Initial runoff polling showed Lightfoot with an 
advantage in almost all demographics. Lightfoot 
was very popular with likely Chicago voters, 
but the campaign did not have the resources 
to deliver a traditional introductory ad in the 
primary election, and her own personal story 
was not well known.

Hunter and Mellet created a budget that 
focused on digital delivery of Beacon’s high-
energy introductory ad, “Change,” which 
was a cut of the election night speech and 
existing b-roll footage. They believed a negative 
attack ad from Preckwinkle would soon hit 
the airwaves and sought to deliver Lightfoot’s 
strong, poll-tested positive message on pre-roll, 
display, and social media in order to lock in 
Lightfoot’s advantage as quickly as possible.
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Jason McGrath of GBAO’s poll also showed 
that Hispanic voters—while favoring Lightfoot 
in initial runoff polling—were more undecided 
on the race than most demographic groups. 
When Lightfoot secured the endorsement 
of popular progressive Congressman Jesús 
“Chuy” García, Hunter started to focus digital 
resources on reaching Hispanic voters with 
this crucial endorsement.

As the runoff election approached, 
Preckwinkle’s campaign became more 
desperate. Her campaign added a second 

negative ad on broadcast television in the final 
week, which the Lightfoot team saw as an 
attempt to move African American voters away 
from Lightfoot. Beacon Media had a counter 
ad ready to go, “Moment,” highlighting a pro 
bono legal case spearheaded by Lightfoot that 
helped get a man wrongly convicted of murder 
out of prison. Aaron Hunter worked closely with 
MiQ to target likely African American voters on 
digital and show them “Moment,” countering 
the Preckwinkle ad. Hunter then monitored 
daily tracking numbers on pre-roll delivery of 
“Moment” over the campaign’s final week.
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Overall, across all of the various audiences 
and creatives, Dover delivered 7.3 million video 
impressions with good viewability metrics and 
strong click rates.

We also delivered more than 12 million display 
ad impressions with a click rate 50% above 
industry benchmarks.

As Election Day approached, public and internal 
polling showed Lightfoot with a lead over 
Preckwinkle between 25 and 35 points. In the 
end, Lightfoot’s message discipline, stellar 
debate performances, strategy, award-winning 
digital campaign, and top-notch paid media 
program propelled her to an historic, landside 
win by a margin of 74% to 26%.

LIGHTFOOT FOR CHICAGO — VIDEO

Date
Total 
Impressions

Total  
Clicks

Sum of 
CTR

Sum of 
Viewability

Sum of  
VCR

Sum of  
Media Cost

Mar 6,732,574 19,493 0.29% 57.06% 61.43% $141,245.93

Week 6 718,367 2,716 0.38% 40.69% 40.29% $15,000.00

Week 5 1,059,964 3,749 0.35% 58.76% 60.81% $22,259.24

Week 4 1,169,266 4,328 0.37% 55.83% 59.30% $24,554.59

Week 3 2,428,972 5,390 0.22% 60.59% 63.46% $47,565.98

Week 2 1,356,005 3,310 0.24% 58.78% 70.95% $31,866.12

Apr 632,942 2,505 0.40% 60.71% 72.71% $11,254.07

Week 1 632,942 2,505 0.40% 60.71% 72.71% $11,254.07

Grand Total 7,365,516 21,998 0.30% 57.38% 62.40% $152,500.00

LIGHTFOOT FOR CHICAGO — DISPLAY

Date
Total  
Impressions

Total  
Clicks

Sum of 
CTR

Sum of 
Viewability

Sum of Media Cost

Mar 11,227,752 9,517 0.08% 61.39% $67,368.03

Week 5 1,890,430 1,517 0.08% 60.09% $11,342.58

Week 4 2,689,990 2,436 0.09% 61.72% $16,139.94

Week 3 4,378,166 3,731 0.09% 62.01% $26,269.22

Week 2 2,269,166 1,833 0.08% 60.87% $13,616.30

Apr 1,100,203 974 0.09% 61.46% $5,131.97

Week 1 1,100,203 974 0.09% 61.46% $5,131.97

Grand Total 12,327,955 10,491 0.09% 61.39% $72,500.00
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VIDEO AND DISPLAY (COMBINED TOTAL)

Impressions
Unique 
Reach

Avg. 
Frequency

Clicks CTR

Video & Display 19,693,471 562,896 6.92 32,489 0.16%

LIGHTFOOT FOR CHICAGO — FACEBOOK AND INSTAGRAM

Impressions
Video 
Views

Donations
Post 
Engagement

Page 
Likes

Sum of 
Media Cost

Facebook 2,734,281 117,833  429  44,652  3,668 $40,100.00

Instagram  490,210 31,230 15 10,691 —— $8,900.00

FACEBOOK AND INSTAGRAM (COMBINED TOTAL)

Impressions Unique Reach Avg. Frequency

Facebook & Instagram 3,223,491 664,207 4.85
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