RE-DESIGNING THE FIRST-TIME
VOTER EXPERIENCE
We structured this engagement around two phases. Phase 1 was a design research
sprint, at the end of which ﬁndings were synthesized and recommendations made to
Democracy Works. Phase 2 focused on implementing prioritized recommendations
before the presidential election and identifying a roadmap of opportunities to be
explored in the long term. The following document comprises of excerpts from our
mid-term deliverable, concluding Phase 1 and setting the stage for Phase 2.
It should be considered as an addendum to the Project Details narrative.

HOW TO READ THIS REPORT
CONTENTS
This report is comprised of three main sections,
color coded as follows. Each section expands on the
ﬁndings and recommendations of our exploratory
research, evaluative research, and comparative
analysis, respectively. To conclude, a summary of
recommendations is provided at the end of the
report, drawing from our entire body of work.

SECTION 1 STRUCTURE

SECTIONS 2 AND 3 STRUCTURE

Header with
theme title and
main takeaway.
More detailed
ﬁndings, along
with illustrative
quote above.
Implications for each
ﬁnding (either tactical
recommendation or
forward-looking
opportunity).

Screenshot(s).

Related notes / ﬁndings / recommendations.
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EXPLORATORY
RESEARCH

THEME 1 FORMING OPINIONS

Most participants start forming their political opinions early in life, inﬂuenced by family or a deﬁning event,
and later evolve these views through new circles of inﬂuence, namely new friends and communities.

“ “”

Most participants are in close
contact with their families
(parents or siblings), are
inﬂuenced by the way they see
politics (except when there are
major disagreements), and rely
on them for tactical things,
including help registering to vote
or mailing in their absentee
ballot.

“

Maybe the teachers are
afraid if they share their
political opinions?

My parents inﬂuenced
me politically.

Some respondents point to a
particular “deﬁning moment” in
their lives to which they attribute
their political awakening. These
moments can be personal (e.g.
participating in a march for
undocumented workers to stand
with their parents) or nationally
relevant (e.g. Sandy Hook
Elementary School shooting in
Newtown, CT).

“”

While it depends on the type of
major, most professors do not
really engage in political
conversation with students, nor
encourage students to vote or
register to vote.

“

I feel like it could be hard to
be political if you are not in
the “right” group [of friends].

“”

Generally, participants’ close
group of friends have similar
political views, but also similar
levels of engagement (it works
both ways! -- for the highly
engaged as well as disengaged).
If a member of the friend group
is more active than the others,
they tend to become the
“maven.”

Some participants are also part
of student communities that
help form, solidify, and/or act
upon their political beliefs.
However, participants who had
“outside the mainstream”
political opinions did not seem to
have access to these kinds of
communities. Examples of such
communities include:
Movimiento Estudiantil Chicano
de Aztlán (MEChA); Arab
Recruitment and Retention
Center (ARRC); Queer Alliance
and Resource Center (QARC), etc.

OPPORTUNITY

OPPORTUNITY

How might we leverage
TurboVote users who are
parents to capture their
children as they turn 18 and
become of voting age?

How might we leverage TurboVote users as “ambassadors” of the
platform in order to reach and capture personal connections who
trust and listen to them? If so, how might we incentivize and motivate
TurboVote ambassadors to share registration and voting information
with their connections?
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THEME 1 FORMING OPINIONS
Ecosystem of inﬂuence
Participants were mainly inﬂuenced politically by
three main groups of people: family, friends,
and student communities.

Parents,
Siblings,
Extended family.

ROLES

Inﬂuencing opinion,
tactical help, e.g. mailing
absentee ballot

Friends,
Classmates,
Dorm mates, etc.

Reinforcing opinion and
level of engagement,
mutual support

Student groups,
Student government,
Clubs and associations, etc.

Forming, solidifying, and
acting upon opinions
(when mainstream)
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THEME 2 BEING INFORMED

Respondents prefer content vetted by their peers or discovered through curated
social media channels, despite acknowledging biases in gathering information this way.

“ “” “
“”
I get a lot of news
from Facebook.

Participants follow the news
mostly through social media
and pre-set browser home
pages such as Yahoo and
Google, as well as through
podcasts for some.

If I see a quote that someone
said on Facebook, I search on
Google for the entire video.

Participants rely heavily on social media as a
primary source of news (which they
sometimes fact check) because it is extremely
convenient and presents a diﬀerent view
from traditional mainstream media. However,
they are aware of the fact that they cannot
blindly trust social media because the content
visible to them might be highly tailored to
their interests and biases, and as one
participant noted, “information on Facebook
is very one-sided.”

The way participants learn
about what happens in the
world mimics how they ﬁnd
out about campus happenings,
which is mostly through social
media (most colleges have a
Facebook page which they use
to disseminate information),
email lists and, word of mouth.

OPPORTUNITY

RECOMMENDATION

How might we partner with services
such as Facebook or Yahoo to reach
potential users in times where they are
most susceptible to political messaging?
How might we reinforce TurboVote’s
social media presence such that it
becomes part of the political
conversation that ﬁrst-time voters are
having online?

Aside from mass emails,
consider introducing
TurboVote to students of
partner universities through
their social media accounts,
particularly their oﬃcial classwide or school-wide Facebook
pages.
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THEME 3 SOCIAL PRESSURE & EXPRESSION
Participants tend to see themselves as politically disengaged, even if they actively stay informed and
participate in meaningful political dialogue within their tight knit communities where they feel the safest.

“ “” “
“ “” “ “”
“”
It’s harder to say “no”
when you know someone.

Participants did not think that
discussing politics and voting
was a taboo. However, their level
of comfort in engaging in these
kinds of conversations decreases
as they move away from their
close circle of friends.

I [would] ask people “why”
they aren’t voting, then try
to solve the root cause.

I literally share
everything on Snapchat.

Being politically engaged
means burning calories
for politics.

When it comes to convincing
others to (register to) vote,
there was an even split between
respondents who would do it
and those who would not. Those
who would convince others only
felt comfortable doing so with
friends and peers their own age.

Those willing to convince others
to (register to) vote are often met
with resistance and arguments
from their peers as to why they
do not want to exercise their
vote. The eﬀort involved in
engaging in a constructive
conversation discourages them
from making the eﬀort to
convince others.

Respondents who are
comfortable sharing politicallyrelated content on social
media have a very low threshold
for what they would consider
“too much information,” and are
even open to sharing photos of
their ﬁlled out ballot.

Respondents have a very high
perceived threshold for political
engagement, which they equate
to doing things like protesting,
collecting signatures, and being
an activist. Although they aspire
to be more politically active, most
would not consider being
informed or exercising their right
to vote as political engagement.

RECOMMENDATION

OPPORTUNITY

RECOMMENDATION

RECOMMENDATION

Improve existing TurboVote
users’ ability to share the
platform with people they know
personally. Sharing options
should ensure that the sender’s
information (name, e-mail,
social media account) is used, if
possible.

How might we provide
TurboVote ambassadors with
the tools, tactics and arguments
they can use when convincing
others to (register to) vote?
What formats are best suited to
convey these messages – e.g.,
social media posts, articles,
short videos, infographics?

Give TurboVote users options to
share on social media more
easily. Consider social media
(Facebook, Twitter, Snapchat as
default) and e-mail share
buttons with pre-populated yet
personable content (“I just
registered to vote, have you?”),
provided at the right time (after
sign-up, after completing voter
registration, upon sending an
election reminder, etc.).

Use language that frames voter
registration, voting, and
convincing/sharing with others
as an active act of political
engagement, empowering users
with encouragement.
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THEME 3 SOCIAL PRESSURE & EXPRESSION
Engagement Framework
Participants fell under one of the following three groups:
apathetic, interested, and engaged. The majority were
interested, while a few were either engaged or apathetic.

1

THE APATHETIC

This group of people are not engaged
politically and usually do not follow
politics, nor have any interest in
doing so. Elections are not a priority
for them, it would be very hard to
convert them to actual voters.

3

THE ENGAGED

This group of people are politically active
and highly informed about politics.
Regardless of the diﬃculties they may
encounter in the voting process, they will
make sure to cast their vote one way or
another at the end of the day.

2

THE INTERESTED

This group of people have a
demonstrated interest in politics but ﬁnd
it diﬃcult to navigate the cumbersome
and confusing voting process. They may
need a little nudge to help them get in
front of the voting booth.
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THEME 4 INTRINSIC & EXTRINSIC MOTIVATIONS
Participants value the right to vote and the sense of civic duty it instills.
Their vote is motivated more so by social issues than economic concerns or party loyalties.

“

“ “” “ “” “
“”

I feel responsible about my
vote because I am also
representing my mom.

The majority of participants agree
that voting is important,
particularly for those who come
from minority communities or who
have undocumented family
members (who can’t vote), giving
them greater appreciation of the
value of their vote.

Luttrell, A., Petty, R. E., Briñol, P., &
Wagner, B. C. (2016). Making it moral:
Merely labeling an attitude as moral
increases its strength.
This study hypothesized that the people
or causes we most admire share a
common trait: They're connected to our
sense of morality, a psychological shield
against outside attacks. Simply telling
someone their attitude was moral is
more powerful than appealing to
tradition or practicality.

“”

I’m embarrassed to admit
I haven’t voted yet.

I don’t consider economics
that important in politics.

I feel that individually I don’t have a voice.
I don’t necessarily agree with either the
Democrats or the Republicans.

For most, there is some shame
associated with not voting. While
fulﬁlling a sense of civic duty seems
to be a recurrent motivation, the
emotional layers (e.g. guilt, pride,
sense of belonging and inclusion,
sense of responsibility) fueling the act
of voting vary considerably.

Participants’ votes are driven by the
issues they most care about (mainly
social issues – and for some
environmental – rather than
economic), particularly ones that hit
close to home. Party preference and
support of (or opposition to)
candidates based on their character
or experience are not as prevalent.

Some participants have issues with the current voting system,
particularly on two issues: the way votes are counted, as well
as the strongly entrenched bipartisan system, which they feel
forces them to be “labeled” one way or another. In fact, many
were not able to vote in the closed California primary because
they registered as No Party Preference voters. One TurboVote
user “felt cheated” because the website did not let him know
that by not selecting a party preference, he would not be able
to vote for the primaries.

OPPORTUNITY

RECOMMENDATION

RECOMMENDATION

A study in the Journal of
Experimental Social Psychology (cf.
box) found that morality plays a
signiﬁcant role in motivating
behavior, more than tradition or
practicality. How might we appeal to
potential voters’ sense of morality in
order to nudge them to vote?

Should TurboVote consider in the
future providing users with voter
guides or similar, allow users to
select speciﬁc issues and/or
candidates, enabling easy access to
information most relevant for the
user, in the format that they want
it in.

As TurboVote users are prompted to select their party
preference, further emphasize the implications of not
registering with a party for partisan elections.
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THEME 5 VOTER REGISTRATION
While users found the voter registration experience itself fairly self-explanatory,
respondents struggled to know what to do before and after.

““” “
I just Googled it.

I wasn’t sure if I was actually
registered, so I Googled “how do I ﬁnd
out if I’m registered” and clicked on a
government website.

“”

“

“”

I registered to vote with my parents address in
SoCal but then I ended up ﬁnding a job here,
so I need to ﬁnd out if I can still vote.

Accessing information about the
voter registration process was not
easy, driving respondents to search
online, later gravitating towards
search results that are perceived as
“oﬃcial” or have a certain
reputation.

For those who registered online, the
registration itself was fairly easy, but the
next steps were unclear, and some wished
there was an actual person walking them
through it all. Participants felt that they
experienced voter registration in a
vacuum, without knowing where it fell in
“the grand scheme of things.”

Voter registration was particularly cumbersome for respondents as the majority of them move a lot
during their 4 years of college, making having a constant mailing address a challenge. Some
registered with an address, but by the time election day arrived, were not in the location they had
expected initially upon registration. This is partly why they resort to using their parents’ address as
their registration address (the other reason being that they don’t necessarily feel that campus is
home).

RECOMMENDATION

OPPORTUNITY

RECOMMENDATIONS

Improve TurboVote’s search engine
optimization (SEO), and consider
using Google Adwords or other
paid search to capture potential
users that are looking for answers
to tactical questions about voting
and elections.

Provide TurboVote existing and
potential users with a “sense of place”,
putting into perspective the diﬀerent
small steps they must make before
actually voting, preferably in a visual
manner. For each step, give users
instant (or near real-time) validation
and feedback to inform them when they
have successfully completed said step.

Make it extremely easy (and obvious) for TurboVote users to change their registration
address.
Consider sending “Have you changed your address?” reminders, particularly to users of
university-branded TurboVote websites during the summer or right before the beginning of
the school year, when they are most likely to have switched dorms and changed addresses.
If adding more notiﬁcations and information overload is a concern, contemplate only
sending the above reminders if the user opted in by selecting a checkbox (e.g. “Are you
likely to move a lot?”) during sign-up.
Provide advice to users on what to do if they are not located at the address they registered
with by the time the election arrives (e.g. using a provisional ballot).

10

THEME 6 VOTING EXPERIENCE

Participants who voted were caught oﬀ guard by the information on their ballot, and their process
for selecting candidates or propositions became confusing, often leading to fairly arbitrary choices.

“

I didn’t do any research, only on the
presidential candidates. For the others,
I just voted for all the incumbents.

“”

“

I didn’t know where my polling
station was, so I looked up on
Google “where do I vote?”

“”

Given how late the primary in
California was (in relation to other
US primaries and caucuses), many
did not vote because they felt that
the candidates were “already
decided”, and chose to save their
vote for the general elections.

Aside from the presidential candidates, many did
not understand who or what they were voting for on
their ballot. For most respondents, this was their
ﬁrst time seeing what a ballot looked like, and some
did not expect that they were voting for anything
other than the presidential candidates. Once at the
voting booth, some picked candidates based on
name recognition, their job titles, or party aﬃliation,
but overall they felt that they were not fully prepared
or informed to make those decisions.

OPPORTUNITY

RECOMMENDATION

RECOMMENDATION

For in-person voters, when reminders to vote are
sent out, include something along the lines of “this
is what your ballot will look like”, or other content
to help prepare them for the moment when they
are standing in front of the voting booth.

Asking people to detail what they
plan to do on election day has
been proven as an eﬀective
technique to increase voter
turnout. In the case of TurboVote,
helping in-person voters make a
plan for how they are going to
vote, including a map with the
location of their polling place,
direction to get there, etc. could
help bridge the gap between
intention and action.

How might we make TurboVote
users aware of the value of their
vote for other important primary
elections for Senate, State
Representatives, etc.?

Nickerson, D. W., & Rogers, T. (2010). Do You Have a Voting Plan? Implementation Intentions,
Voter Turnout, and Organic Plan Making.
This study shows that helping people to make plans can increase their likelihood of following through on
intentions. A common technique used by get-out-the-vote campaigns, when people are asked to plan
what they will do on election day, they are more apt to show up and actually vote.

Some respondents who were
voting in-person did not know
where their polling station was.
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THEME 7 TOUCHPOINTS & TRIGGERS
There are many opportunities to reach potential ﬁrst-time voters, mostly through personal
connections, existing touchpoints on campus, and “teachable moments” in their life.

“

I always read an email when
I personally know the
person who sent it.

“”

Participants are most susceptible to
information they receive when it comes
from someone they know.

RECOMMENDATION

Many TurboVote users were confused
by the set of random names they
hadn’t heard of in TurboVote email
signatures. Consider using
“TurboVote” (or other, as long as it is
consistent).

“

I usually watch debates with my
friends. Even alone, I’ll be discussing
it live with my friends on Messenger.

“”

“

I registered [to vote] during
class registration at the
beginning of the year.

“”

Social political discussions are generally
sparked by a piece of news that one
receives, and then shares and talks
about it with others. Debate watching is
also a prime opportunity for discussion.

Participants were triggered to register:
When they turned 18, when they started
class at the beginning of the year, when
their family “pushed” them to, and when
volunteers on campus helped out.

OPPORTUNITY

OPPORTUNITY

How might we leverage the
conversations happening during and
after political debates?

How might we link TurboVote and voter
registration with the beginning of the
school year, during events such as
orientation, admitted students day, or
class registration?
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THEME 7 TOUCHPOINTS & TRIGGERS
Behavior Model

The Fogg Behavior Model (named after Stanford University’s
Dr. BJ Fogg) shows that, when users are not performing a
target behavior (here, voting), at least one of those three
elements is missing.

(because motivation is high, even
if it’s hard to do, they will vote)

THE INTERESTED

(prime users to be converted from
interested in voting to actual voters)

THE APATHETIC

(motivation is so low, it would need to
be extremely easy for them to vote)

MOTIVATION

THE ENGAGED

Even with a simple
process and high levels of
motivation, users still
need to be prompted to
vote by a trigger.

TRIGGERS
Succeed here

Action Line

Low

Potential voters baseline level of
motivation (see page 19):

High

For a behavior to occur, three elements must converge:
Motivation, Ability, and Trigger.

Hard to Do

ABILITY

Easy to Do

While it is harder to simplify the voting process as a whole, TurboVote
can alleviate some of the challenges associated with ability.
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EVALUATIVE
RESEARCH

USABILITY TESTING

“ “”

SIGN UP PROCESS

TurboVote will help
me vote faster!

1a

1b

“ “”
Text vs. email? Then which
email? Main or spam?

2

Participants did not know how to choose between
receiving texts or receiving emails (and in the latter case,
which email address to pick) because they were not quite
sure what the notiﬁcations would look like or what
information they would contain.

Expectations established through the TurboVote
name and the initial copy on the homepage do not
fully match what users are able to do and the kind
of service or information they will receive.

RECOMMENDATION

Give users an overview of what the TurboVote
process entails and how it ﬁts in the overall voter
registration and voting journey.

“

“”

I only give my phone number for
important stuﬀ (bank, home alarm, etc.)

RECOMMENDATION

Show a sample of the text and email notiﬁcations
to give users a sense of the content and help them
decide which channel to choose.

15

USABILITY TESTING

“ “”
If I couldn’t vote, why
would I be here?

3

The three options (Yes; No/I’m not sure; I can’t
vote) were confusing for participants,
particularly the third option.
Participants thought that having the second
option say both “No” and “I’m not sure” should
take them to diﬀerent places. However, the
following screen seems the same. Participants
who were not sure whether they were
registered or not were confused as to why they
were taken to the registration page, as opposed
to somewhere where they could check whether
they are registered.

“

“”

TurboTax gives [me] instant help at each
step. I wish this had a similar feature.

4

Participants were looking for help when they
were not sure about which options to pick
and which decisions to make (here, voting
in-person or by mail).

RECOMMENDATION
Provide users with in-line help for each
section to guide them through the sign-up.
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USABILITY TESTING

“ “”
I wish I knew how long
this was going to take.

5

The transition between TurboVote and the California
state registration website was the most confusing
and disorienting step of the entire process.
Participants were not expecting they would be
registering to vote right then and there. Once the
state site appeared, it was diﬃcult for participants to
navigate away from the page containing the iframe.

RECOMMENDATION
Dissociate the process of signing up for TurboVote
and registering to vote.

“

“”

It’s not rewarding! I still don’t
know if I’m registered or not?!

6

The conﬁrmation copy in the last screen does not
always match the action taken on the previous
screen. For instance, participants were confused as
to why they would receive a welcome note instead of
a voter registration conﬁrmation. Overall,
participants were unclear as to the next steps and
felt they lacked reassurance from the site.

“ “”
Why do I need to put my
information again?

Participants were unhappy when their information
wasn’t carried over to the California state voter
registration website. It felt redundant. This was
particularly the case for participants who did not
realize that this was a diﬀerent website.

RECOMMENDATION
Open the government website in a new tab /
window, not in an iframe. Indicate that the user is
leaving TurboVote (an example of that is Yelp’s
business redirect splash screen).

RECOMMENDATIONS

Improve the copy at the end of the sign-up
process to inform users of any subsequent
steps.
Give users a “sense of place” by indicating
progress throughout (using a navigation bar or
something similar).
Provide a better sense of how TurboVote ﬁts in
the overall voter registration and voting
journey.
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USABILITY TESTING
FIRST NOTIFICATION

“ “”
Who are Wes, Mike,
and Daniel?

“The ﬁrst notiﬁcation users receive after sign-up prompts them to
“[help] a friend become a better voter”, but only provides a link to
the website, which is not the most eﬃcient way to share. The
second prompt is intended to serve as a place for feedback, with a
link leading to the TurboVote Help page that is perceived as a
customer service page reserved for technical issues.

RETURNING USER

RECOMMENDATION
Many TurboVote users were confused
by the set of random names they
hadn’t heard of in TurboVote email
signatures. Consider using
“TurboVote” for consistency.

“ “”
Did I just create
another account?

When participants were tasked with changing their address, they
went back to the homepage expecting to be able to log in and
change their information. However, there was nothing indicating
that the site was meant to accommodate returning users, as all the
language was geared towards a ﬁrst-time user (“let’s get
introduced”). When participants went through the form again to
change their address, some thought they had created duplicate
accounts (with same name, but diﬀerent address) in the back end.

RECOMMENDATION
End the sign-up process with account
creation to allow the user to change
their information or preferences in
the future.
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USER FLOW
Determines what the
user will be notiﬁed of

CURRENT USER FLOW

Determines how the
user will be notiﬁed

Needed for the purposes
of voter registration

Current user ﬂow (for a State with online voter registration):

Name /
Nickname

Homepage

Citizenship

Email /
Mobile Phone

Registered
to vote
Y/N

Address

Online
Voter
Registration

Age

Party
Preference

Voting
Method

Thank you

Thank you

Voter
Registration
(with election
information)

PROPOSED USER FLOW
To streamline the sign up process and de-link it from the voter registration process (so as to avoid
data entry fatigue, and demonstrate the value of the notiﬁcations immediately after sign-up):

Homepage

Name /
Nickname

[HOW]
Email /
Mobile Phone

[WHAT]
Address, Party,
Voting Method,
Citizenship
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PROTOTYPE DEMO
Note: this prototype is not a ﬁnal deliverable, but rather serves as a conversation starter to discuss diﬀerent directions the re-designed TurboVote experience
may take. We look forward to your feedback and response to this demo, and welcome the opportunity to iterate on this proposal in future conversations.
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COMPARATIVE
ANALYSIS

OVERVIEW

To compare TurboVote to other sites, we performed the same three
tasks on three diﬀerent comparator sites and assessed their user experience.

RATIONALE

TASKS

Existing and potential voters use TurboVote to register to vote
and receive the information they need to be able to vote on
election day. In addition, upon sign-up, TurboVote users are
prompted – in the ﬁrst notiﬁcation they receive – to “[help] a
friend become a better voter” by sharing TurboVote with them.

The three tasks to be analyzed are therefore:

COMPARATORS
The three services that we compare TurboVote to are:

1
2
3

Get information about elections

To understand how personalized to the user this information can be, how easy it is to
obtain, and whether the user needs to actively pursue it vs. receive it more passively.
(In this case, we performed the task for California-related information.)

Register to vote

To understand at which stage of the interaction the user is prompted to register to vote,
where the registration is performed, and in the case registration is done online on a
Government website, how the handoﬀ between the service and this website is handled.

Share with friends

To understand at what point(s) the user is prompted to share the service with their friends
and connections, which channels are supported, and how easy it is for the user to share
(e.g. pre-populated content, integrated sync with network accounts, etc.).
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TAKEAWAYS
Task 1.
Find Election Information

Task 2.
Register to Vote

Task 3.
Share with Friends

Comparators

Election information is fairly easily available to
users, but it is up to them to ﬁlter the information
that is most relevant to them (often based on US
State selection). Finding information takes an
active eﬀort on the part of the users, but they
can do so at any time they wish.

Autoﬁlling the users’ information makes the
process of registering to vote much simpler –
whether the form is being submitted online or
physically sent in. However, the handoﬀ between
the comparator website and the state government
website is sometimes abrupt and unexpected.

Pre-determined social sharing buttons and
pre-populated messages allow comparators to
inﬂuence the content and the channels through
which their users are sharing. At the same time,
this makes the process of sharing much easier
and less time-consuming for the users.

TurboVote

TurboVote diﬀerentiates their experience by
bringing highly personalized information to the
users through emails and text messages. Each
user only receives election information relevant to
them, their speciﬁc location, and potentially their
party preference. However, users don’t get to
decide when they receive this information.

By using an iframe, users do not have to leave
the TurboVote website to register to vote. While
providing for a more seamless transition, it does
lead to some complications, particularly when
registering via mobile. Additionally, it is not
always clear to the users that they are inputing
their data on a government website.

The ability to share with friends is not oﬀered to
the users after signing up on TurboVote. When
they receive their ﬁrst notiﬁcation, TurboVote
users are prompted to “[help] a friend become
a better voter” by sharing TurboVote with them,
but only a link to the website is provided.

Provide TurboVote users with options to ﬁnd
answers to their questions when they have
them – in between notiﬁcations – without
having to go through the help desk (which is
perceived as reserved for technical issues).

Inform TurboVote users that they are
registering to vote through a government
website, which they trust more with their
personal data. De-linking the TurboVote
sign-up from the voter registration would
help minimize confusion.

Give TurboVote users options to share via
email and on social media more easily, with
share buttons generating pre-populated yet
personable content, available when users are
more likely to share (e.g. with an election
reminder). Additionally, the more TurboVote
is shared, the better SEO will be.

Opportunities
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SUMMARY OF
RECOMMENDATIONS

Out of all the recommendations provided throughout this report,
ﬁve key areas of opportunity emerged.

OPPORTUNITY AREAS

1

Position TurboVote as a
service, not a transaction.

There are many services out there that help people register to vote, verify
if they’re actually registered, check their polling place address, or provide
related information. TurboVote’s unique value proposition is that it
centralizes all of that information, personalizes it to each user based on
location, party aﬃliation, or citizenship, and sends that information
directly to them.
Articulate the main service that TurboVote provides: the notiﬁcations.
Show sample text and email notiﬁcations to give users a sense of the content they
can expect and help them decide which channel they prefer.
Dissociate the process of signing up for TurboVote and registering to vote.
Provide voter registration options following sign-up to demonstrate the value of
TurboVote as a service and link voter registration with the next election information.
Inform TurboVote users when they are registering to vote through a government
website, which they trust more with their personal data, or using an oﬃcial form.

2

Don’t just feed users information,
guide them through the process.

Provide them with a sense of place. Walk them through each step. Explain
why. Provide feedback and reassurance. Integrate with other services that
provide polling place information, sample ballots, etc. to bridge the “last
mile” to the voting booth.
Overall, provide users with a better sense of how TurboVote ﬁts in the overall voting
journey.
On TurboVote, guide users with in-line help for each section to walk them through the
sign-up process, for example: explain why each piece of information is needed (i.e. to
better personalize subsequent notiﬁcations); further emphasize the implications of
not registering with a party for partisan elections; present pros and cons of voting
methods (in-person vs. by mail).
For each step, indicate progress and give users instant (or near real-time) validation
and feedback to inform them when they have successfully completed said step.

Open government website in a new tab / window, not in an iframe. Indicate that the
user is leaving TurboVote. This would also minimize user expectations that the data
they entered on TurboVote would be pre-populated in the government website.

For returning users, make it extremely easy to change their registration address.
Consider sending “Have you changed your address?” reminders, particularly to users
of university-branded TurboVote websites during the summer or right before the
beginning of the school year, when they are most likely to have switched dorms and
changed addresses.

Tie the end of the sign-up process with seamless account creation to form a lasting
relationship with the user, and allow for future changes in information or
preferences.

Help in-person voters bridge the last mile: Make a plan for how they are going to vote,
including a map with the location of their polling place and directions to get there;
provide them with a sample ballot or other content to help prepare them to vote.

25

OPPORTUNITY AREAS

3

4
5

Make it easier for users to
share TurboVote with their
personal connections.

Given the lack of social sharing abilities, TurboVote is missing out on existing users’ networks
(and on potential SEO goodness!)
Give TurboVote users options to share on social media more easily. Consider social media (Facebook,
Twitter, Snapchat as default) and e-mail share buttons with pre-populated yet personable content (“I just
registered to vote, have you?”), provided at the right time (after sign-up, after completing voter registration,
upon sending an election reminder, etc.).
Sharing options should ensure that the sender’s information (name, e-mail, social media account) is used.

Don’t rely solely on
administration emails as a
way to acquire students.

Expand the playbook to include outreach via the school’s social media accounts and class
pages. Leverage the beginning of the school year when students are most receptive. Down the
road, potentially consider a TurboVote ambassador program.
Aside from mass emails, consider introducing TurboVote to students of partner universities through their
social media accounts, particularly their oﬃcial class-wide or school-wide Facebook pages.
Consider ways to link TurboVote and voter registration with the beginning of the school year, during
events such as orientation, admitted students day, or class registration.
Leverage TurboVote users as “ambassadors” of the platform in order to reach and capture personal
connections who trust and listen to them. As a next step, provide TurboVote ambassadors with the tools,
tactics and arguments (e.g., social media posts, articles, short videos, infographics) they can use when
convincing others to (register to) vote.

Become a part of the
conversation online.

Meet the voters at the source of political dialogue by partnering with media entities,
aggregating content or creating native content.
Consider partnering with services such as Facebook or Yahoo to reach potential users at times where they
are most susceptible to political messaging.
Reinforce TurboVote’s social media presence such that it becomes part of the political conversation that
ﬁrst-time voters are having online.
Improve TurboVote’s search engine optimization (SEO), by using Google Adwords or other paid search to
capture potential users that are looking for answers to tactical questions about voting and elections.
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