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December 15, 2022 
 
Linda Lamone 
Administrator  
Maryland State Board of Elections 
151 West Street, Suite 200  
Annapolis, MD 21401 
 
Re:   2022 General Election Voter Education Campaign Report  
 
Thank you for providing KO Public Affairs LLC with the opportunity to develop and manage a 
statewide voter education marketing and public relations campaign for the 2022 General 
Election. Under the approved scope of work for RFP D38B1600018, KO was charged with 
developing a statewide campaign, including TV, radio, and digital advertising to inform Maryland 
voters about how to participate in both the primary and general election. 

As with the primary, the general election campaign included broad stakeholder engagement and 
earned media to reach Maryland’s diverse communities and respond to any unforeseen issues 
that developed during the campaign.  

To achieve the objectives outlined in the RFP released by the Maryland State Board of Elections, 
KO subcontracted with the following Maryland-based firms:  

• Mission Media – a full-service advertising and marketing firm to assist with creative design, 
campaign production and media buying.   

 
• Sandy Hillman Communications – a public relations firm and woman-owned minority business 

enterprise to assist with earned media and stakeholder engagement throughout the state.    
 
• GreiBO – a public relations and marketing firm based in Baltimore to assist with stakeholder 

outreach to the African American community statewide, including webinars, key influencer 
messaging and social media.  

 
• Cool & Associates – a full-service management consulting firm that brings Hispanic strategy, 

workforce development, education, marketing and outreach to the forefront of any organization. 
Veronica Cool and her team assisted with broad stakeholder outreach to the Latino community, 
Spanish-speaking earned media, and translation of campaign materials. 
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• Campfire Communications – a full-service communications firm led by Henry Fawell working with 
Hillman Communications on earned media, stakeholder outreach and rapid response during the 
campaign. 

 
Collectively, these firms were instrumental in helping the State Board of Elections communicate 
throughout the state. We are grateful for their support, their partnership and their expertise.  
 
Campaign Overview 
 
The general campaign utilized similar messaging and creative as the primary election campaign 
that garnered close to 17 million online impressions. The general election campaign included 
updated animation, iconography and creative assets across traditional paid media channels – TV, 
radio, and print – and digital platforms and social media. The campaign resulted in more than 15 
million digital impressions, not including traditional media. In addition to providing information 
to Marylanders about the election, the campaign needed to inform voters about the redistricting 
process, how to vote by mail or in-person, how to request a ballot and vote by mail, early voting 
and Election Day polling locations. 
 
The campaign was segmented into three phases to deliver three general messages about the 
election timeline and the voting process.  
 
Phase 1:  Register to Vote  
 

The Register to Vote phase ran from September 26 through October 9 (a total of 
14 days) urging Marylanders to register to vote. Secondary messaging reminded 
users to update their voter information and informed them of the ways to vote 
and key voting deadlines. These ads were served to unregistered Marylanders 
who were eligible to vote.   

 
Phase 2: Ways to Vote 
 

The Ways to Vote phase also ran from September 26 through October 9 (a total 
of 14 days) highlighting the three ways to vote (early, by mail or Dropbox, or in-
person on Election Day). Secondary messaging reminded users to update their 
voter information and informed them of key voting deadlines. These ads were 
served to those Marylanders who were already registered to vote.   
 

Phase 3: Voting Deadline 
 

The Voting Deadline phase of the digital campaign ran from October 10 through 
November 8 at 8 p.m. (a total of 30 days) and urged Marylanders to vote by 8 
p.m. on Election Day. Secondary messaging reminded Marylanders about the 
ways to vote (in-person or by mail) and reminded eligible voters to update their 
voter information, how to find a polling location, and same day registration. For 
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all phases of the campaign, messaging points associated with deadlines were 
removed from the campaign once the deadline passed. 
 

Earned media, stakeholder outreach and grassroots events were used to complement the paid 
media campaign, reinforcing and extending the reach of election-related information. Between 
September 23 and October 31, the media relations team developed and proactively distributed 
nine news releases in English and Spanish, responded to daily inquiries from journalists and 
stakeholders, and secured interviews with English and Spanish language media outlets to reach 
voters throughout the state.  
 
Paid Media 
 
The paid media campaign for the 2022 Gubernatorial General Election ran from September 26 
through Election Day and included messages to educate voters on how to register, the three 
ways to vote (early, by mail or Dropbox, or on Election Day), and the voting deadline.  
 
Creative assets for the campaign were designed to inform voters about the three ways to vote 
and the important deadlines during the election process. The campaign directed voters to the 
State Board of Elections’ MD Votes 2022 webpage for more information. The webpage 
www.elections.maryland.gov/2022 (“Voter Resources landing page”) - was intended to serve as a 
central communications hub for the campaign and included iconography consistent with the 
paid media campaign.  
 
Budget Breakdown and Overall Allocation 
 

Medium % Allocation 

TV 13.59% 

Radio 18.93% 

Print 10.72% 

Digital 56.75% 

Total 100% 

 
Traditional Media Overview (TV, Radio & Print)  
 
TV, radio, and print media channels were used to broaden the reach of the campaign statewide 
and create holistic awareness for the campaign across mediums.  The budget for the traditional 
campaign was distributed across channels and geography to ensure the messaging had a wide 



4 
 

reach across the state of Maryland. Key outlets were selected in each of Maryland's core 
markets based on their reach/coverage across the state.  
 
The traditional media messaging focused on highlighting the three ways to vote and the 
deadlines associated with each. For both radio and TV, two spots were produced – the first 
highlighted the three ways with the early voting deadline. The second focused on voting by mail, 
Dropbox and on Election Day by 8 p.m.  
 
TV Allocation  
 
Television ads ran November 1 through November 8, 2022. Mission Media produced two 
television spots that ran leading up to Election Day.  
 
The first ran November 1 through November 3 and shared the three ways to vote: by mail or 
Dropbox, early, or on Election Day. The second ad ran November 4 through November 8 and 
focused on voting by mail, Dropbox or on Election Day.   
 

Media Market # of Spots % Fund Allocation 

WBOC Eastern Shore 26 14% 

WBAL Baltimore 26 38.8% 

WRC DC 11 34.37% 

WDVM Hagerstown 38 12.62% 

Total –  101 100% 

 

Radio Allocation 
 
Radio ads ran October 24 through November 8.  Two versions of a 30-second spot were 
produced, one that included the early voting period and one that excluded it, while highlighting 
the options to vote by mail, Dropbox or on Election Day.  
 

Media Market # of Spots % Fund 
Allocation 

WYPR Baltimore 65 (15-second 
underwriting)  19.65% 

WBAL/98 Rock Baltimore 114 (across both stations) 18.14% 
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Media Market # of Spots % Fund 
Allocation 

iHeart Media Baltimore 160 9.66% 

Radio One (WOLD + 
WERQ) 

DC/Baltimore 92 
10.67% 

WAMU/WRAU DC/Salisbury 100 (15-second 
underwriting)  19.27% 

WTOP DC/Western 
MD 

82 
22.61% 

Total –  613 100% 

 

Print Allocation  
 
Print ads ran October 24 through November 8. Ads highlighted the early voting period, the 
various ways to vote (by mail, Dropbox, in-person) and the voting deadlines. Digital placements 
were also secured for the Baltimore Sun and The Afro.  
 

Media Market Placements % Fund 
Allocation 

Baltimore Sun  
Baltimore 

3 print ads in the Baltimore Sun 
1 in the Capital Gazette  
1 in the Towson Times 

1 in the Columbia Flyer  
2 digital web ads that garnered more than 

200,000 impressions 

53.37% 

Washington 
Post 

DC 3 print ads in Thursday Maryland Section 31.22% 

The Afro Baltimore/DC 
2 Print Ads  

2 digital web ads that garnered more than 
200,000 impressions 

15.41% 

Total –  11  100% 
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Paid Digital Overview 
  
The digital campaign ran from September 26 to November 8 at 8 p.m. to support the Maryland 
State Board of Election’s voter education and awareness efforts for the 2022 Gubernatorial 
General Election. The campaign utilized a multi-channel approach and employing phased 
messaging to reach adults across the state of Maryland.  
 
Targeting was segmented based on regional populations to ensure all Marylanders were 
targeted equally. The digital campaign provided the most flexibility for the campaign’s 
segmented approach and three phases:  
 

• Phase 1: Register to Vote: Ads were served to adults 18+, excluding the list of registered 
voters provided by the State Board of Elections.  
 

• Phase 2: Ways to Vote: Ads were served to the provided list of registered voters.  
 

• Phase 2: Voting Deadline: Ads were served to all adults 18+. 
  
For all phases of the campaign, messaging points associated with deadlines were removed from 
the campaign once the deadline passed.  
 
Paid Digital Media Performance Highlights  
 

• Throughout the campaign, the digital ads garnered 15,186,364 impressions, 269,661 
clicks, and 3,718,930 video plays.  

• The campaign drove a total of 183,239 users to the Voter Resources landing page. Users 
averaged a significant two minutes exploring landing page content.  

• Traffic to the site increased as the election approached. The general election campaign 
drove 4.78% more traffic to the site than primary campaign with less budget. Google 
Search drove clicks to the site at the lowest cost ($0.15).  

• Facebook & Instagram proved the most successful means of driving awareness through 
reach and impressions, while Google Search proved the most successful means of driving 
engaged traffic to the website.  
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Digital Budget Breakdown 
 

 

Channel % Fund Allocation 

Facebook & Instagram 34.03% 

Google Search 29.51% 

Google Display 27.89% 

YouTube 8.57% 

Total 100.00% 

 

Market % Fund Allocation 

Central 38.86% 

Southern 38.06% 

Western 11.05% 

Northern 6.04% 

Eastern 5.99% 

Total 100.00% 

 
 
Digital Media Performance by Channel 
 
 

Channel Clicks Video Plays Impressions CPM 
(Cost per thousand impressions) 

Google Search 193,872 — 593,353 $49.32 

Google Display 57,186 — 3,022,847 $9.15 

Facebook & Instagram 16,882 3,206,977 9,900,661 $3.41 

YouTube 1,721 511,953 1,669,503 $5.09 
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Total 269,661 3,718,930 15,186,364 $6.53 

 
Digital Media Performance by Market 
 
 

Channel Clicks Video Plays Impressions CPM 

Southern 28,427 1,373,360 5,419,066 $4.65 

Central 28,335 1,363,570 5,513,415 $4.66 

Western 7,490 365,744 1,563,547 $4.67 

Eastern 4,558 247,845 860,884 $4.61 

Northern 4,200 231,261 855,301 $4.67 

 

Channel Performance Highlights 
 

• Google Search text ads were served to users searching voting queries across Google’s 
search engine. Google Search saw the highest on-platform engagement driving the most 
clicks to the website (193,872), at the highest rate (32.67%) and lowest cost ($0.15). 
Search volume increased, and users proved more likely to click through ads as the 
election drew closer.  

• Google Search ads maintained a significant over 25% of impression share and appeared 
at the top of search results pages 70% of the time. 

• The top click-driving search keywords were ‘where to vote,’ ‘early voting,’ ‘voting,’ ‘vote,’ 
and ‘Maryland election.’ 

• Google Display static ads were served to users browsing high-traffic websites across the 
internet. Similar to Search, Google Display ads drove clicks to the site at an above-
channel average click-through rate (1.89%) and a low cost ($0.48).  

• On YouTube,15-second and 30-second skippable video ads were served to users 
browsing platform content. Ads garnered a combined 511,953 views. Users proved more 
likely to engage with 15-second ads. 

• On Facebook & Instagram, static and video ads were served to users browsing their social 
feeds. Social ads reached a total of 1,671,428 users, driving the most impressions 
(9,900,661) at the lowest CPM ($3.41). Additionally, social ads drove the majority of 
video views (3,206,977).  

• Social ads garnered 1,006 reactions, 270 post shares, and 83 post saves. Both static and 
video ads were served to fill the maximum number of ad placements. Static ads 
outperformed video ads. Across placements, ads saw higher engagement on Instagram 
over Facebook.  
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Digital Media Website Performance 
 
 

Channel Sessions Users Bounce Rate Pages / 
Sessions 

Avg. Session 
Duration 

Google Search 166,827 132,074 75.67% 1.45 00:00:50 

Google Display 50,522 34,525 84.41% 1.24 00:00:32 

Facebook & 
Instagram 

17,380 15,944 85.54% 1.16 00:00:08 

YouTube 729 696 87.95% 1.22 00:00:12 

Total 235,458 183,239 78.31% 1.38 00:00:43 

 
Website Performance Highlights 
 

• Digital campaigns drove 183,239 users to the Voter Resources landing page, resulting in 
325,995 pageviews across the site. Traffic increased significantly as the election 
approached. 

• Over 85% of campaign users were classified as new, meaning ads successfully reached 
users who had not accessed the state’s voter resources in the past 30 days. 

• Google Search drove most of the campaign traffic (70.85%) and proved the most cost-
effective means of driving highly engaged users to the site. 

• Throughout their run, campaigns drove 36.88% of views to the Voter Resources landing 
page, averaging a significant two minutes exploring its content. Aside from the landing 
page, users most often viewed Early Voting, Voting, Homepage, Candidacy, and Voter 
Registration pages.  

• Of the regions, Central Maryland saw the highest on-site engagement metrics and 
Western Marylanders saw the lowest on-site engagement metrics.  
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Digital Market Breakdown  
 

 
 
Public Relations and Stakeholder Outreach  
 
To supplement the paid media campaign, KO once again collaborated with Sandy Hillman 
Communications, Veronica Cool & Associates, GreiBO, and Campfire Communications to 
implement an extensive media relations and stakeholder engagement campaign to provide 
Maryland voters with critical information about the 2022 Election – and respond in real time to 
misinformation and current events.  Utilizing a multifaceted approach targeting a wide range of 
segmented audiences, the team regularly communicated with media and stakeholder groups 
throughout the state. 
  
The media relations and stakeholder communications effort played a critical role educating 
Marylanders about the redistricting process and the canvassing delay for the vote by mail 
ballots. 
 
The comprehensive stakeholder outreach initiative and earned media campaigns were designed 
to complement the paid campaign to reach and engage stakeholders representing Maryland’s 
African American, Latino, AAPI, Disability and LGBTQ+ communities, in addition to Maryland’s 
nonprofit, business, religious and faith-based organizations, and veterans, seniors, homeless, 
justice-involved and other distinct audiences. 
  
The media relations team developed and proactively distributed nine news releases in English 
and Spanish between September 23 and October 31. The announcements reached media 
outlets, reporters, producers and stakeholder groups in every region of the state. The media 
relations team also coordinated written responses and/or interviews to respond to hundreds of 
individual media inquiries throughout the course of the election process. This effort was an 
essential component in keeping Marylanders informed with accurate, up-to-date information 
and to counter unfounded rumors circulating among some members of the public.  
 
The team developed a database of more than 450 media outlets, reporters and producers, and 
more than 3,300 stakeholders representing organizations statewide. The media relations 
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campaign generated more than 1,100 media placements, ensuring critical election-related 
information was consistently delivered to voters and stakeholder groups throughout Maryland. 
 
2022 General Election News Releases 

  
DATE ANNOUNCEMENT 

Sept. 23 Maryland State Board of Elections Statement on Emergency Petition Ruling 
Sept. 28 SBE Announces Key Election Information 
Oct. 3 Mail-in Ballots Sent Today to Requesting Voters Residing in Anne Arundel, Harford, 

Howard, Kent, Queen Anne’s and Prince George’s Counties 
Oct. 11 Ballot Boxes Installed and Ready for Use Statewide 
Oct. 12 Maryland Voters Reminded to Update Registration Information and Confirm Early 

Voting and Election Day Voting Locations 
Oct. 14 2022 General Election Results Schedule Announced 
Oct. 17 Tomorrow is Deadline to Update Voter Information and Advance-Register to Vote 

in 2022 General Election 
Oct. 26 In-Person Early Voting Begins Tomorrow 
Oct. 31 Deadlines Approaching to Request Mail-in Ballots 

  
  
Targeted Stakeholder Outreach  
 
GreiBO produced a series of online influencer videos/messages and hosted several events to 
reach Black and LGBTQ+ voters across the state. Significantly, GreiBO supported a 
communications initiative by the non-profit, Out for Justice, to reach returning citizens and those 
eligible voters within the justice system. This effort included the NAACP, Black Girls Vote, iHeart 
Radio and Radio One and complimented the State Board of Election’s efforts with the State 
Department of Public Safety and Correctional Services and local correctional facilities to reach 
eligible individuals in State and local correctional facilities. 
 
Working with Cool & Associates, the campaign team managed a six-week Hispanic outreach 
campaign to inform eligible members of the Hispanic community about the general election. 
Conservatively, the campaign yielded 4,528,836 impressions across the State of Maryland 
through an extensive outreach campaign to various stakeholders via traditional media, special 
events, influencer amplification and community outreach, coupled with nontraditional grassroot 
efforts including WhatsApp and social media engagement.   
 
The outreach included interviews and presentations on various Hispanic media platforms, paid 
and earned, across the State of Maryland and the Greater Washington Metropolitan area 
(predominantly Montgomery and Prince George’s Counties).   
 
The outreach included:  
  



12 
 

Media Outreach – Translating State Board of Elections press releases and media 
advisories to an estimated 158 media partners, often within the same day as the efforts 
to the English-speaking partners. Procuring and facilitating interviews with Dr. Gilberto 
Zelaya, Public Information Officer for the Montgomery County Board of Elections and the 
designated Spanish-speaking spokesperson, to increase impact and voter awareness.  
 
Stakeholder Outreach & Events – Engaging and informing 668 stakeholders and 
community organizations that actively serve thousands of Latinos and Spanish-speakers 
throughout the State of Maryland using traditional methods such as email, as well as 
through material distribution at events.  Over the course of six weeks, Cool participated 
in multiple in person and virtual events, including the Maryland Latinos Unidos Monthly 
Meeting, Latinas USA conference, and City of Annapolis Day of the Dead Festival. 
Additionally, our street team distributed materials in over a dozen small grassroot events 
across the Central Maryland region.  
 
Influencers & Digital Community Outreach – Amplifying reach and impact of outreach 
efforts by using nontraditional grassroots methods, including partnering with influencers 
and activating digital community outreach across prevalent social platforms, and 
engaging with stakeholders via WhatsApp, and Facebook Groups & Messenger.  
 
To ensure we connected with the greatest number of individuals, Cool leveraged several 
micro-influencers to produce and promote content, including videos and social media 
posts. These micro influencers include Pedro Palomino, Jenny “The Voice” Hernández, 
Milagros Meléndez, Chele González and Cesar Garcia, Dra Claudia Campos, and Walkiria 
Pool.  

 
Content Development, Creative Design Support – Developing content to effectively 
engage Spanish-speakers across various platforms, creating video assets focusing on how 
to register to vote and how to vote. These video assets were leveraged by influencers 
and media partners to support outreach efforts and more deeply engage the Maryland 
Latino community in the electoral process.  

 
Translations & Transcreations – Translating over 20 creative assets, including print ads, 
icons, digital ads, SBE video in Spanish, radio scripts, and media interview talking points. 

 
Paid Media -  
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These combined efforts resulted in more than 5.3 million impressions across the state, in 
addition to more than 15 million impressions by the broader statewide digital campaign, and the 
paid TV, radio and print messages.   
 
 



Campaign Creative Index 
 
Television :30 – Early Vote  
View ad here:  https://app.box.com/s/x5n5d6ceq2uagdtl5pngaysgxhd0ag48 
 

 
 
Television :30 – Election Day / Deadlines 
View ad here:  https://app.box.com/s/h9prv1tzqqtsmali9uizvfzoswjct92b 
 

 
 
 



Radio :30 – Early Vote  
 
Listen here: https://app.box.com/s/gi05f0fv0db5378gi38kcou9ckfdw1i1 
 
Radio :30 – Election Day / Deadlines  
 
Listen here: https://app.box.com/s/ezndqdxpdo95b7px54qtthgod9etas6c 
 
Digital 
 
Phase I: Register to Vote 
 
Google Display 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



Facebook and Instagram  
 
 

 

 
 



Phase II: Ways to Vote 
 
 
Google Display 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Facebook and Instagram 
  
 

 
  
  
  
  
  
  
  
 

 
 
 
 
 
 
 
 
 
 
                
Phase III: Voting Deadline 
 
Google Display 

 

 
 



Facebook and Instagram 

 

 
 
 
 



 
 

Print  
 

 



 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 
Video :30 – Spanish  
 

 
 
Print – Translated  



 
 
 
 



           
  



 
  
  
Printed Media Articles & Ads  
  





 
  
  
    
 
 
 
 
 
 



Digital Ad Transcreations  
 

 
 
 
 



 





 
 

  
 
 
 
 



Influencers & Digital Community Outreach 
 
Pedro Palomino & Somos Baltimore Latino 
Pedro Palomino is an award-winning journalist with a trusted and highly interactive media 
platform: Somos Baltimore Latino. Currently this Facebook page is the largest Hispanic platform 
in Baltimore and the surrounding counties, with over 72,475 followers (and a reach of over 300K 
monthly).  
 

 
 

 

 
 
Jenny “The Voice” Hernandez 
Jenny Hernández is a radio personality, blogger, and a Latino influencer with 1,237,938 followers 
statewide on Facebook, Instagram, Twitter, Pinterest, as well as a rapidly growing TikTok fanbase. 
 

  

 
 

 

 
 
 
 
 
 
 



Milagros Meléndez 
Milagros is a journalist for El Tiempo Latino and radio personality for La Agenda Radio in the 
Maryland–DC Metropolitan area.  
 

  
 
 
Social Media Posts & Articles Published by Other Partners & Influencers 
 

 
  

 



  



  

  
  



  

  



  

  
  

 
  



African American Influencer Campaign:  
 
Watch here: https://app.box.com/s/7vh2tc5ovcano65cs56x96wulgdg5szl 
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