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Campaign Overview - Background

Well-functioning democracies require accountable representatives, accurate and 
freely available information, equitable citizen voice and participation, free and fair 

elections, and an abiding respect for democratic institutions. 

- David Singer, Head of the MIT Department of Political Science, on Strengthening the Democracy.
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Campaign Overview - Background

The 2020 US General Election caused considerable upheaval not just at the nation's Capital, but at local election offices. 
Fulton County, Georgia, was and continues to be at the center of challenges to election integrity. Election integrity is not only 
determined by a county’s ability to carry out the logistics of free and fair elections, but also in how effectively mis- and 
disinformation is addressed. Indeed, mis- and disinformation was widespread in Fulton County in 2020, including false 
accusations that poll workers engaged in voter fraud, and it continues to this day. Fulton County based Georgia Tech 
Institute of People & Technology, and The BLK+Cross have partnered  to support critical local efforts to build the local 
community’s response capacity and resilience to mis- and disinformation. 

Rooted in close collaboration with local partners such as the The Carter Center, Fulton County and Georgia CEAL 
RESTORES, this effort is of national import and provides models and methods replicable across the country.  Through 1. 
training of students, project collaborators, and volunteers; 2. public interest technology deployment; and 3. A final report and 
toolkit, Georgia Tech & The BLK+Cross will build capacity and provide new educational materials on how local communities 
can build resiliency to mis- and disinformation at the county level.  

The BLK+Cross brings over twenty years of experience engaging BIPOC, youth, and socially vulnerable populations through 
culture, and Georgia Tech brings world-leading expertise in mis- and disinformation and safe and secure elections, including 
over fifteen years of experience helping local and national coalitions for election integrity respond to electoral mis- and 
disinformation. 
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Campaign Overview - Project Collaborators

Institute For People & Technology, Georgia Tech 
● Alberto Dainotti, Associate Professor
● Ryan Shandler, Assistant Professor 
● Michael Specter, Assistant Professor 
● Terry Foster, Constellations Fellow

The Internet Intelligence Lab, Georgia Tech

The Carter Center
● Anthony DeMattee, Data Scientist

Partnership For Southern Equity
Georgia CEAL RESTORES

The BLK+Cross 
● Em Elliott

○ Project Management
● Meghan Knoll

○ Client Service Director
● Evan Malbrough

○ Amplification
● Candace McGinty

○ Social Media
● Vanessa Toro

○ Creative Lead
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Goal

This project sought to build capacity for local communities, namely 
universities and local community collaborators, to make use of public 
interest technology (PIT) and training to counter mis- and 
disinformation in the context of elections. Our goal is to support 
critical local efforts to build response capacity and resilience to mis- 
and disinformation during elections, particularly the 2024 General 
Election in Fulton County.

Objectives

● Develop skills in students and community members to become 
Trusted Messengers of elections security information & 
Community Advocates for fair and safe elections.

● Raise awareness of mis/disinformation on the internet. 
● Drive civic engagement in the form of monitoring mis and 

disinformation, veracity-checking, and disseminating the truth. 
● Build community.

Campaign Overview - Goal + Objectives
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Campaign Overview - Strategies & Methods

Strategy #1

Deployment of public interest technology tools to track parts 
of the Internet for mis and disinformation that could 
disenfranchise voters.

Methodology

For three consecutive days surrounding the November 5th 
general election, we deployed Aggie, an open source tool 
developed at Tech for active monitoring of events over the 
Internet. It was first deployed in Nigeria in 2011 and has since 
been deployed in Africa, Asia, and Latin America to monitor 
content on the Internet including reports of election-related 
irregularities or hate speech. It relies on a data pipeline that 
aggregates content posted on the Internet through APIs. The 
front-end of Aggie is a web-based platform that allows for 
incident tracking across various users. 
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Campaign Overview - Strategies & Methods

Strategy #2

Train and stand up a multi-stakeholder team to monitor, track, investigate, and 
escalate mis- and disinformation content during a three-to-four-day period 
around the Election Day and during any subsequent events such as a run-off, 
vote certification, or inauguration. This process has been practiced and well 
researched by Georgia Tech worldwide in countries across Africa, Asia, and 
Latin America.

Methodology: Preparation

Monitoring the Internet during elections requires dedicated social 
infrastructure to make use of the tracking technology described above. 
Monitoring involves a human-in-the-loop process to track, identify, verify, and 
escalate mis- and disinformation. Training involved in-person sessions at Tech 
for volunteers and students to understand the tracking protocol and gain 
hands-on experience with the web-based tracking platform. Guides were also 
developed and provided for the tracking team to reference. 
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Campaign Overview - Strategies & Methods

Methodology: Active Monitoring

During the three-to-four-day period around the General Election 
on November 7th, volunteers and students will monitor around 
the clock for content that could disenfranchise voters using the 
monitoring tool. The monitoring team will identify content that 
appears to be mis- and disinformation and investigate the 
content for veracity. 

Once veracity checking is complete, the information will shared 
publicly via our project website and through partner channels of 
dissemination. In addition to escalation of incidents as they 
occur, the monitoring center will provide regular updates each 
hour to summarize activities and observations. Subsequent 
active monitoring may be conducted on an ad hoc basis, 
depending on unfolding events such as runoff, recount, or delays 
in certification. 
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Ambassadors

Total Ambassadors 49

Georgia Tech 
Ambassadors

26

Community 
Ambassadors 

23

Shifts 8

Campaign Overview - Ambassadors
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Campaign Overview - Engagement Channels
WatchTheVoteATL in the Alive & In Color Weekly Watch #WatchTheVoteATL Newsletter
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Campaign Overview - Engagement Channels
#WatchTheVoteATL Social Media Platforms

@WatchTheVoteATL
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Campaign Performance - Summary Metrics 
Digital Channel Engagement - Social Media - 10/22 - 12/

Total Reach (Available for IG, FB, & TT Only) 10,223

Total Impressions 21,161

Total Followers 114

Digital Channel Engagement - WTV Newsletter - 10/20 - 11/11

Total Opens 2,391

Total Recipients 366

Digital Channel Engagement - WW Newsletter - 10/20 - 11/11

Total Opens 2,280

Digital Channel Engagement - Website - 10/20 - 11/24

Page Views 3,958
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SOCIAL MEDIA
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Social Media - Overview 

From October 22 to December 1, #WATCHTHEVOTEATL's social media campaign achieved 
impressive results, reaching 10,223 people across Instagram, Facebook, and TikTok and 
generating 21,161 impressions. Engagement was strong, with 1,041 likes, shares, comments, 
and we welcomed 114 new followers into our community of informed voters. Notably, our 
Instagram Reels featuring Evan Malbrough's incident report breakdowns, data posts, WTV 
Peer Ambassador quotes & reels garnered the highest engagement, proving especially 
impactful.

These results are especially meaningful given that the campaign was 100% organic, underscoring the 
power of our community to drive awareness and action around voting.
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Social Media - 10/22 - 12/1*

Total Reach (Available for IG, FB, & TT Only) 10,223

Total Impressions 21,161

Total Engagements 1,041

Total Followers 114

Social Media - Key Summary Metrics 

*See APPENDIX for Social media Templates and Individual Post Reporting

Total Posts 92

Reach (Unique 
Users) 

6,394

Impressions 15,252

Post Engagements 837

Total Posts 36

Reach (Unique 
Users)

319

Impressions 671

Post Engagements 85

Total Posts 42

Reach (Unique Users) N/A for 
TW

Impressions 1,361

Post Engagements 30

TikTok

Total Posts 25

Reach (Unique 
Users)

3,510

Impressions 3,877

Post Engagements 89
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Social Media - Toolkit / Templates 

Toolkit Overview 

To support the #WATCHTHEVOTEATL campaign and empower partners 
to amplify its mission, we developed 2 editions (launch + campaign wrap) of a 
comprehensive digital toolkit. This resource provided users with:

● Best Practices for Posting Across Platforms
● Platform-Specific Tips
● Branded Templates
● Pre-Written Posts and Captions

The toolkit was created to streamline amplification efforts, enabling partners 
to disrupt disinformation, defend democracy, and extend the campaign's reach 
effectively.

Toolkit #1: Download | Toolkit #2: Download
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https://watchthevoteatl.org/social-media-toolkit/


Jacob York, 
Music Industry Manager

Nick Valencia,
CNN Correspondent

The Gathering Spot
IG Collaborator Post

Social Media - Notable Followers/Moments 

20



Social Media - Notable Followers/Moments 

LIVE in Atlanta: Native Land Podcast Town Hall at the Gathering Spot
Streamed Live: 10/25/2024

Link: https://www.youtube.com/watch?v=fo4ZsVh82WA
Total Views: 10,143
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TikTok
Date: 11/14

Views: 1,713
Likes: 38

Instagram
Date: 11/27

Views: 1,952
Likes: 84

Instagram
Date: 11/4

Views: 997
Likes: 64

Instagram
Date: 11/4

Views: 866
Likes: 30

Instagram
Date: 11/20
Views: 760

Likes: 20

Social Media - Top Posts By Views
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Instagram
Date: 11/4

Views: 997
Likes: 64

Instagram
Date: 11/27

Views: 1,952
Likes: 84

TikTok
Date: 11/14

Views: 1,713
Likes: 38

Instagram
Date: 10/29
Views: 469

Likes: 18
Shares: 25

Instagram
Date: 11/4

Views: 866
Likes: 30

Social Media - Top Posts By Engagement
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WTVATL.ORG
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From October 20 to November 24, watchthevoteatl.org achieved 
impressive results, with 3,958 page views, 2,663 sessions, and an 
average hang time of 7 seconds.

With only four pages on the site, the most frequently visited page was the 
homepage with 2,073 views. The second most popular page was the 
Social Media Toolkit page with 559 views. This is particularly 
impressive as there is minimal guidance to this page from the homepage. All 
traffic that landed on this page was the result of a user having taken an 
action: either clicking on an image to download and share on their socials 
from the Incident Report, or specifically seeking out the Toolkit for 
download. 

WTVATL.org - Overview

25



WTVATL.org - Metrics

Website - 10/20 - 11/24

Page Views 3,958

Sessions 2663

Average Hang-Time 7 seconds

Total Pages 4
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WTVATL.org - Metrics

Homepage
Views: 2,073
Active Users: 1,782
Views Per Active User: 1.16
Avg Engagement Time Per Active User: 
3 seconds

Toolkit + Social Media Page
Views: 559
Active Users: 577
Views Per Active User: .97
Avg Engagement Time Per Active User: 
3 seconds

Reports Page
Views: 241
Active Users: 145
Views Per Active User: 1.66
Avg Engagement Time Per Active User: 43 
seconds

Top Performing Pages by Views
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WTVATL.org - Metrics
User Events (Engagements) 

New User Top Referral Sources High Level Metrics

Active Users
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WTVATL.org - Site Update
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ESCALATIONS
&

INCIDENT REPORTS
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During last month’s election, the #WATCHTHEVOTEATL Team spent three days closely watching 
social media traffic focused on the Fulton County election. We read nearly 30,000 carefully 
curated posts on X, Facebook, Truth Social, Instagram, and TikTok sent from 
November 4-6. By sifting through all those posts we were able to take an active role in 
disrupting election dis/misinformation.

Out of all the social media posts our team tracked, we identified 187 incidents that included 
serious material that we felt deserved fact-checking and a response. From there, 30 incidents 
escalated to our field community partners, independent non-partisan election observers, and 
other stakeholders who could take positive action regarding the mis/disinformation.

Escalations & Incidents - Overview
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Escalations & Incidents - Metrics

Escalations & Incidents - 10/22 - 11/6

Reports Analyzed nearly 30,000 

Total Incidents 187

Total Escalations 29

Most Escalations in One Day - 11/4 12

Escalations & Incidents - 10/22 - 11/6

10/22/24 1 11/01/24 1

10/24/24 1 11/04/24 12

10/30/24 1 11/05/24 9

10/31/24 1 11/06/24 3
32



WTV NEWSLETTER/ 
INCIDENT REPORTS
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WTV Newsletter - Overview

From October 20 to November 11, WTV ATL sent out 
four Newsletters and eight Incident Reports to a 
total of 366 recipients. 

WTV ATL’s Newsletter mailing list was developed 
organically through sign up Mailchimp links on social 
media posts and the website. 

Over the course of three weeks, we had a total of 
2,391 opens and 1,055 clicks. With only 20 people 
choosing to “opt out” over that period of time, we had 
a staggering 95% opt-in rate. This rate indicates that 
the campaign was successful at: engaging the 
interest of recipients, maintaining that interest, 
and building community. 
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WTV Newsletter - Summary Metrics

Newsletter - 10/20 - 11/11*

Total Opens 2,391

Total Clicks 1,055

Total Recipients 366

Total Opt Outs 20

Newsletters Sent 4

Incident Reports Sent 8

*See APPENDIX for Individual Newsletter Reporting
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THE “WEEKLY WATCH”
By Alive & In Color
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WW Newsletter - Summary

From October 21 through December 
9, the #WATCHTHEVOTE campaign 
was prominently featured in a branded 
section of The Weekly Watch 
newsletter. During this time, the 
newsletters-including this campaign 
alongside other content-garnered a 
total of 2,280 opens from a subscriber 
base of 888 readers.

The Weekly Watch Newsletter FT. Watch The Vote ATL
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WW Newsletter - Metrics

Weekly Watch Newsletter - 10/21 - 12/09*

Total Opens 2,280

*See APPENDIX for Individual “Weekly Watch” Newsletter 
Reporting.

Watch The Vote ATL branded sections in the 
Weekly Watch Newsletter
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Data + Rumor vs. Reality Templates

Social Media - Toolkit / Templates 
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Info Carousels, Spot The Fake + Incident Report Templates

Social Media - Toolkit / Templates 
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Social Media - Toolkit / Templates 
IG Stories/Reel Templates
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INSTAGRAM
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Watch The Vote ATL Social Media Reporting - Instagram Key Insights 

Instagram Metrics - 10/22 - 12/09

Page Reach (Unique 
Users)

6,394

Impressions 15,252

Engagements 837

Followers 92

Total Posts Published 50

Instagram Platform Metrics
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Our top performing posts on IG were the incident report recap reels, the introduction to the 
#WATCHTHEVOTEATL campaign, and our campaign recap quotes from our Peer Ambassadors. 

Watch The Vote ATL Social Media Reporting - Instagram Top Performing Posts

Top Performing Posts by EngagementTop Performing Posts by Views

Date: 10/22
Views: 1,696
Likes: 44
Comments: 10
Shares: 20

Date: 11/27
Views: 1,952
Likes: 84
Comments: 0
Shares: 9

Date: 11/5
Views: 1,231
Likes: 24
Comments: 1
Shares: 5

Date: 11/27
Views: 1,952
Likes: 84
Comments: 0
Shares: 9

Date: 11/4
Views: 997
Likes: 64
Comments: 3
Shares: 5

Date: 10/22
Views: 1,696
Likes: 44
Comments: 10
Shares: 20

Instagram Platform Metrics - 10/22 - 12/9 
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Watch The Vote ATL Social Media Reporting - Instagram Posts

Date: 10/22
Views: 1,696
Likes: 44
Comments: 10
Shares: 20

Data: 10/24
Views: 185
Likes: 19
Comments: 1
Shares: 4

Data: 10/25
Views: 133
Likes: 17
Comments: 2
Shares: 0

Date: 10/26
Views: 294
Likes: 13
Comments: 0
Shares: 5

Date: 10/28
Views: 491
Likes: 25
Comments: 0
Shares: 5

Date: 10/29
Views: 87
Likes: 6
Comments: 0
Shares: 1

Date: 10/29
Views: 469
Likes: 18
Comments: 0
Shares: 25

Date: 10/29 
Views: 72
Likes: 8
Comments: 0
Shares: 2

Instagram Posts - 10/22 - 10/29
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Watch The Vote ATL Social Media Reporting - Instagram Posts

Date: 10/30
Views: 500
Likes: 22
Comments: 0
Shares: 3

Date: 10/30
Views: 100
Likes: 11
Comments: 0
Shares: 2

Date: 10/30
Views: 87
Likes: 11
Comments: 0
Shares: 1

Date: 10/31
Views: 212
Likes: 16
Comments: 0
Shares: 1

Date: 10/31
Views: 34
Likes: 5
Comments: 0
Shares: 0

Date: 10/31
Views: 46
Likes: 6
Comments: 0
Shares: 0

Date: 11/1
Views: 72
Likes: 10
Comments: 0
Shares: 1

Date: 11/1
Views: 127
Likes: 7
Comments: 0
Shares: 2

Instagram Posts - 10/30 - 11/1 
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Watch The Vote ATL Social Media Reporting - Instagram Posts

Date: 11/1
Views: 94
Likes: 5
Comments: 0
Shares: 1

Date: 11/1
Views: 267
Likes: 9
Comments: 0
Shares: 3

Date: 11/2
Views: 65
Likes: 5
Comments: 0
Shares: 1

Date: 11/3
Views: 29
Likes: 6
Comments: 0
Shares: 0

Date: 11/3
Views: 65
Likes: 6
Comments: 0
Shares: 1

Date: 11/3
Views: 31
Likes: 5
Comments: 0
Shares: 0

Date: 11/3
Views: 39
Likes: 4
Comments: 0
Shares: 0

Date: 11/3
Views: 57
Likes: 6
Comments: 0
Shares: 0

Instagram Posts - 11/1 - 11/3 
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Watch The Vote ATL Social Media Reporting - Instagram Posts

Date: 11/3
Views: 46
Likes: 7
Comments: 0
Shares: 0

Date: 11/4
Views: 61
Likes: 12
Comments: 0
Shares: 0

Date: 11/4
Views: 137
Likes: 7
Comments: 0
Shares: 1

Date: 11/4
Views: 997
Likes: 64
Comments: 3
Shares: 5

Date: 11/4
Views: 364
Likes: 11
Comments: 0
Shares: 4

Date: 11/4
Views: 866
Likes: 30
Comments: 0
Shares: 7

Date: 11/4
Views: 497
Likes: 9
Comments: 0
Shares: 3

Date: 11/4
Views: 183
Likes: 13
Comments: 0
Shares: 3

Instagram Posts - 11/3 - 11/4 
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Watch The Vote ATL Social Media Reporting - Instagram Posts

Date: 11/4
Views: 31
Likes: 4
Comments: 0
Shares: 0

Date: 11/4
Views: 878
Likes: 8
Comments: 0
Shares: 5

Date: 11/5
Views: 84
Likes: 9
Comments: 3
Shares: 5

Date: 11/5
Views: 26
Likes: 6
Comments: 0
Shares: 0

Date: 11/5
Views: 63
Likes: 7
Comments: 0
Shares: 0

Date: 11/5
Views: 1,231
Likes: 24
Comments: 1
Shares: 5

Date: 11/5
Views: 666
Likes: 10
Comments: 0
Shares: 6

Date: 11/5
Views: 44
Likes: 5
Comments: 0
Shares: 2

Instagram Posts - 11/4 - 11/5 
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Watch The Vote ATL Social Media Reporting - Instagram Posts

Date: 11/5
Views: 100
Likes: 7
Comments: 0
Shares: 1

Date: 11/5
Views: 87
Likes: 5
Comments: 0
Shares: 0

Date: 11/5
Views: 62
Likes: 2
Comments: 0
Shares: 0

Date: 11/5
Views: 29
Likes: 4
Comments: 0
Shares: 0

Date: 11/5
Views: 61
Likes: 7
Comments: 0
Shares: 0

Date: 11/6
Views: 66
Likes: 2
Comments: 0
Shares: 1

Date: 11/6
Views: 67
Likes: 5
Comments: 0
Shares: 3

Date: 11/14
Views: 252
Likes: 10
Comments: 0
Shares: 4

Instagram Posts - 11/5 - 11/14 
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Watch The Vote ATL Social Media Reporting - Instagram Posts

Date: 11/20
Views: 507
Likes: 7
Comments: 0
Shares: 4

Date: 11/27
Views: 1,952
Likes: 84
Comments: 0
Shares: 9

Instagram Posts - 11/20 - 11/27
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FACEBOOK
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Watch The Vote ATL Social Media Reporting - Instagram Key Insights 

Facebook Metrics - 10/22 - 12/01

Page Reach (Unique 
Users)

319

Impressions 671

Engagements 85

Followers 7 (7 followers + 4 
likes)

Total Posts Published 36

Facebook Platform Metrics
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Our top performing posts on FB were the incident reports, data posts, training recap carousel,  and the call for  
#WATCHTHEVOTEATL community ambassadors flyer.

Watch The Vote ATL Social Media Reporting - Facebook Top Performing Posts

Top Performing Posts by Views

Date: 10/26
Views: 46
Likes: 1
Comments: 0
Shares: 1

Date: 11/3
Views: 31
Likes: 5
Comments: 0
Shares: 0

Date: 11/4
Views: 38
Likes: 2
Comments: 0
Shares: 1

Top Performing Posts by Engagement

Date: 11/3
Views: 31
Likes: 5
Comments: 0
Shares: 0

Date: 11/1
Views: 28
Likes: 3
Comments: 0
Shares: 1

Date: 11/1
Views: 20
Likes: 2
Comments: 0
Shares: 1

Facebook Platform Metrics
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Watch The Vote ATL Social Media Reporting - Facebook Posts

Date: 10/22
Views: 24
Likes: 1
Comments: 0
Shares: 1

Data: 10/24
Views: 24
Likes: 1
Comments: 0
Shares: 1

Data: 10/25
Views: 9
Likes: 1
Comments: 0
Shares: 1

Date: 10/26
Views: 46
Likes: 1
Comments: 0
Shares: 1

Date: 10/28
Views: 11
Likes: 1
Comments: 0
Shares: 0

Date: 10/29 
Views: 10
Likes: 1
Comments: 0
Shares: 0

Date: 10/30
Views: 5
Likes: 1
Comments: 0
Shares: 0

Date: 10/31
Views: 6
Likes: 1
Comments: 0
Shares: 0

Facebook Posts - 10/22 - 10/31 
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Date: 10/31
Views: 14
Likes: 1
Comments: 0
Shares: 0

Date: 10/31
Views: 9
Likes: 2
Comments: 0
Shares: 1

Date: 11/1
Views: 5
Likes: 1
Comments: 0
Shares: 0

Date: 11/1
Views: 7
Likes: 2
Comments: 0
Shares: 0

Date: 11/1
Views: 20
Likes: 2
Comments: 0
Shares: 1

Date: 11/1
Views: 28
Likes: 3
Comments: 0
Shares: 1

Date: 11/1
Views: 6
Likes: 1
Comments: 0
Shares: 0

Date: 11/3
Views: 42
Likes: 3
Comments: 0
Shares: 2

Facebook Posts - 10/31 - 11/3 
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Date: 11/3
Views: 65
Likes: 6
Comments: 0
Shares: 1

Date: 11/3
Views: 31
Likes: 5
Comments: 0
Shares: 0

Date: 11/3
Views: 7
Likes: 2
Comments: 0
Shares: 0

Date: 11/3
Views: 17
Likes: 2
Comments: 0
Shares: 0

Date: 11/4
Views: 28
Likes: 3
Comments: 0
Shares: 1

Date: 11/4
Views: 7
Likes: 3
Comments: 0
Shares: 0

Date: 11/4
Views: 38
Likes: 2
Comments: 0
Shares: 1

Date: 11/4
Views: 10
Likes: 1
Comments: 0
Shares: 0

Facebook Posts - 10/31 - 11/3 
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Watch The Vote ATL Social Media Reporting - Facebook Posts

Date: 11/4
Views: 20
Likes: 1
Comments: 0
Shares: 1

Date: 11/5
Views: 6
Likes: 1
Comments: 0
Shares: 1

Date: 11/5
Views: 8
Likes: 1
Comments: 0
Shares: 0

Date: 11/5
Views: 27
Likes: 2
Comments: 0
Shares: 1

Date: 11/5
Views: 5
Likes: 0
Comments: 0
Shares: 0

Date: 11/5
Views: 7
Likes: 1
Comments: 0
Shares: 0

Date: 11/5
Views: 7
Likes: 1
Comments: 0
Shares: 0

Date: 11/5
Views: 4
Likes: 0
Comments: 0
Shares: 0

Facebook Posts - 11/4 - 11/5 
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Watch The Vote ATL Social Media Reporting - Facebook Posts

Date: 11/5
Views: 7
Likes: 1
Comments: 0
Shares: 0

Date: 11/5
Views: 9
Likes: 1
Comments: 0
Shares: 0

Date: 11/6
Views: 25
Likes: 2
Comments: 0
Shares: 1

Date: 11/14
Views: 4
Likes: 2
Comments: 0
Shares: 1

Date: 11/20
Views: 16
Likes: 3
Comments: 0
Shares: 1

Date: 11/27
Views: 6
Likes: 1
Comments: 0
Shares: 0

Facebook Posts - 11/5 - 11/27 
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TikTok
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Watch The Vote ATL Social Media Reporting - Instagram Key Insights 

TikTok Metrics - 10/22 - 12/09

Page Reach (Unique 
Users)

3,510

Impressions 3,877

Engagements 89

Followers 10

Total Posts Published 25

TikTok Platform Metrics
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Watch The Vote ATL Social Media Reporting - Facebook Top Performing PostsTikTok Platform Metrics

Our top performing posts on TikTok were our Campaign recaps and an informational carousel about how to 
cope with post election anxiety.

Top Performing Posts by Views Top Performing Posts by Engagement

Date: 11/14
Views: 1,713
Likes: 38
Comments: 1
Shares: 0

Date: 11/20
Views: 760
Likes: 20
Comments: 0
Shares: 0

Date: 11/27
Views: 734
Likes: 1
Comments: 0
Shares: 0

Date: 11/14
Views: 1,713
Likes: 38
Comments: 1
Shares: 0

Date: 11/20
Views: 760
Likes: 20
Comments: 0
Shares: 0

Date: 11/6
Views: 253
Likes: 18
Comments: 0
Shares:0

63



Watch The Vote ATL Social Media Reporting - Facebook PostsTikTok Posts - 11/3 - 11/4 

Date: 11/3
Views: 1
Likes: 0
Comments: 0
Shares: 0

Date: 11/3
Views: 1
Likes: 0
Comments: 0
Shares: 0

Date: 11/3
Views: 1
Likes: 0
Comments: 0
Shares: 0

Date: 11/3
Views: 2
Likes: 0
Comments: 0
Shares: 0

Date: 11/3
Views: 2
Likes: 0
Comments: 0
Shares: 0

Date: 11/4
Views: 2
Likes: 0
Comments: 0
Shares: 0

Date: 11/4
Views: 0
Likes: 0
Comments: 0
Shares: 0

Date: 11/4
Views: 3
Likes: 0
Comments: 0
Shares: 0
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Watch The Vote ATL Social Media Reporting - Facebook PostsTikTok Posts - 11/4 - 11/5 

Date: 11/4
Views: 235
Likes: 1
Comments: 0
Shares: 0

Date: 11/4
Views: 2
Likes: 0
Comments: 0
Shares: 0

Date: 11/4
Views: 1
Likes: 0
Comments: 0
Shares: 0

Date: 11/5
Views: 4
Likes: 0
Comments: 0
Shares: 0

Date: 11/5
Views: 13
Likes: 2
Comments: 0
Shares: 0

Date: 11/5
Views: 2
Likes: 0
Comments: 0
Shares: 0

Date: 11/5
Views: 0
Likes: 0
Comments: 0
Shares: 0

Date: 11/5
Views: 9
Likes: 0
Comments: 0
Shares: 0
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Watch The Vote ATL Social Media Reporting - Facebook PostsTikTok Posts - 11/5 - 11/20 

Date: 11/5
Views: 3
Likes: 0
Comments: 0
Shares: 0

Date: 11/5
Views: 3
Likes: 0
Comments: 0
Shares: 0

Date: 11/5
Views: 14
Likes: 0
Comments: 0
Shares: 0

Date: 11/5
Views: 61
Likes: 7
Comments: 0
Shares: 0

Date: 11/6
Views: 253
Likes: 18
Comments: 0
Shares:0

Date: 11/6
Views: 8
Likes: 0
Comments: 0
Shares: 0

Date: 11/14
Views: 1,713
Likes: 38
Comments: 1
Shares: 0

Date: 11/20
Views: 760
Likes: 20
Comments: 0
Shares: 066



Watch The Vote ATL Social Media Reporting - Facebook PostsTikTok Posts - 11/27 

Date: 11/27
Views: 734
Likes: 1
Comments: 0
Shares: 0
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X
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Watch The Vote ATL Social Media Reporting - Instagram Key Insights 

Twitter Metrics - 10/22 - 12/09

Page Reach (Unique 
Users)

N/A for X

Impressions 1,361

Engagements 30

Followers 5

Total Tweets Published 42

X Platform Metrics
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Watch The Vote ATL Social Media Reporting - Facebook Top Performing PostsX Platform Metrics

Our top performing posts on X were the incident reports + recap reels and the initial 
#WATCHTHEVOTEATL announcement.

Top Performing Posts by Views Top Performing Posts by Engagement

Date: 11/5
Views: 398
Likes: 0
Comments: 0
Shares: 0

Date: 11/5
Views: 196
Likes: 0
Comments: 0
Shares: 0

Date: 11/3
Views: 65
Likes: 6
Comments: 0
Shares: 1

Date: 11/3
Views: 65
Likes: 6
Comments: 0
Shares: 1

Date: 10/22
Views: 32
Likes: 2
Comments: 0
Shares: 1

Data: 10/24
Views: 29
Likes: 2
Comments: 1
Shares: 1
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Watch The Vote ATL Social Media Reporting - Facebook PostsX Posts - 10/22 - 10/30 

Date: 10/22
Views: 32
Likes: 2
Comments: 0
Shares: 1

Data: 10/24
Views: 29
Likes: 2
Comments: 1
Shares: 1

Data: 10/25
Views: 15
Likes: 1
Comments: 0
Shares: 0

Date: 10/26
Views: 23
Likes: 1
Comments: 0
Shares: 0

Date: 10/28
Views: 11
Likes: 1
Comments: 0
Shares: 0

Date: 10/29 
Views: 11
Likes: 1
Comments: 0
Shares: 0

Date: 10/30
Views: 29
Likes: 0
Comments: 0
Shares: 0

Date: 10/30
Views: 28
Likes: 1
Comments: 0
Shares: 171



Watch The Vote ATL Social Media Reporting - Facebook PostsX Posts - 10/30 - 11/1 

Date: 10/30
Views: 13
Likes: 1
Comments: 0
Shares: 0

Date: 10/31
Views: 27
Likes: 1
Comments: 0
Shares: 0

Date: 10/31
Views: 11
Likes: 1
Comments: 0
Shares: 0

Date: 10/31
Views: 6
Likes: 1
Comments: 0
Shares: 0

Date: 11/1
Views: 7
Likes: 1
Comments: 0
Shares: 0

Date: 11/1
Views: 4
Likes: 1
Comments: 0
Shares: 0

Date: 11/1
Views: 12
Likes: 2
Comments: 0
Shares: 0

Date: 11/1
Views: 8
Likes: 1
Comments: 0
Shares: 0
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Watch The Vote ATL Social Media Reporting - Facebook PostsX Posts - 11/2 - 11/4 

Date: 11/2
Views: 9
Likes: 1
Comments: 0
Shares: 0

Date: 11/3
Views: 65
Likes: 6
Comments: 0
Shares: 1

Date: 11/3
Views: 6
Likes: 1
Comments: 0
Shares: 0

Date: 11/3
Views: 8
Likes: 1
Comments: 0
Shares: 0

Date: 11/3
Views: 16
Likes: 1
Comments: 0
Shares: 0

Date: 11/4
Views: 14
Likes: 1
Comments: 0
Shares: 0

Date: 11/4
Views: 7
Likes: 1
Comments: 0
Shares: 0

Date: 11/4
Views: 11
Likes: 1
Comments: 0
Shares: 073



Watch The Vote ATL Social Media Reporting - Facebook PostsX Posts - 11/4 - 11/5 

Date: 11/4
Views: 6
Likes: 0
Comments: 0
Shares: 0

Date: 11/4
Views: 12
Likes: 0
Comments: 0
Shares: 0

Date: 11/4
Views: 28
Likes: 0
Comments: 0
Shares: 0

Date: 11/4
Views: 20
Likes: 0
Comments: 0
Shares: 0

Date: 11/5
Views: 15
Likes: 1
Comments: 0
Shares: 0

Date: 11/5
Views: 20
Likes: 0
Comments: 0
Shares: 0

Date: 11/5
Views: 17
Likes: 0
Comments: 0
Shares: 0

Date: 11/5
Views: 48
Likes: 0
Comments: 0
Shares: 074



Watch The Vote ATL Social Media Reporting - Facebook PostsX Posts - 11/5 - 11/14 

Date: 11/5
Views: 17
Likes: 0
Comments: 0
Shares: 0

Date: 11/5
Views: 7
Likes: 0
Comments: 0
Shares: 0

Date: 11/5
Views: 31
Likes: 0
Comments: 0
Shares: 0

Date: 11/5
Views: 196
Likes: 0
Comments: 0
Shares: 0

Date: 11/5
Views: 398
Likes: 0
Comments: 0
Shares: 0

Date: 11/5
Views: 64
Likes: 0
Comments: 0
Shares: 0

Date: 11/6
Views: 11
Likes: 0
Comments: 0
Shares: 0

Date: 11/14
Views: 39
Likes: 0
Comments: 0
Shares: 0
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Watch The Vote ATL Social Media Reporting - Facebook PostsX Posts - 11/20 - 11/27

Date: 11/20
Views: 11
Likes: 0
Comments: 0
Shares: 0

Date: 11/27
Views: 25
Likes: 0
Comments: 0
Shares: 0
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WTV NEWSLETTER/ 
INCIDENT REPORTS
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Date: 10/20/2024
Opens: 191 (59.3%)
Clicks: 132 (41.0%)

Date: 10/30/2024
Opens: 230 (66.1%)
Clicks: 155 (44.5%)

WTV Newsletter - Metrics
Date: 10/25/2024
Opens: 232 (68.6%)
Clicks: 151 (44.7%)

Date: 11/01/2024
Opens: 228 (65.9%)
Clicks: 149 (43.1%)
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11/04/2024 @ 14:30
Opens: 215 (62.5%)
Clicks: 144 (41.9%)

11/04/2024 @ 22:30
Opens: 251 (73.6%)
Clicks: 142 (41.6%)

WTV Incident Report - Metrics
11/04/2024 @ 18:30
Opens: 236 (68.8%)
Clicks: 140 (40.8%)
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11/05/2024 @ 19:30
Opens: 123 (36.6%)
Clicks: 10 (3.0%)

WTV Incident Report Newsletter - Metrics
11/05/2024 @ 11:30
Opens: 130 (38.3%)
Clicks: 7 (2.1%)

11/05/2024 @ 15:30
Opens: 168 (49.6%)
Clicks: 10 (2.9%)
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11/05/2024 @ 23:30
Opens: 177 (52.7%)
Clicks: 7 (2.1%)

WTV Incident Report Newsletter - Metrics
11/06/2024 @ 12:30
Opens: 210 (62.9%)
Clicks: 8 (2.4%)
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“WEEKLY WATCH” 
NEWSLETTER/ INCIDENT 

REPORTS
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Date: 10/21
Opens: 240 

Date: 10/28
Opens: 174 

Date: 11/4
Opens: 384 

Date: 11/11
Opens: 346

WW Newsletter - Metrics
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Date: 11/25
Opens: 307 

Date: 12/02
Opens: 306

Date: 12/9
Opens: 288 

WW Newsletter - Metrics
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DISRUPT DISINFO
DEFEND DEMOCRACY

THANK YOU
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