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OPPORTUNITIES

DISTRIBUTION OF DIGITAL POLITICAL AD SPEND IN 2024

Source: Statista – 2024 Report

• Of the digital political ad spend for 2024:
• 45% was spent toward CTV.
• 17% was allocated to social networks.

• In the second and third weeks of September 2024:
• Harris spent $22.8M on Meta, and $17.3M on Google.
• Trump spent $1.4M on Meta and $6.5M on Google.

Political ad spending on meta and google



OPPORTUNITIES

Source: Basis Technologies – 3/17/2025

• Video continues to be the leader for ad formats.

• Growth in programmatic spend share is going to CTV devices, taken from budgets previously put toward desktop 
and mobile ads.



OPPORTUNITIES
Political ad spend on TV, Digital, and radio ads

Source: Statista – 2024 Report

*Chart Here*

• The distribution of ad spend in the US 
in 2024 was 28.1% digital media, and 
71.9% traditional media.

• Harris was the top TV, digital, and 
radio ad spender among the 2024 
presidential candidates.
• Her campaign invested nearly 

$1.2B in ads from March to 
September 2024.

• Trump’s campaign spent $602M 
during the same period.

• Trump spent drastically less on 
mainstream social media platforms 
like Meta, while Harris focused heavily 
on those platforms.

• Trump’s campaign emphasized X 
(Twitter), generating over 30M 
impressions on ads targeting swing 
state voters.
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2024 TV Ad Spending for presidential elections in swing states

Source: Statista – 2024 Report; PPC Hero – 11/11/2024

• While both campaigns focused 
on swing states, Harris’ campaign 
opted for blanket coverage while 
Trump used targeted 
segmentation.

• Harris utilized CTV/OTT ad spots 
during major sporting events and 
primetime shows.

• Trump emphasized Hulu, 
YouTube, Spotify, Roku, 
Paramount, and Pandora.
• Choosing mainly 

programmatic advertising 
allowed Trump to narrow his 
geofenced target, as 
opposed to Harris using 
Google’s location targeting.
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Source: Statista –– 2024 Report

LEADING THEMES MENTIONED IN POLITICAL tv ADS BOUGHT BY HARRIS’ CAMPAIGN



Source: Syracuse University News – 12/10/2024;

Pathmatics – 3/20/2024 – 3/19/2025

• Harris’ ads focused on the 
economy, cultural issues, 
health, and women’s 
issues.

• Harris allocated an 
estimated $5.3M on 
Snapchat, tapping into a 
younger audience.
• Example: After Taylor 

Swift performed in 
Miami, Harris created 
a Snapchat filter 
encouraging people 
to be “Fearless,” 
referencing a Swift 
song.

OPPORTUNITIES



LEADING THEMES MENTIONED IN POLITICAL tv ADS BOUGHT BY TRUMP’S CAMPAIGN

Source: Statista –– 2024 Report



Source: Syracuse University News – 12/10/2024;

Pathmatics – 3/20/2024 – 3/19/2025

• Trump’s campaign 
especially focused on 
CTA ads and self-
advocacy ads.

• Musk’s Building 
America’s Future PAC ran 
50 ads from April-
October 2024 that 
mentioned a presidential 
candidate.

• The Future Coalition PAC 
publicized ads focusing 
on foreign policy, with 
primarily negative 
messaging.

OPPORTUNITIES



KEY AD MESSAGING ACROSS SWING STATES

Source: PPC Hero – 11/11/2024; EMarketer – 1/17/2025

OPPORTUNITIES
• Harris focused the bulk of her ad 

spend on Google, Facebook, and 
Instagram.

• Trump emphasized YouTube and 
Twitch.
• Trump collaborated with 

several influencers from 
these platforms, including 
Logan Paul, while Harris 
created content with 
podcasters like Alex Cooper.
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Source: Syracuse University News – 12/10/2024

• From September 2023 – Election Day, 
Trump’s general election ads used 
“considerably less” negative language than 
Harris’.
• However, more than $6M in heavily-

negative ads on Meta aimed at 
undercutting Harris were funded by 
PACs backed by Elon Musk.

• Common messaging themes from 
these PACs included: Economy, illegal 
immigration, and messages aimed at 
“eroding Democratic support.”

• Trump’s own ads were less likely to 
mention specific policies, but when they 
did, they focused on economy, 
immigration, and election integrity.

• Harris’ ads focused on fundraising, while 
Trump’s ads focused on urging people to 
vote.

general election ad topics
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OPPORTUNITIES
October 2024 cable news ratings

Source: AdWeek – 10/30/2024

*Chart Here*

• During October 2024:

• Fox News had 2.7M primetime 
viewers, with 361K being part of the 
25-54 age demographic.

• CNN had 571K total primetime 
viewers, with 115K being between 
ages 25-54.

• Fox News’ “The Five” was the most-
watched program in total viewers, 
while Jesse Watters’ “Primetime” 
was the first in the 25-54 
demographic (see next slide).



Source: AdWeek – 10/30/2024
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Source: EMarketer – 12/6/2024; 11/25/2024

• Spotify named Joe Rogan their top podcaster in 2024.

• According to a report from EMarketer, The Joe Rogan Experience’s audience demographics are:
• Predominantly male (80%)
• Young adults ages 18-34 (56%)
• Split evenly across parties, with 35% identifying as Independent, 32% as Republican, and 27% as 

Democrat.
• However, a late October 2024 poll found that 54% of listeners had leaned toward Trump in 

the election.

• The Tucker Carlson Show ranked #1 for Apple Podcasts in 2024.



OPPORTUNITIES Top 10 podcasts In the u.s. for q4 2024

Source: Edison Research – 2/5/2025

*Chart Here*

• During Q4 2024, Pod Save America 
debuted in the Top 10.

• Alex Cooper hosted Kamala Harris on 
Call Her Daddy October 2024

• Joe Rogan hosted Donald Trump on the 
Joe Rogan Experience October 2024

• Theo Von hosted Donald Trump on This 
Past Weekend August 2024 and hosted JD 
Vance on his podcast in October 2024.

• In the Top 50, The Ben Shapiro Show 
jumped from #22 to #14, and The Megyn 
Kelly Show moved from #50 to #27.



Senior Political Account Executive

Direct Line: 573-445-3083

Mobile: 661-435-1728

kpikkel@voterx.com

Connect with us on our socials and blog!

https://www.facebook.com/divisiondadvertising/
https://twitter.com/Division__d
https://www.linkedin.com/company/division-d/
https://www.instagram.com/division__d/channel/
https://divisiond.com/blog/
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