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Abstract

JOHN REMENSPERGER: New Media and Political Threats: Standing with Planned
Parenthood
(Under the direction of Dr. Daren C. Brabham)

Much of the scholarship on the media strategies of social movement organizations
(SMOs) has focused on how these organizations frame issues. More recently, scholars have
written about the strategies of digitally native, online advocacy organizations like
MoveOn.org. There is a lack of research, however, on how long-standing organizations adapt
to new media environments in response to political threats. Planned Parenthood Federation of
America’s implementation of tactics like the “Planned Parenthood Truth Tour” and other
strategies suggest that older SMOs are attempting, via new media, to take advantage of
enthusiasm and interest from publics as they arise. This thesis reveals ways in which existing
SMOs prep for and subsequently leverage moments of political contention. It also shows how
a long-standing organization that advocates for abortion rights utilizes new media in its
political strategy, thus extending previous literature on abortion politics and providing

normative guidelines for practitioners involved in similar contentious moments.
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Introduction

On March 7, 2011, Planned Parenthood Federation of America (PPFA) posted to
Facebook and Twitter a photo of a shiny, large, hot-pink chartered bus with the words “I
Stand With Planned Parenthood” written on its side in large white letters (Planned
Parenthood, 2011a). Also on the side of the bus, in the same huge white letters, statistics
such as “4,000,000 STD tests” and “1,800,000 Cancer Screenings” were displayed. The
caption of the photo said, “We got a pretty loud bus so that the truth about Planned
Parenthood could be heard wherever we go!” The photo also was accompanied by a
hyperlink forwarding users to a brand-new website entitled the “Planned Parenthood Truth
Tour,” which included a blog detailing the bus’ upcoming destinations, fundraising appeals,
and a link to another site, raiseyourhand.org, which aggregated photos of users physically
raising their hands in support of PPFA (Planned Parenthood, n.d.-a). In the weeks that
followed, PPFA used the bus as the centerpiece of events in many different cities,
highlighting each event on Facebook, Twitter, and YouTube. Articles about the bus tour were
featured on liberal and conservative blogs such as The DailyKos (e.g. Eclectablog, 2011) and
LifeSiteNews (e.g. Jalsevac, 2011), respectively. The tour also received coverage by local
and national television and radio outlets. According to one of PPFA’s social media
strategists, the truth tour allowed staff to “proactively meet with people who were using our
services or benefiting from our services or definitely had a stake in the game . . . . and

[record] it for what we were doing online” (M. Stevens, personal communication, March 14,



2013). This included “tweets and updates and things like that for people who weren’t with us
to . .. follow along and track the process.”

The “Planned Parenthood Truth Tour” was not a standalone publicity event, but
rather part of a larger, three-month-long, coordinated campaign to quash an effort by
Republicans in the United States Congress to eliminate millions of dollars in federal “Title
X” funds that PPFA had been receiving annually to provide family planning services since
the 1970s (Aries, 1987). PPFA’s effort included a variety of tactics, ranging from traditional
lobbying of politicians to the aggregation and dissemination of user-generated online content
that showcased public support for PPFA.

PPFA’s integration and use of social media to connect online supporters to live events
shows how the organization was attempting to reach its audience in ways that traditional
media—radio, television, and newspapers—do not provide. This campaign reveals the way in
which a long-standing organization was using new media to mobilize supporters, influence
politicians, and garner attention in a media environment that includes both traditional media
as well as blogs and social media sites like Facebook and Twitter.

This thesis offers an inquiry into how long-established social movement organizations
(SMOs) — such as PPFA — adapt to new media environments, specifically when faced with
political threats. This research shows how these organizations internally prepare social media
tactics and how they implement these tactics in response to political threats. This research
also shows how responding to such threats can affect an organization’s capacity to engage in
future conflicts. This research highlights the interaction within large organizations between
traditional and digital communication teams. Finally, this thesis focuses on how

organizations are leveraging online supporters to increase their media exposure.



Much of the scholarship on the media strategies of SMOs has focused on how these
organizations frame issues (Burns, 2005; Ferree, Gamson, Gerhards, & Rucht, 2002;
Rohlinger, 2002, 2006). More recently, scholars have written about the strategies of digitally
native, online advocacy organizations like MoveOn.org (Carty, 2011; Karpf, 2012). There is
a lack of research, however, on how long-standing organizations adapt to new media
environments, specifically in response to political threats. Karpf (2012) explains how single-
issue legacy organizations rely on “armchair activists” (p.37) whose only interaction with the
organization is the process of making annual donations. By contrast, internet-mediated
political organizations such as Moveon.org engage regularly with supporters to request small
donations or specific actions based on the day-to-day happenings in the political
environment. PPFA’s implementation of tactics like the “Planned Parenthood Truth Tour”
and other cross-media strategies suggest that older SMOs are attempting, via new media, to
take advantage of enthusiasm and interest from publics as they arise.

This thesis proceeds in four parts. First, it examines the literature on social movement
organizations, abortion politics, and the use of new media to influence the political system. It
then discusses the methods for this case study, which include in-depth interviews with PPFA
staff and the examination of press releases and social media data. To conclude, it discusses
the implications of these findings for scholarly understandings of SMOs and their

relationship to media environments.



Literature Review

The study of new media and political processes is relatively new in comparison to the
broad disciplines of political sociology, political communication, and political science with
which it is often placed. Early scholarly discussions in this area focused on the potential for
new media to disrupt long-standing political processes and institutionalized bureaucracy (cf.
Tambini, 1999; Witschge, 2004). Many of them postulated that technological determinism
and new media would flatten organizational structures and usher in a new era of deliberative
democracy. Scholars continue to debate the validity of these claims (cf. Dahlberg, 2007).
This review omits these discussions of new media’s potential and focuses on empirical
studies of new media practices and their relationship to political interest groups and social
movements. It also provides an overview of relevant literature about advocacy organizations,

abortion politics, and online public relations.

Social Movement Organizations and Political Information Cycles

Scholars have discussed at length the relationship between political opportunities and
threats and the actions of social movements organizations (SMOs) (McAdam & Tarrow,
2011; McAdam, 1982; Tilly, 1978). Included in these actions are the choices made by SMOs
in the media arena (Rohlinger, 2006). One of the most prolific topics explored by scholars
interested in the media strategies of SMOs is framing, or the act of presenting an issue in a

particular way to encourage a particular interpretation (Burns, 2005; Ferree et al., 2002;



Rohlinger, 2002, 2006). However, some scholars have criticized this focus on framing as
insufficient in explaining movement success. Ryan & Gamson (2006), argued that framing,
while integral to movement strategy, is only effective in the context of movement building
strategies such as “acquiring resources, developing infrastructure and leadership, analyzing
power relations, and planning strategy” (p. 13). Scholars have shown how an organization
can gain access to media over time, by establishing itself as an expert on a particular issue
(Ryan, Anastario, & Jeffreys, 2005) or it can insert itself (or be inserted into) the media
environment based on an issue related to the organization’s goals, assuming that issue is
deemed to be newsworthy by the media (Ryan, 1991). Recent scholarship on contentious
events, however, has shown that a “hybrid media system” (p. 5), created by interplay
between the norms of online media and those of traditional journalistic organizations, has
opened up opportunities for other actors, including activists, to gain access to and influence
media (Chadwick, 2011a).

According to Chadwick (2011b), the production of news, prior to the popularity of
new media, used to be almost completely based on interaction between media and political
elites. While these actors continue to hold powerful positions in the media environment, the
interplay between bloggers, citizen activists, politicians, and other actors has created
“complex assemblages” (p. 11) in which these diverse actors exchange information and
interact with one another. He explains how the integration of Facebook and Twitter into the
practice of journalism allows outsiders greater influence on the media by activists who utilize
those social media platforms. Chadwick refers to these multi-actor environments as “political
information cycles” (p. 11). Anderson (2010) saw similar complexities in a study of local

news diffusion, in which activists repeatedly were able to influence media coverage of a
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contentious event in order to achieve their political goals. In each of these cases, actors were
able to extend the life of these news events to advance particular causes. While both
Chadwick (2011a) and Anderson (2010) have discussed the role of activists and other actors
in influencing news production around contentious events, there has been minimal

scholarship exploring the role of formal SMOs in such episodes.

New Media and Mobilization

Several scholars have discussed ways in which activists have harnessed new media to
increase participation in movement activities. These writings have focused primarily on
large-scale protest events or on digital activism taking place in new media environments.
Much of the research in this area has discussed the “Battle of Seattle,” in which activists in a
global justice movement used new media to organize massive protests at the annual World
Trade Organization meeting in 1999 (Bennett, 2003; Bimber, 2003; Kahn & Kellner, 2004;
L. Lievrouw, 2011). Scholars discussed the movement’s mobilization tactics, which included
the use of emails and websites to coordinate simultaneous demonstrations, as well as well as
ways in which movements used new media to influence traditional media. Recently, scholars
interested in technology and social protest have focused their studies on the “Arab Spring,”
in which citizens engaged in collective action used social media technology as part of their
mobilization tactics against repressive governments in the Middle East (Bennett &
Segerberg, 2011).

Lievrouw (2011) focuses much more on the use of new media by individual activists
than by formal groups (though she also discussed the Battle of Seattle). Lievrouw explains

how new media allows activists to engage in “culture jamming,” (p. 72) in which popular
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culture images or video are repurposed for societal critique. In the context of political
organization and social movements, Lievrouw also discusses “mediated mobilization,” (p.
25) in which individuals use technologies like social networking sites and email listservs to
build and maintain online networks based on shared goals and values, eventually mobilizing
these networks to enact the desired social change.

Scholars interested in studying the use of new media by social movement
organizations have focused on the emergence of “multi-issue, Internet-mediated
organizations” (Carty, 2011) that use digital media to mobilize supporters around multiple
issues over long periods of time with a small staff and low overhead. Karpf (2012) argued
that new media have allowed movement organizations to operate with such limited staff and
overhead, reducing the costs of collective action and resulting in new types of political
expression. In terms of mobilization tactics, Carty (2011) highlighted MoveOn’s successful
online fundraising appeals, two-way communication with members via online forums, and
increasing awareness of public issues as emblematic of this new type of organization. While
these studies provide insight into new types of advocacy organizations that have emerged in
recent decades, they do not focus on long-standing advocacy organizations that combine
traditional and new media advocacy tactics in order to shape public opinion and influence
public policy outcomes.

Further, though Kreiss has written in detail about the implementation of new media
strategies by presidential campaigns and political parties (2012a), and the interplay between
campaigns and activist media (2012b), there is a gap in scholarly literature about new media
use by what Karpf (2010) refers to as "legacy organizations," those political organizations

that pre-date the Internet and historically have relied on more formal institutions for
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mobilization and fundraising purposes. Recently, Bimber, Flanagin, and Stohl (2012)
narrowed this gap in a study of three organizations: The American Legion, the American
Association of Retired People (AARP) and MoveOn. Indeed their work does provide an
examination into the digital media strategies of two long-standing organizations: The
American Legion and AARP. However, neither organization is particularly contentious nor is
either closely affiliated with a particular social movement (though one might argue that
AARP is aligned with the movement for socialized medicine and welfare due to its support
for Medicare and Social Security). Using a broad definition of collective action—
“associating voluntarily with others who share interests or identities, and it can mean
participating in solving problems at the local, national, or global scale” (p. 20)—Bimber et al.
(2012) challenge the idea that traditional, membership-based civic institutions, such as
AARP and the American Legion, are failing or being replaced by Internet-mediated groups
such as those discussed above. Within the extant literature there remains a gap in scholarship

around the use of new media technology by long-standing social movement organizations.

Technology Enactment

The recent works by Karpf (2012) and Bimber, Flanagin and Stohl (2012) discussed
above do mention briefly how organizations learn to use new technology in long-standing
organizations. Organization learning surrounding the implementation of new technologies
has also been examined with a systems perspective (e.g. Norris & Thompson, 1991). Some
scholars argue that the study of failures and successes of public sector entities is grounded in
early theories of organizational development such as those theories of organizational

environments and the interdependence of actors within an organization (Emery & Trist,
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1965). Kraemer & King (1986) found that the implementation of information systems in was
often “mediated by organizational concerns for maintaining control and stability”. In his
1995 book, Computer Technologies and Social Issues, (Garson, 1995) discussed how
organizational elements and human factors, such as conflicting priorities between employees
focused on minimizing costs and those focused on maximizing service, could potentially
affect the implementation of information systems.

Fountain (2001) identified specific issues with organizational enactment of
technology. She wrote that as a technology goes from objective to enacted, it passes through
two organizational filters: organizational form, including hierarchy, accountability, rules,
existing processes, behavior patterns and norms, and institutional arrangements including
organizational culture, formal rules, and social patterns. These filters affect the design,
development, implementation, and most importantly, the use of the technology. Regarding
the use, she suggested that organizations tend to “implement new information technology in
ways that reproduce, indeed strengthen, institutionalized socio-structural mechanisms even
when such enactments lead to seeming irrational and ostensibly sub-optimal use of
technology” (p. 57).

Abortion Politics

Finally, scholars have also discussed media tactics in the specific context of the
abortion rights movement. Luker (1984) discussed the use of “stars” (p.62)—people whose
social characteristics provide value, including legitimacy, to a movement by affiliating with
it. For abortion rights groups this included jurists and famous physicians. She also explained
how, in the 1960s, the Society for Humane Abortions attempted to increase support for

abortion reform by broadcasting their message directly using late-night radio and television

15



spots and lectures. Staggenborg (1991) explained how affiliation with particular persons or
groups, such as the Clergy Consultation Services—a group of rabbis and clergy members
who supported repeal of abortion laws—provided legitimization to the abortion rights
movement in the late 1960s. She also noted how the abortion rights movement capitalized on
media coverage of crises that inherently changed the discourse over abortion to one focused
more narrowly on women’s health. These crises included a rash of birth deformities caused
by the medication thalidomide and an outbreak of rubella, in garnering public support for
their cause.

As mentioned above, most scholarly discussions of strategy by SMOs in the pro-
choice movement have focused on framing. This is also true among scholarly works on
abortion politics. According to Burns (2005), the abortion rights movement is extremely
effective at maintaining its favorable status quo because it frames its causes with a “moral
worldview,” (p. 16) an uncompromising perspective based on a particular value or ideal. He
explains how this frame, rooted in feminism, is effective in mobilizing support because it
links abortion restrictions to things many people find difficult to support, such as exertion of
outside control over a woman’s body or misogyny. Rohlinger (2002, 2006) examined how
movement organizations modified their frames for particular political environments and how
these environments affected the way in which they interacted with allied organizations. To
date, scholars who study the pro-choice movement have not looked at how related SMOs use
new media to achieve policy goals or to influence public opinion. This thesis will contribute
to scholarly knowledge of SMOs by revealing ways in which they use new media to prep for
and subsequently leverage moments of political contention. It shows how, through an

iterative process spanning multiple events, an organization enacted new technologies to
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support its mission and mobilize supporters. It reveals the importance of these moments to an
organization’s public image and to its long-term sustainability. It also shows how a long-
standing advocate for abortion rights utilizes new media in its political strategy, extending
previous literature on abortion politics and providing normative guidelines for practitioners

involved in similar contentious moments.
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Methods

To explore in-depth a long-standing SMO adapting to a new media environment, |
compiled multiple sources of evidence to create a case study. Social movement research
regularly has utilized case studies when the objects of study are individual movements and
movement organizations (Lofland, 1996; Snow & Trom, 2002). The case study method also
is regularly employed by scholars of public relations to explore the motivations of
organizations engaging in public relations strategies (Grunig & Hunt, 1984). Case studies
offer the opportunity to explore social phenomenon in rich detail through the “use and
triangulation of multiple methods” (Snow & Trom, 2002). The object of analysis for the case
study is Planned Parenthood Federation of America (PPFA), starting with its campaign to
protect its federal funding in 2011, discussed above, through the end of the conflict over its
exclusion from the Susan G. Komen Foundation’s grant program in 2012. One might argue
that these two events should constitute two separate cases. This argument ignores the aspects
of organizational learning and adaptation that can be garnered from investigating an
organization’s tactics in two separate events, given that very little time passed between the
two events. Also, scholars regularly have utilized broad boundaries in determining objects of
case studies, so long as the study is indeed bounded in a particular time and space (Feagin,
Orum, & Sjoberg, 1991; Ragin & Becker, 1992).

The data for this case study come from five sources: (1) in-depth interviews with two
key members of PPFA’s communication team during the period in early 2011 when the

organization was in danger of losing federal funding through the period in 2012 when the



Komen Foundation was threatening to deny PPFA participation in its grant program; (2) a
one-hour panel discussion between five members of PPFA’s staff from the South by
Southwest (SXSW) 2012 Digital Media conference; (3) print media articles from these same
time periods; (4) press releases from PPFA and from its political arm, Planned Parenthood
Action Fund; (5) posts from PPFA’s Facebook fan page.

In February of 2012, two open-ended, semi-structured interviews were conducted
with two of PPFA’s communications staff members. During the time periods focused on in
this study, one subject, Angela Martin, held a director-level position working in traditional
communication and the other, Mary Stevens, worked on development and implementation of
PPFA’s social media strategy. Participants in this study were promised confidentiality. As
such, the names mentioned above and throughout the paper are pseudonyms. In addition to
their statements lacking identifiable attribution, they also could ask that statements be “off
the record.” This distinction allowed them to provide me with context for their statements
while also maintaining their confidentiality in regard to comments that would personally
identify them as interview subjects. The Institutional Review Board of the University of
North Carolina at Chapel Hill granted this proposal expedited review and approved the study
along with consent forms for both in-person interviews and those conducted via video chat
services.

The SXSW panel, entitled “Stand With Planned Parenthood: A Crisis Response,” and
featuring five integral members of PPFA’s digital media team, was focused primarily on the
organization’s use of social media during 2011, though it also included discussion of the
Komen controversy. The panel discussion was acquired in digital audio format from the

SXSW 2012 website. When possible, individual statements made in these interviews were
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corroborated by interview participants or by secondary sources such as the media described
above.

In order to map the contours of this case, I did a Google Trends search to find out
when this issue was salient in the public’s mind (see Figure 1). Google Trends provides data
on how often a search term is entered relative to Google’s total search volume. For the
purposes of this study, I searched for instances of “Planned Parenthood” between July 2010
and December 2012. This provided me with two specific periods during which the public had
increased interest in PPFA: December 19, 2010 through May 7, 2011, and January 28, 2012
through February 18", 2012. To provide context for the organization’s media activity outside
of these moments of contention, I broadened these periods to: (1) November 2, 2010 the day
of the midterm elections, when the Republican Party took control of Congress, through April
30, 2011, twenty-two days after the proposed budget that would have cut Title X funds failed
to pass the Senate; (b) January 31, 2012, the day that the Komen controversy broke in the
popular press, through March 1, 2012, twenty-five days after Komen foundation altered its
new grant requirements to include PPFA. The remaining data sources—newspaper articles,
press releases, and Facebook posts—were collected over these two time periods.

The newspaper articles, collected via the LexisNexis database of major world
publications, included 488 articles. The census of PPFA’s press releases, obtained from
Planned Parenthood’s websites, included 108 individual releases. Via the PPFA Facebook
Fan Page, 560 individual posts were collected and analyzed (see figure 2 for a breakdown of

these publicity sources by date and source type). Documents were read several times and
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Interest over time

The number 100 represents the peak search interest News headlines

Figure 1. Google Trends output for Planned Parenthood, 2011-2012

marginal notes were made on common language, themes, and messaging to track patterns
and assure a thorough understanding of the order of events and intended message of each
item.

In some cases, interviews and Facebook posts provided links to additional PPFA web
properties, such as event-specific blogs, microsites, and social media sites, which were

incorporated into the study and subsequently analyzed.

Period 1 Period 2
November 2, 2010 — January 31, 2012 —
April 30, 2011 March 30, 2012.
News Articles 338 150
Press Releases 69 PPF.A 17 PPI.:A
15 PPAF (Action Fund) 7 PPAF (Action Fund)
Facebook Posts 387 173

Figure 2. Breakdown of materials for qualitative analysis
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Case Analysis

This section, presented in chronological order and with corresponding themes,
outlines PPFA’s actions during three specific periods. The first part focuses on PPFA’s
development of new media strategies in the absence of a specific political crisis. The second
part focuses on its application and evaluation of these strategies in a political conflict over its
access to government funds. The third part focuses on PPFA’s strategies during a conflict
with another organization, with a specific focus on changes made to these strategies based on
the previous crisis. Each part shows both the growth of the organization’s new media

strategies and its allocation of resources for new media activities.

Capacity Building

In July of 2009, as Congress and President Obama were working to craft what would
eventually become the Patient Protection and Affordable Care Act (ACA), the Republican
minority in Congress was attempting to include in the legislation a provision that would
exclude reproductive health care (including birth control and contraception services) from the
services available under government-approved healthcare plans. The Republicans were also
suggesting the PPFA should be excluded from the “health exchanges,” the government-
sponsored marketplaces from which citizens would select local healthcare providers under
the proposed law. PPFA staff members responded to these threats by posting to their
Facebook page a 366-word note entitled, “Take action to protect reproductive health care,”

which explained the organization’s opposition to the Republican provisions (Planned



Parenthood, 2009a). PPFA also linked to several documents, including a press release on its
website, instructions for contacting U.S. senators, and a petition opposing the potential
provisions. PPFA also authored identical posts on left-leaning blogs like The Daily Kos
(Planned Parenthood, 2009b) and Feministing (Planned Parenthood, 2009¢). These identical
posts are representative of PPFA’s strategies for social media sites like Facebook and Twitter
at that time. PPFA’s staff saw those social networking sites as vehicles for driving users to
the organization’s website and for disseminating more crafted, formal press releases (M.
Stevens, personal communication, March 14, 2013).

In November 2009, the United States House of Representatives passed the Stupak-
Pitts Amendment, which aimed to exclude those private healthcare plans that provided
abortion coverage from the insurance exchanges being proposed in the ACA (Friedman,
2009). In a press release, PPFA argued that the amendment would “undermin[e] the ability of
women to purchase private health plans that cover abortion care, even if they pa[id] for most
of the premium with their own money” (Planned Parenthood, 2009d). In the weeks and
months that followed, PPFA was an extremely audible voice in opposition to such
amendments and ultimately supported the passage of the final version of the ACA, which
included coverage for reproductive health services (Protection & Affordable Care Act, 2010).
As PPFA worked to mobilize its supporters toward these ends, staff working on new media
for PPFA argued that the organization’s Facebook page had more potential for interacting
with supporters than it was being utilized for (M. Stevens, personal communication, March
14, 2013). Stevens remarked:

While some people thought our Facebook page exist[ed] so we [could] drive traffic

back to our website, I thought the Facebook page existed for the sake of the Facebook

page—Iike for the sake of the community in it of itself—and that if people had a good
experience there then they would turn to [a PPFA] mobile health center for help or
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then they would care about what happened to us in the event of something going
down with their local or federal [health] policy.

She noted that many members of PPFA’s management saw social media, and Facebook in
particular, as “something that kids do . . . that can’t make a change or impact.”

Staff members at PPFA’s direct response team used email to disseminate messages,
encourage supporters to contact legislators, and to fundraise (A. Martin, personal
communication, February 21, 2013). Though they used email for annual fundraising drives in
ways similar to those employed by the “legacy organizations” depicted by Karpf (2012, p.
14), PPFA also had adopted the event-driven tactics of newer organizations like MoveOn.org
(Carty, 2011 and Karpf, 2012). Using separate email lists that could be activated depending
on the desired outcome (e.g. fundraising vs. outreach to legislators), PPFA sent emails
mobilizing supporters against the Stupak-Pitts amendment and in support of the ACA. In
these efforts, the direct response team relied on sophisticated analytical tools to determine
which email subject lines resulted in the most emails opened and which messages resulted in
the most dollars given. The direct response team also worked with PPFA’s 80 nationwide
affiliates (e.g. Planned Parenthood of Central North Carolina) to share email lists, coordinate
fundraising campaigns and disseminate information. When PPFA first began to implement
social media programs, it originally saw social media as an extension of this email-based
fundraising program (M. Stevens, personal communication, March 14, 2013). The new media
team setup a Facebook “cause,” a type of page template built specifically around charitable
giving, and posted messages asking Facebook users to participate in PPFA’s annual giving
campaigns on Mother’s Day and at the end of the year. The new media team pushed back
against the use of social media for these purposes, with one staff member arguing that it “put

people off to constantly fundraise on social [media]” (M. Stevens, personal communication,
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March 14, 2013). Between these arguments, and research showing that social media was
ineffective at driving up significant gifts, PPFA moved away from using its social media
properties for regular fundraising and used it to focus on community building and
information dissemination.

Despite some internal skepticism and a lack of resources devoted specifically to
social media, the digital media team took advantage of the controversy over the Stupak-Pitts
amendment and the ACA to further develop the organization’s presence on Facebook and
Twitter (M. Stevens, personal communication, March 14, 2013). The digital team staff
developed “The Pit,” a collaborative, open, corral-like area of the main PPFA office. This
setup allowed those involved in social media to brainstorm content for the social media
properties without impacting traditional staffers by yelling ideas across the office. The team
also worked to create a social media persona on PPFA’s social media accounts that, as one
social media strategist described, could “take these complex...political decisions or moves
that were happening in D.C. and make them so that they were palatable and understandable
for [a] social audience and then give them an action” (Bryant, Lazzaro, Holdridge, Hansen, &
Lauf, 2012). In the case of the Stupak-Pitts Amendment, the team had to be clear that they
supported the overall idea of healthcare reform but were dissatisfied with the current iteration
of the bill. The team posted bright pink graphics that said, “Wanted: Access to Health Care”
or “Pass Health Care Reform” juxtaposed next to “Stop the Abortion Coverage Ban” to
highlight this dichotomy. PPFA also began to use Facebook to invite users to submit
testimonials about their positive, and in some cases, life-saving experiences receiving
medical care from PPFA and other reproductive health providers. Staff members also sent

tweets from PPFA President Cecile Richards’ Twitter acco