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Methodology

The August 2024 Clarity Omnibus Survey was conducted from August 23rd-28th via national online public
opinion panels and 1238 respondents were matched to the voter file. The margin of error of this poll is
+/-1.62% at a 95% confidence interval.

Attention checks were employed in the survey and respondents who failed attention check questions were
removed from the sample.

Responses are weighted to a national universe of likely 2024 general election voters using factors including
age, gender, race, education, and geography.
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Voting Method
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. Our Early Vote Preference Model predicts an

. individual’s preference to cast their vote prior 1
. to Election Day. Learn more. : cam pa] gn labs


https://www.claritycampaigns.com/what-we-do/modeling/national-models

Political Views and Attitudes

Vote Confidence
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Proportion of Respondents
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Party 1D
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Our Partisanship Model predicts likelihood :
that an individual self-identifies as a Democrat. :
: Learn more.


https://www.claritycampaigns.com/what-we-do/modeling/national-models

[After Independent Push] Do you think of yourself as a Republican, a Democrat, or an Independent?
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https://www.claritycampaigns.com/what-we-do/modeling/national-models
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Mobilization Issue
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National Issues

Climate Priority
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https://www.claritycampaigns.com/what-we-do/modeling/national-models

National Issues

Fiscal Progressive
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. Our Fiscal Progressive Model predicts attitudes

toward raising taxes to balance the budget Cam paign labs
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https://www.claritycampaigns.com/what-we-do/modeling/national-models

National Issues

Economic Anxiety
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https://www.claritycampaigns.com/what-we-do/modeling/national-models

National Issues
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Health Insurance Coverage
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https://www.claritycampaigns.com/what-we-do/modeling/national-models

National Issues

Medicaid Eligibility
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https://www.claritycampaigns.com/what-we-do/modeling/national-models
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https://www.claritycampaigns.com/what-we-do/modeling/national-models

National Issues
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Demographics

College
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Our Likely College Model predicts likelihood )
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https://www.claritycampaigns.com/what-we-do/modeling/national-models

Demographics

Religious Services Attendance
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https://www.claritycampaigns.com/what-we-do/modeling/national-models
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Demographics

Gun Owner
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Our Likely Gun Owner Model predicts
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https://www.claritycampaigns.com/what-we-do/modeling/national-models
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https://www.claritycampaigns.com/what-we-do/modeling/national-models
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Household Income
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Demographics

Union Membership

80%
60%
40%
20%
11% 5%
I &
0%

Yes, me Yes, someone in my household No Unsure

FCamMPaign tabs



Demographics

Military/Veterans
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Demographics

Children in Household
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Demographics

Combined Race/Ethnicity
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Contactability

Cell Phone vs Landline Usage
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Contactability

Answer Unknown Numbers (IF has phone)
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Contactability

Mailbox Checking Frequency

60% 03%

40%
20%
3%
I — 0% St
0%
Daily Almost every day Once or twice a week Less than weekly Almost never Never

FCamMPaign tabs



Media Consumption

Social Media Usage
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. Our Low Social Media Model predicts :
. likelihood that an individual is difficult to reach : :
. via social media advertising. Learn more. : Cam pa1 gn labs


https://www.claritycampaigns.com/what-we-do/modeling/national-models

Media Consumption

TV Usage
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Our Low TV Model predicts likelihood thatan  :
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to reach via television advertising. Learn more. : cam pa] gn labs


https://www.claritycampaigns.com/what-we-do/modeling/national-models

Media Consumption
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Media Consumption

Streaming [IF Uses Streaming Services]
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Media Consumption

Traditional TV Service
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Media Consumption

TV Weekly Usage [IF Has Traditional TV Service]
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Learn more about our Omnibus survey

contact@claritycampaigns.com
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