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10 thoughts in 15 minutes

Strategic > Tactical P> Practical P (Bit of trends)



1. DIGITAL FOR PUBLIC AFFAIRS:
BEYOND COMMUNICATIONS



What is digital public affairs?

The use of internet enabled methods, tools, and
tactics to support ALL public affairs activities



Digital communications



Digital eommunications



Digital transformation
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WHAT DO WE TRY TO ACHIEVE IN PUBLIC AFFAIRS?
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WHAT DO WE TRY TO ACHIEVE IN PUBLIC AFFAIRS?

IMMEDIATE: . HIGHLY POLITICAL ISSUE:
INFLUENCE A MEDIUM-LONG TERM:

BUILD POLITICAL CAPITAL bl HE AU
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SHAPE THE
EXTERNAL
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Be easy to find

GO g|e EU position company X on issue Y
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Be easy to understand
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SHAPE THE
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..

BUILD & HARNESS COMMUNITY
OF SUPPORTERS

INFLUENCE A BUILD POLITICAL
CURRENT FILE CAPITAL




Pope attacks emissions trading as a
possible 'ploy’

By REUTERS

Pesticide atrazine can turn male frogs into females

Poisoned by every day life: Landmark study
warns gender bending chemicals in your
home, food and car ARE linked to a huge
range of diseases




“Policy- “We must make

makers just our position
heed to hear ‘ politically

our message” viable”



4. NARRATIVES THAT
WORK IN DIGITAL




DIGITAL NARRATIVES




DIGHFAL NARRATIVES



USUALEU
NARRATIVES
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Benefits

Market power
History & heritage
Thought leadership

Convening power
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A NEW CAR TODAY IS 22% MORE EFFICIENT THAN IN 2007 AND
METALS HELP ACHIEVE THIS
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o KINSALE, IRELAND
<> (SINCE 1981)

SPOCLALITY
ONCOLOGY, MMUNCLOGY, UABLETES AND
AN

OoProaTs
CLOSALLY

SUSTANARRITY:

THE LARGEST SOCAR FARM IN IRELAND,
PROVIOING A FENIWARLE IMIRGY FOR T
CAVPLS

LIMERICK, IRELAND
< (2022)

PROPOSED INVESTMENT:
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o ALCOBENDAS, SPAIN
<> (SINCE 1968)

DOFoRTS:
C1AR'WORTH YO 129 COUNTRES
SPECIALITY:

ONCOLOGY, INCOCEINCLOGY AND
NEUSOSCENCE

INVESTMENT v RAD:
S5 ANNUALLY

Q FEGERSHEIM, FRANCE
X (SINCE 1967)

PRODUCTION CAPACITY.
147 NLLUON UNITS PER YEAX

SPECIALITY
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3. European
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4. Thought

leadership

(if one has leading thoughts)

Mark Newman Meets
with European Stakeholders to
Advance the Hydrogen Economy

Expert or leader profiling

ownership
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TRANSFORMING THE AGRICULTURAL
VALUE CHAIN

New and collaborative approaches to reducing GHGs

16 June 2022 | 11:00 CEST/ 10:00 BST

Speakers Moderator







US style digital advocacy



Goal?

Getting others to help.



Goal?

—
.

Writing to policy-makers
Providing data & case studies
Getting others

Taking part in impact assessments

Signing petitions

CLEE

to help by:

Advocating in own communities



GET THE LATEST LEARN MORE CONTACT US

EUROPE ABOUT US v JOIN OURMOVEMENT LATEST FROM CCS EUROPE v

CARBON CAPTURE
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NationBuilder

EMAIL SIGN UP

First Name Last Name
Profession Organisation
Email

(0 Send me email updates




A
Vo
. \‘;\
N\
‘\Q\\

6. DIGITAL CHANNEL I

BALANCING ACT



Thinking of channel

SOCIAL

architecture rather MEDIA

than single channels
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BUILD POLITICAL

CAPITAL




8. CONTENT FOR PUBLIC
AFFAIRS SHOULD SURPRISE
AND/OR DELIGHT




Quality and
versatility
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9. PAID BECOMING
MORE PROMINENT



Social | Display | Native | Search | DOOH



Future = programmatic



10. DIGITAL IS DEAD, LONG LOVE DIGITAL!



THANK YOU



bit.ly/DigitalPAeBook



LET'S CHAT



