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The Brussels Public Affairs “arena”

Q Implementation process — Setting yourself
up for success

The 3 key areas of success:

v

TODAY'S i IR |
AGENDA * Defining priorities, key issues &

objectives
* Mapping & engaging with stakeholders
* Measuring & communicating value
internally

Adjourn
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Defining context & concepts




DEFINING THE CONTEXT — WHAT WORRIES PA LEADERS?

Climate change, Sustainability and ESG developments and regulations
Upcoming EU elections and the make-up of EU institutions

Political developments in EU member states

The war in Ukraine and EU-Russia relations

Political developments in the US and US-EU relations

Political relations between the EU and China

New developments & tools in Artificial Intelligence

Energy insecurity in Europe

Inflation

The disruption of global supply chains
Industry-specific developments and legislation
Other (which one)

Other (please specify)

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Source: Public Affairs Council, “Trends in European Public Affairs Survey 2023”
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PERCEPTIONS OF LOBBYING

Raising the local & national importance
of an issue
A constructive part of

the decision-making process

From the following list, what would you say
are the positive aspects of lobbying!?

Sharing expertise

Translating technical & scientific

information into relevant information

Providing the right information

at the rnght time

Other (Please specify)

10

Source: BCW, survey on public affairs perceptions, 2013




PERCEPTIONS OF LOBBYING

From the following list, what would you say are
the negative aspects of lobbying!?

Interest not clearly outlined/lack of 53 65 39 8 43 37 60 67 &8 g0 65 82 48
transparency e
Not providing neutral information 44 O 68 47 00 30 S ‘ 37 ! 45 ' 07
An undue influence 2 9 3 O ' '3 ' 9 ' 2
of the democratic process
Too many contacts/an annoyance 25 37 10 29 30 33 13 10 1 17 13 23 13 28 37
Reserved for the elite 10 2 3 : . : ) 32 - .
13 { { 3 2 2 ] ) 1 4

Other (Please specify)

Source: BCW, survey on public affairs perceptions, 2013
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PERCEPTIONS OF LOBBYING

Which of the following factors influence your decision
to speak to a lobbyist?

If the lobbyist is transparent about 15 $7 74 7 73 37 53 70 57 77 10 z 0 69

whom he represents

If the topic is in my field of expertise 69 53 7 68 47 3 53 5 3 73
If the topic is of interest to me 70 5 29 77 5O 23 30 07 JO 23 42 n
If the lobbyist is well prepared 20 7 48 47 23 , 40 1 0 10 |
If | know the lobbyist 23 2g 48 27 50 D : 39 23 13 44 36
| have an obligation to speak Q 20 13 39 17 20 10 23 60 3 3 14 42 14 2
to anyone calling me

If the lobbyist or his organisation is Q9 29 16 13 10 30 20 0 17 3 20 6 6 19 29
listed in a public register of lobbyists

| never speak to lobbyists ) 0 - O : 0 : 3 : 7 3 ) E 2
Other (please specify) 6 10 » 3 . 3 7 3 7 - 3 [ 3 2

Source: BCW, survey on public affairs perceptions, 2013
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Implementation processes — setting yourself up
for success




Internal procedures that can make or break your strategy

/C Validation D\

* Who has the
authority to validate
your strategy?

* Who has the
authority to validate
your messages?

\_ v

/C Consultation D\

 Which departments
do you need to
consult with?

* Who has information
that can improve
your chances of
success?

& v

/CRepresentation)\

* Who can speak
publicly on behalf of
the organization
(spokesperson/s)?

 Who can publish on
social media?

& v

/C Influence D\

* Who can have a
negative/positive
impact on your
strategy?

* Whose support
would make your job
easier (although not

critical)?

&
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® Responsible }

e Approval/Veto

\

O Consult

o Inform

The R.A.C.l. Process

Person A Person B Person C Person D
Task 1 R A/C C I
Task 2 C C R A
Task 3 I I A/C R
Task 4 C A I R

Source: Stacy Cook, workshop on “Project Management" for the Public Affairs Council, 2023
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A 3-step approach to setting up a successful
public affairs strategy




Your 3 Arenas of Success

1. Defining Priorities, Key Issues & SMART Objectives
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Your 3 Arenas of Success

1. Defining Priorities, Key Issues & SMART Objectives

2. Mapping & Engaging with Stakeholders
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Your 3 Arenas of Success

1. Defining Priorities, Key Issues & SMART Objectives

2. Mapping & Engaging with Stakeholders

3. Measuring & Communicating Value Internally
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1. Defining your priorities, key issues &
objectives




Why is prioritization so important?

A

Context & Priorities (Why)

—

t Outcomes & Objectives (What) J

-
\ /

Strategy & Enablers (How)
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How to prioritize — Relevance for your organization

Key priority

Monitor

Interest

Absent Active

Position
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Visualizing priority issues

Public policy risk matrix & lobby focus

EU initiatives on
“health taxes”

EU restrictions Adv
ertising restrictions
® on caffeine for -swnt‘ beverages
Advems',ng re‘sggc’tms @

orH oods
@ EU ban of BPA .
‘ No or delayed
Allylose approval

Health-reiated
VAT system

Restrictions on use Disruptive/unfair
of plastics packaging
D:unmm.torx nutnent ‘
profiles for claims
Increased collection
and recycling targets

EV scheme for
deposit systems ®

Refillable quotas &

Discriminatory nutrition
Plain packaging for
(%) "uﬂhcal'.hv' ;r‘oducts . labelling schemes
) Mis/eading nano ) Mandatory
© Ban of advertising labelling provisions BPA labelling

to children >12y Restrictive novel Restrictive health
foods regulation © plan packages

National restrictions

‘ EU definition
on caffeine EU initiatives on

of “children” >12y
Restrictions on
S bottied water
National restrictions . Restrictive data
on BPA . protection rules
Mandatory trads
provisions (UY“ «

© Mandatory provisions
Mandatory environ-

on packaging sizes
: EVU definitionof & mental labelling
® Health-related criteria & Carbon pricing (&) portion sizes

for public procurement
Mandatory water & 'n!foducl't»onfof
W efficiency provisions ecolabel on food

Mandatory CO, emission
W reduction targets

Mandatory energy
efficdency provisions

sugar imports
Restrictive sugar @
Market management

EUV initiatives on “product
(] quality” (sugar vs. HFS)

Business impact

Mandatory critena for
W green public procurement
Disruptive country of
© origin labelling provisions Mandatory
recyclability ®
Mandatory country-by-
country financial reporting

© EU ban of advertising
to children s12y .’

Mandatory provisions
for lobbying activities

Likelihood to materialize

EPR schemes

corporate taxes Protectionism against P

introduction of new
PET trade remedies

sweetener trade remedies

New or increased product
taxes in Member States

Taxation @ Trade & competition @ CSR and other

introduction of new P

Restrictive Eco-
Design for coolers *

@ Health & consumers & Environment

ety
. Europe




Defining S.M.A.R.T. objectives — Ask the right questions

Specific

e Whois involved?

Whose actions do you
want to influence?

What do you want the
ensuing action to be?

Which are the
constraints or
limitations on your
actions?

@\ Public Affairs Council

Measurable

Describes objectives
in terms that can be
clearly evaluated

|ldentify concrete
outcomes expressed
in figures

"What can’t be
measured can’t be
improved” (nor
accomplished)

Achievable

* |dentify an objective

that focuses on
achievable actions.

* Do you have enough

financial resources?

* Do you have enough

staff / expertise?

Relevant

Timebound

* Do your objectives align

with your organization’s
mission and vision?

How does it help your
organization achieve its
broader (business and
lobbying) objectives?

Objectives must be
challenging, but not
unrealistic

When will | achieve this
objective?

When will the activities
be undertaken?

When can | expect to
see outcomes?

How do the activities
align with the policy
process?
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2. Mapping & Engaging with Stakeholders




WHO ARE YOUR STAKEHOLDERS?

Audiences & stakeholders in the EU

INTEREST GROUPS POLITICAL ACTORS TECHNICAL ACTORS

e Trade Unions * Secretariats

« Consumer organizations . Europe.an. Commiss..ioners & * Civil servants in DGs |

e Trade Federations Con'1m|SS|or.1e.r Cabinets | * Permanent representatives

e Professional Associations . N.a’?lonal Ministers & Senior & Atctaches N

* Companies Civil Servants | | . Nat!onal experts & political
 European Parliamentarians advisors

* Regional Representations
* Religious groups

 Think tanks

* NGOs

* Consultancies & Law Firms
* Media

* Legal Services & Translation

Source: Alan Hardacre “How to Work With the European Union”
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WHO ARE YOUR GLOBAL ALLIES & MULTIPLIERS?

Mentors/mentees

Influencers
Other departments

Competitors/industry
YOUR Associations

NETWORK

Fellow association members

International fora

Consulting firms Freelancers / gig-economy

@\ Public Affairs Council
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MAPPING YOUR KEY STAKEHOLDERS

Stakeholder Contact Person Impact Influence What is How could the | How could Strategy for
- -
Nxme Phone, Email, How muchdoes | How much ARPOTCERL %0 stakeholder the engaging the
Website, Addr the project i : dothey |he ”‘“i"mi M| satmioiaary | aSieltr
ebsite, ess ¢ project impact | imfluence ey 1 = b =z
them? (Low, have over the ) ' =
Medium, High) project? (Low, I
Medium, High)
EXAMPLE Hgh High Mamtaimng Agree for umion Going on strike | Monthly round-
A & workmg members 1o table
‘\ﬁdwuvs corditions for umplement the diSCUSSIONS
S RUrses new reforms
Dnion ’
Pabent u:‘;h Medium Maxomising Communncate Makmng Ir:_!orma.':on
Advocacy quality of care with other complaints and feedback
Group for panhents stakeholders to about quality meetings every
express their of service after | 6 months
support for the reports
reforms
Sunday Tones Lou High Getting a good Print stories Printing storwes | Quarterly press

Newspaper

sIoTy

that support the
new reforms

that oppose the
new reforms

meetings




VISUALIZING YOUR KEY STAKEHOLDERS

Relative political / public influence

Political influence Political influence vs public recognition in Europe
.

IUCN
WW#¥
BirdlLife

IEEP
Friends of the Earth

Greenpeace
PAN
Buglife (UK)
>
Public recognition
Key: Red=Difficult to engage; Blue=Usually engageable;
Green=Known to be engageable on biodiversity issues,; Black=Highly engageable.

SIGWATCH
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VISUALIZING YOUR KEY STAKEHOLDERS

Active Active
Detractor Supporter

Level of
Activity

Passive Passive
Detractor Supporter

Negative Positive

Orientation
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HOW DO YOUR STAKEHOLDERS CONSUME INFORMATION?

Accessing EU news and information

Reading news sites online _ 75%
E-mail newsletters _ 56%
(e.g., Twitter, Linkedli,c)gg::lenk;]gg:g _ 3%
(newspapers or F:r:igga;r}ﬁgis? - 4.2%
v . 4
Radio I- 20%
Podcasts - 25%

Aggregator
(e.g. Google News, Yahoo News) - 14 %

Source: BCW, EU Media Poll, 2023
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Traditional media — Most influential sources in Brussels

Most influential news sources (comparison with 2022)

®2023 2022

IIIIIIIIII
TTTTT REUTERS" Bloomberg  euobserver REE euronews.

POLITICO

Source: BCW, EU Media Poll, 2023
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SOCIAL MEDIA — WHERE ARE YOUR STAKEHOLDERS?

Most used social media apps on a weekly basis

®2023 ® 2022
75%

60% 59%
45% 43
29%  29%
i 2%, g » 11%
(o] 3%
% ] Qe a =9

O m X o 0 B O & @ [J o

*new entrants to the poll
Source: BCW, EU Media Poll, 2023
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TOP TOOLS FOR EXTERNAL ENGAGEMENT

Which of the following tools do you consider as the most critical for your
organization’s successful engagement with external stakeholders?

Twitter
LinkedIn
ChatGPT

Virtual meeting tools (Zoom/Teams)

Direct emails

Marketing/promotional emails

Audiovisual materials

Traditional media (newspapers, radio, TV)
Digital advertising
Traditional media advertising
Virtual events tools
Public position papers
Written briefings |
Organization’s own website |
Direct phone calls |
Other (please specify) =

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Source: Public Affairs Council, “Trends in European Public Affairs Survey 2023”
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5.U.C.CES SIMPLE UNEXPECTED
MESSAGING

the 6 ingredients

CONCRETE CREDIBLE
EMOTIONAL STORIES
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ONCRETE

sSugar content

._:u‘;i
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CREDIBLE
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EMOTIONAL
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3. Measuring and communicating value
internally




Why measure public affairs impact?

1. To monitor ongoing activities and progress

2. To evaluate and review projects / campaigns / processes

3. Toidentify strengths / weaknesses / successes / failures

4. Todemonstrate your function /team value to management

5. To building support within the organization for your work

6. To better manage team’s performance and reward success

‘%\ Public Affairs Council




Creating a measurement system

LEFT BRAIN vs RIGHT BRAIN

e Metrics should serve as a means to
track improvement, not simply to

. , . ANALYSIS CREATIVITY
justify the department’s existence. -
e Metrics should speak the language L0GIC INTUITION

of senior management.

_ FACTS FEELINGS

e Metrics should reflect an
e Metrics should focus on impact,

but still measure actions and MATHEMATICS DAYDREAMING

activities.

LANGUAGE

@\ Public Affairs Council



Focus should be on outcomes

e Guames ]
[
5 newsletters; on time; on budget = Readership | Impact on behavior; increased I
understanding of issues [
' |
' |
: |
PA blog page up and current Hits 0 Change in attitudes and I
I awareness I
' |
# events organized Attendance : Enhanced relationships [
[
# news releases; placed stories Coverage, recall : Changed opinions/ behavior of I
stakeholders [
' |

[
Develop sustainability report Readership; awards J Impacton business behavior; :
I reputation .
# meetings with officials Responses : Influence on policy [
[

‘?é\ Public Affairs Council



Most used measurement tools

O Performance Measurement Tools Used

‘ Objectives achieved IR 933

‘ Internal stakeholder satisfaction 1] T[] 66 %

‘ Legislative wins and lossas T []]] 65%
Costs reduced/avoided 1 ] 63%

‘ Revenue created ] A41%

‘ Employee involvement [ | 35%
External stakeholder satisfaction ] 28%
General public perception/attitude ] 28%
Return on investment ([ ] ] 28%
Violume of activity ] 28%
Other [ 8%

Source: Public Affairs Council, State of Corporate Public Affairs report 2023-24
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Measuring Value — the “What” and the “How” ?

® [ OUR ADVOCACY & COMMUNICATION DASHBOARD ]
O
O What we achieved? How we achieved it?
O * Improved external stakeholder relations (as * Media articles/interviews
measured by surveys, or similar)  Qutreach to influencers
® * Legislative wins/partial wins * Events/participants
O e Advocacy/communication objectives  Meetings with policy-makers
achieved e Social media metrics (humber of posts,
e Costs reduced/avoided likes, stakeholders in your network)
* Improved internal stakeholder relations (as * Employee involvement & satisfaction
measured by surveys, or similar) * Website articles published and visits
 Tone of media coverage (as measured by e Executive mentions/quotes
media monitoring)  Reports and readership

%\ Public Affairs Council



1\4‘&0 ¥
: %\N\\\‘ \ 2
Wi 7 \\‘.“ e
W Oey h“ O\Nm\\i“"\%lq
e A AEE ““ W
o N

ZNWY
%\N“'I i
3 A“ .\NW\\{N’. \M\m‘,’
\*.‘ﬁhﬂ W “Q\N ‘\?’7
Wow? N w“mmﬂvr?;
| \N“‘N- w‘;ﬁmi How?
) T O
U
\N“?.I\N\:\J‘(\:E:;\NV \N\\i\\[‘!
= :
=

' cil
@\ Public Affairs Coun

W i,
‘ WHERE\?&&H@:E?“ " 5 5 W

HEN? WHRE?

oW

02 Wy WHAT? oy
& o W2 5 Wheney

s<T
=5

i WAT? 7 ES H Y -
o VHAT 2

QUESTIONS?

I i = P g
0 i HEN? W =

.
WHAT? W ¥?
Wha? Whggr W

SAALY How?
?
,.,yliﬂ. WHERE? wyr How?

= frm WHY? 141 WHERE?

How 3 / H
WHERE? WHERE?

HAT? figyyr
WHERE: Whicws

WHOsE WhHEN? Wihy?

o HU'J'U?

VHAT?

v

!MN? HOW? Wy

l-'H,qr'F H 0 ? HOw?
e . 24

" WHERE? o

110, WHEN? s S5
W”AI? Hol
»

WHZ}[ s AT? WHEN?

~o,

WHD? Wiepes WHAT? oy

WHEN: (e

How?

AT 01 gy
902 Yy o ?

HOW’MY?%M”

WHar, How?
g WIIEII[?

IHAT? oyt

WHY? oy WHERE?

WHeN?
WHAT?
Wiy

HAT?

o Uiy
How? 7
' WHER!?A{ AN o WHEN:

WHEN? ey

[
e

VUHAT? oy
~UHO? Whepey WHAT?

T’

A

=§=WH o

!

= WHERE2;,

WHAT? Hoyyz Wiy?
“HOW

T W12 o7 Wity

7an? o

How?



LET'S CONNECT!

JOAO SOUSA

MANAGING DIRECTOR
EUROPEAN OFFICE & GLOBAL PRACTICE

jsousa@pac.org
+32.476.639.503
@joppsousa

U.S. OFFICE EUROPEAN OFFICE

2121 K ST. N.W. SUITE 200 SQUARE AMBIORIX 7
WASHINGTON DC 20037 1000 BRUSSELS

pac@pac.org europe@pac.org
+1.202.787.5950 +32.476.639.503
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