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Agenda

#* Context

#* Key themes in international policy/advocacy discourse
#* Bringing best practice in advocacy

#% Policy communication in action
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Multilateralism — not yet dead, but redefined. ..

More COPs, more Emerging markets,

! Geo-politics dominate
global events, more emerging actors grow

the agenda

targeted engagement in influence
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Diversity
and Inclusion:

Higher Visibility,
Slower Movement
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Diversity and Inclusion
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ESG and
Sustainability
Reporting:

Broader Agenda,
Narrower Focus
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ESG and Sustainability Reporting
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Examples of
shareholder votes 1n
US on DEI and other
subjects that activist
Investors are after
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Examples of sharcholder votes in US on DEI and
other subjects that activist investors are after

January Februvary ___________ April ___________.
2025 2025 2025 2025

cosrce W Gud
oldman BERKSHIRE
Two conservative think

achs H ATHAWAY 1ne.
tanks, the National Center

for Public Policy Research ~ JOHNDEERE {h Bristol Myers Squibb
and the National Legal and

Policy Center, have brought

most of the proposals.




Examples of sharecholder votes in US on DEI and
other subjects that activist investors are after

Shareholder proposals opposing DEI

2022 2022 RPN
2022

*approx
Companies that retreated from D&l policies include

N Meta Walmart > © ¥ pgpgico




US consumer sentiment

Tracking US consumer sentiment
The Ind Cons ment in the L

ST
BO pairnt:
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[PSOS

Most think tariffs will increase prices, but aren’t doing anything about it

0: To what extent do you agree or disagree with the following statements? - Agree Summary

45

of Americans
correctly answered a
question about how
tariffs work

Tariffs on imported goods will
lzad to higher prices on food,
electronics and other goods

| support tariffs on imports
from rivals like China, but not
allies like Canada

Tariffs on imported goods will
lead to more jobs in the U.5.

| am stocking up on items that
| think will cost more if the
LS. enacts tariffs on imports

Source: The Ipsos Consumer Tracker, fielded December 10 - December 11, 2024 among 1,085 L3, adults.
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[PSOS

America’s views on: Brands and corporations

0: To what extent do you agree or disagree with the following statements?

® Agree @ Disagree
Total Republican

| am more likely to purchase something from - 40% - 259%

a company that has taken a public stand
. . o -
against racism - 19% - 30%

If a corporation takes a stand on an issue, they _ 529 _ 49%

should stick by their decision, even if it makes

oy a
SOme consumers angry W 0% _ RE

In the past year, | have had good customer _ 48% - 45%

experiences with federal services like the post . o
office, passport renewals, the IRS, etc. . 15% . 15%

The government should penalize companies . 132 . 145

whose political or social stances it doesn't
it N 59 I o
agree with !

Source: The Ipsos Consumer Tracker, figlded December 10 - December 11, 2024 among 1,085 U5, adults,

Democrat

I
W 0%
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Europe: environmental considerations falling

j;,”_‘;j_ﬂmuportl that environmental considerations
nce their purchasing decisions reduced in 2024...

% saying they factored in the environmental impact of their
purchases for at least one or two of their recent purchases

55% 56% 56%

.————ﬁ—o\43%

EU consumers’ Top 3 barriers to green consumption
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Europe: mixed outlook

Most consumers across Europe had mixed feelings about their economies.

Confidence level in economic conditions,' % of respondents B Optimistic Mixed B Pessimistic

France Germany Italy Spain

UK

49 B0
> T 86 60 g 50 45 56 50 48

g 32Q32 . .
II
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A wide set of 1ssues facing the companies

Emissions
including
CcO2

Increased attention:

Role of international companies
in their overall value chains

Regulatory
requirements

Whistle-blower reporting

Tension in the discourse in
EU, US and other markets —
balance between green
transition

and competitiveness

Supply
chain and
value chain

Governance
practices
Corporate
sector

Ethics and - -
: Financial
tt))léﬁ:\?iz? ’ ‘ responsibility

Labor
issues,
workers

New levels of required
regulatory compliance

Scrutiny over declarations and
global forums

Biodiversity

rights D&l
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Communication can build or destroy value

/' 8(3
—_—— the power ot ———

—_—

COMMUNICATION
COMMUNCATIST

W
austomer

\030\91
relationship 8
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The many elements that impact
communication effectiveness

SENDER RECIEVER
MESSAGE
FEEDBACK
Clarity of message Level of understanding
Relevance of message Interests
Credibility Perception
Use of visuals Emotions
Use of story Attention span
Way of delivery Relationship
Body language (Cultural) Bias
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| HEAR AND | FORGET.
| SEE AND | REMEMBER.
| DO AND | UNDERSTAND.

— GONFUCIUS




The enablers of trust

Predictability

Transparency
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The power with trust

« Trust resides in relationships

-

-

I

- Trust is between people

« To build progressive trust we must overcome
bias

« Peoples distrust for institutions and news create
opportunities

« Strong content (expertise) matters more than
ever before

« Communication is the lifeblood of trust
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Find your North Star

Vision

Story Mission

Purpose Values
LEADERSHIP NAVIGATION
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Awareness doesn’t
change behaviour
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Aligning the 4 As of advocacy and sales funnel

Step 1:
Awareness

Creating interest

01 Awareness
and awareness

O)

02 Acknowledgment Transforming awareness ir_1to
Q knowledge and understanding

/
Step 4: Step 2:
Activation/ Acknowledgement/
Action Interest

Converting knowledge into

03 Acceptance _ :
b / perceptions and beliefs

v

04 Activation Decision and implementation;

Step 3: turning supporters into advocates

Acceptance/

Desire

LEADERSHIP NAVIGATION



Co-create for impact:
Strengthen
understanding to
empoOwer conversations
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Strategic approach O

OUTCOME EVALUATION )
AND CONTROL ‘ . LAty
I, \\
/ \
/ A
1 \
1 \
] \
I \
MARKETING AND ‘ el TARGET AUDIENCE AND
COMMUNICATIONS AN INFLUENCER MAPPING
CAMPAIGN | !
\\ /
\ 1
\ 1
\ /’
N /
MESSAGING AND ' OPINION TRACKING
STORIES DEVELOPMENT ) AND MEDIA ANALYSIS

STRATEGY AND
OBJECTIVES LEADERSHIP NAVIGATION



Dynamic narratives @;

SOCIO-ECONOMIC
CONTEXT VISION AND

-~ AND TRENDS \ HISSION'

A
|
|
|

POLITICAL - N
"~ AGENDAAND - ~~  THOUGHT
INFLUENCERS LEADERSHIP
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Activating intuition through simplicity @-“

Establish your

credentials
Use logic
and reason
--------- PathOS LT
Create an
emotional
“““““““ attachment
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Key elements in the toolkit — beyond the words...

Issues management

Video and animation ———

Issues management
handbook
Q&A document

-~—-9 Media materials
Social media content
Campaign and toolkit
Experiential marketing

PowerPoint slides ®o----
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Cross-channel implementation

[ ]
ﬁ Internal working group

N

Development Integration Planning

A A
[ | |

Digital Launch
\p Website Launch y
/ E <
PR/PA g Launch
Develop L Integrate
communication Thought leadership Launch communication
r Strate
st ategy Internal Launch gy
7\
O U O------------- - - - >
Start Integration Implementation

Monitoring & Measurements



amec Barcelona Principles V4.0

Barcelona Principle 7

Ethics, governance and
transparency with data,
methodologies and
technology builds trust and drives
learning.

ACTIVITY

v

() Barcelona Principle 6
Measurement and Evaluation
Should report outputs, outcomes,
and impact related to the
organization and stakeholder

audiences.

() Barcelona Principle 1

Setting clear, measurable

objectives is a critical prerequisite

for effective communication
planning, measurement and
evaluation.

Barcelona Principle 2

Defining and understanding ail
stakeholder audiences are
essential steps to plan, build
relationships and create lasting

impact.

Barcelona Principle 3

Comprehensive communication
measurement and evaluation
should be applied to oll relevant
channels used to understand and
influence audience stakeholders.

. Barcelona Principle 4

Effective measurement and
evaluation of communication
require qualitative and quantitative
analysis.

. Barcelona Principle 5
Invalid measures such as advertising
value equivalents (AVEs) should not be
used. Instead measure and evaoluate the
outcome and impact.

© 2025 amec all rights reserved
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Moving to the next level

Relevant internal stakeholders and gathers
their perception and feedback

To industry and regulators conversations to
spot key changes and opportunities in the
discourse

Using simple language and high-quality
visuals through participatory platforms and
engagement with selected civil society
platforms.

With regulators to create a common external
discourse and narrative

Developments and policy risks which can have
impact for business thought measurement and
evaluation
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Your compass
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Stick to your
North Star

Hear what
P “ isnot seen

“eu

Foresight the
unknowns

e o

Build resilience

but stay agile

r Accept that

See what s strategy is
not heard implementation

........................................................
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Lukasz M. Bochenek, PhD
Lukasz.Bochenek@]leidar.com
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