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CONTEXT

What Worries Public Affairs Teams?




Key Factors Impacting Org’s Environment

International trade, tariffs and protectionism
Political developments at EU level (Brussels)
Political developments in the US and US-EU relations

Industry-specific developments and legislation

Political developments in EU national capitals
New developments in Artificial Intelligence _
Climate change, Sustainability and ESG developments _
The disruption of global supply chains _
The war in Ukraine and EU-Russia relations _
Fears of global recession _
Societal and/or political polarization —
Political relations between the EU and China _
Inflation —
Energy insecurity in Europe —
Conflicts in the Middle East -
o

Other
0% 10% 20% 30% 40% 50% 60%

Source: Public Affairs Council, “Public Affairs in Europe — Trends to Watch in 2026”
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What Worries Your Stakeholders?

Source: Eurobarometer, February 2026
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Active conflicts and wars near the European Union
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Cyber-attacks from non-EU countries

Natural disasters made worse by climate change

Uncontrolled migration flows

The EU having to rely on non-EU countries for its energy supply

62 25

Drones from non-EU countries operating over or near EU countries

The EU having to rely on non-EU countries for its defence

Non-EU countries trying to influence elections or politics in (OUR COUNTRY)

56 23

Il Total 'Highly worried' (7-10) B Total 'Moderately worried' (5-6) Total 'Not or slightly worried' (1-4)
Nov 2025

Don't know




Industry Reputation: Trust VS Oversight

Which Industries Are Considered

Most Untrustworthy
2024 2023
Pharmaceuticals 43% 37%
Health Insurance 40% 33%
Energy 32% 27%
Banks and Financial Institutions 31% 25%
Technology 30% 24%
Automobiles 26% 19%
Large Retail 25% 19%
Food and Beverage 22% 15%
Manufacturing 22% 16%

Source: Public Affairs Council, Public Affairs Pulse Report, Oct. 2024
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Which Industries Need

More Government Oversight?

2024 2023

Pharmaceuticals 40% 37%

Health Insurance 37% 34%

Energy 33% 30%

Tech 31% 31%

Banks and Financial Institutions 29% 28%
Food and Beverage 27% 21%
Manufacturing 26% 23%

Large Retail 26% 23%

Automobiles 24% 21%




Personal Reputation: How Are You Perceived?

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

Raising the local & national importance [BLHBN so 60 74 23 60 5§ 37 30 70 67 26 50 55 35 72 44
of an issue

A constructive part of 48 63 50 48 32 40 §3 53 67 67 83 61 3 45 45 38 52
the decision-making process

Sharing expertise 47 50 50 61 39 63 40 17 30 43 S0 61 63 52 48 22 60
Translating technical & scientific FCIl so 30 48 29 60 40 53 20 30 17 39 37 39 29 44 58
information into relevant information

Providing the right information 39 75 43 65 26 <o 7 33 23 40 47 35 43 26 32 4 38

at the right time

Interest not clearly outlined/lack of
transparency

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

Not providing neutral information

An undue influence
of the democratic process

Too many contacts/an annoyance

Reserved for the elite

Other (Please specify)
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TRENDS

Understanding Your Audience




How Do Your EU Stakeholders Consume Information?

75% 2023 W 2024/2025

59%
56%

53%
@ 50%

@ 48% 47%
@ 42% 41%
@ 33%
0,
30% -
25% =T 26%
I= 149%
TV

Reading news E-mail Social media (e.g., Print media Podcasts Radio Aggregator
sites online newsletters Twitter, LinkedIn, (newspapers or (e.g., Google News,
Facebook) magazines) Yahoo News)

EU Media Poll 2025 Report

Source: Politico, BCW, Savanta, “EU Media Poll 2025”
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Most Used Social Media & Messaging Apps

75%

65%
@ 60%60% 599%
‘ 47%

X
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2023 B 2024/25

45%

2 29%

43%
36%
32
90, 30
Q 20%
@ 14%
12% 12% o
9% 8%
@ e 3%6i 59 5% @]
0 o0Q0 Q@ o

Source: Politico, BCW, Savanta, “EU Media Poll 2025”



How Do Audiences Use Social Media?

Consumers approach platforms with distinct intents

People come to LinkedIn to achieve their ambitions, not just to be entertained

LinkedIn Facebook Twitter

Be entertained

Stay up to date with friends

Improve my financial status

Learn from leaders and experts

Manage my life better

Improve my career

Search for new opportunities

# 3 #
g
8

2 g
¥ 8 L
¥ 2
32
# g

Q.1 Why do you typically use each of the sites/apps below?
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Other Forms of Influence

. 86%
Professional colleagues

70%

Personal contacts 81%

68%

Information provided by EU 79%

Institutions/Member States

67%

Specialised policy-specific
media sources

75%
63%

National or local 66%

media sources 59%

Meetings with
stakeholders or lobbyists

669%
59%

64%

Conferences/events 58%

International media sources 57% 8%

Civil society organisations 62%

(including NGOs) 56%

62%

Think Tanks 549,

55%

Individual journalist/s 499

Social media channels (e.g., Twitter,
Facebook, LinkedIn etc.)

Social media influencers (e.g., activists,
academics, campaigners, journalists etc.)

6066060666060 06006060066

Source: Politico, BCW, Savanta, “EU Media Poll 2025”
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The SUCCES approach




Emotion VS Reason

« The human brain has evolved to priviege
emotion over reason, perceptions over
data, in decision-making

« [|f the information you receive does not

match your identity or beliefs, your brain
will challenge it (cognitive dissonance) C _
« Facts & science are not enough ’ro: % T

persuade your audiences (//

«P You need a NARRATIVE

‘{.’é\ Public Affairs Council
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MESSAGING
the 6 iIngredients

CONCRETE § CREDIBLE
EMOTIONAL g STORIES
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SIMPLE

66

The coordination issues inherentina
highly regionalized structure put
emphasis on an efficient organization of
public governance, as the presence of
multiple networks, layers and actors may
lead to duplication of structures with
weakened governance and higher
administrative costs.

29

European Commission
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UNEXPECTED
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European Commission oe

. [ i i - oliowers
@ Public Affairs Council B r2se00atl

The conclusion is clear.

Fully vaccinated people are less likely to die with Covid19 than those who are
not vaccinated.

The higher the vaccination rate, the lower the death rate.

#COVID19 #VaccinesWork

VACCINATION DEATHS
% adult population fully vaccinated per 1 million population, 14-day period
93 IE 15
92 PT 10
92 MT O

89 DK 10
87 BE 29
84 ES | 4
83 Fl §7
83 SEL3
82 IT 9
81 FR 7
81 DE 20
81 NL 17
80 Cy IS
76 LU 13
74 AT 35
72
72
69
68

HR I 168
SK 29
LS R —————— e L
- 29 N 5 I 25

Source: ECDC, November 2021

O © @ Joao Sousa and 20,419 others

672 comments
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EMOTIONAL
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Seal clubbing ban
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STORIES

Faces of Ukraine | Video 21|
Tatiana G.

“I'm from Odesa. We never get dis-
couraged. We always smile, no matter
what" Tatiana only left her home town
because her daughter insisted. Now
she wants to go back, "of course, | am
going to go back to rebuild Odesa.” "l
have things to do at home" she says.
#StandWithUkraine #FacesOfUkraine

& 20.07.2022

s

I

Bt the fact i that
1 Rave 1o home, sctually,

Faces of Ukraine | Video 20 |
Natalia

"It became clear we had to leave.”
Natalia is from Irpin. When Russia
started occupying nearby cities, she
left with her daughter. Her son had to
stay. "l count days before | will be able
to return home. The fact is that | have
no home" she says. #FacesOfUkraine

& 18.07.2022

couid mo tenger
stay in the spastment,

Faces of Ukraine | Video 19 |
Alyona

“If we stayed in the bomb shelter, we
would be buried inside"” Alyona and
her family left Ukraine through de-
stroyed streets, witnessing the horrors
left behind by Russian soldiers. "A per-
son's heart lingers there where they
were born. We are determined to go
back" #FacesOfUkraine

& 10.07.2022

Faces of Ukraine | Video 18 |
Natalya

"| still remember those fireballs falling.
The scariest thing is that you don't
know where it's coming or where it's
flying to" Natalya is from Kharkiv.
When bombs started falling, she had
to flee. Now she is "learning with the
Greeks to enjoy life here and now.”
#FacesOfUkraine

& 07.07.2022



A.l. FOR STORYTELLING

Examples of Use Cases




1. Use cases - Brainstorming & idea generation

The problem/challenge: Your team would benefit from a structured brainstorming session and
support turning scattered ideas into a corporate narrative and/or master messages
document.

How Al can help:

Prompt Al to facilitate a messaging brainstorming session for you and your team by
asking 20 questions that encourage you to discuss your audience needs and interests,
your strategic priorities, key messages, and other relevant points. Ask it fo include
questions that encourage you to challenge hidden biases and assumptions.

« Record the brainstorming session and use Al notetaker to produce a franscript.

Prompt Al to convert the transcript into a set of key messages, story ideas and

examples of a narrative that you could fine tune further.
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2. Use cases — Messaging and alignment

The problem/challenge: You want to update your organization’s key messaging to be
coherent, up-to-date, and relevant to recent high-level speeches made by political leaders in
EU summits, Davos WEF, media interviews, and others.
How Al can help:
 Upload relevant speeches, political decisions, public statements and other relevant
texts into the Al, plus your key message documents, and prompt it to create a matrix
highlighting key points of convergence and differences between them.
« Ask the Al to suggest tweaks and improvements to your key messages that maintain
the original idea while finding points of convergence with the stakeholders’ points.
« Ask Al fo produce an internal brief summarizing key points and messaging

improvements for senior leadership to assess and use in future meetings.
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3. Use cases - Testing messaging & focus groups

The problem/challenge: You want to simulate the possible reactions of a group of legislators to
your key arguments and messages.
How Al can help:

 Prompt the Al to act as a public policy analyst and summarize the views of relevant
policymakers on a specific piece of legislation.

« Based on this first analysis, upload your strategic document onto the Al and ask it to
create a matrix summarizing the policy positions of each policy-maker, points of
convergence and divergence with your own posifions. [dentify the policy-makers whose
positions are closer to yours.

« Act as afocus group analyst, zoom in on one specific policymaker and prompt Al to ask

specific questions he/she might ask, test your messages and suggest talking points.
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LET'S CONNECT!

JOAO SOUSA

MANAGING DIRECTOR
INTERNATIONAL PRACTICE

jsousa@pac.org
+32.476.639.503
@joppsousa

U.S. OFFICE EUROPEAN OFFICE

2121 K ST. N.W. SUITE 900 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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