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TODAY’S AGENDA

• Digital Media and Advocacy Summit 

• Digital Public Affairs Trends 

• Digital Advocacy Strategies

• Social Media

• Digital Advertising 

• Q&A and Open Discussion
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Monitor. Communicate. Manage. Engage. 
Influence.

How?
  Informing your online audience about your 

organization’s public policy positions 
  Building and engaging online grassroots 

supporters
  Maintaining a positive online reputation
  Identifying and cultivating digital 

influencers and stakeholders

WHAT IS DIGITAL PUBLIC AFFAIRS?
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WHY IS DIGITAL SO IMPORTANT 

“Social media and a proliferation of online news organizations are undercutting 
the power of political and media elites, resulting in an electoral system that's 
more open — and more chaotic — than ever before.”

- Timothy Lee, How the Internet is Disrupting Politics
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WHY IS DIGITAL SO IMPORTANT 

Video
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 Changing Media Landscape 

DIGITAL PUBLIC AFFAIRS TRENDS

SOURCE: Pew Foundation 2016 
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 Changing Media Landscape 

DIGITAL PUBLIC AFFAIRS TRENDS

*2.5 minutes average website viewing 
time per user SOURCE: Pew Foundation 2016 
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 Changing Media Landscape 

DIGITAL PUBLIC AFFAIRS TRENDS

SOURCE: Pew Foundation 2016 
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 Changing Media Landscape 

DIGITAL PUBLIC AFFAIRS TRENDS

SOURCE: 2015 SOCIAL JOURNALISM STUDY
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 Policymakers Going Digital 

DIGITAL PUBLIC AFFAIRS TRENDS

 The message may have stayed 
the same, but the mediums have 
changed!

  Policymakers around the world are constantly 
monitoring the issues, responding to constituents, 
attacking their opponents and promoting their policies 
through the use of their digital properties. 
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Multi-Faceted Campaign Approach
1. Identify and set your goals 
2. Build a digital hub for your campaign or advocacy effort
3. Identify and recruit grassroots or strategic supporters
4. Message development and testing online
5. Develop content calendar and planning 
6. Integrate in-person advocacy with online advocacy through 

social media, advertising, blogs, and online communications 
platforms

7. Ensure data collection and optimization (focus your efforts)
8. Report back using data, examples and narratives  

DIGITAL PUBLIC AFFAIRS STRATEGY



12© Duarte, Inc. 2014

Important Strategic Questions:

  What do I have at my disposal?
  Who supports my goals and who can I 

effectively leverage?
  How can I communicate on this issue 

effectively?
  Where are my advocates and targeted 

audience?
  When can I attach my issue to the news cycle?

DIGITAL PUBLIC AFFAIRS STRATEGY
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Why is digital different?

DIGITAL PUBLIC AFFAIRS STRATEGY

 

 Optimization and Analytics 

 Scalability 

 Cost to Entry 

 Shareable and Self-organizing

 Crowded and Unpredictable

 Increase Transparency  
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A Digital-First Approach to Creating Advocacy Content

BUILDING A INTEGRATED CAMPAIGN 

 

 Plan: Use a content calendar to plan regular posting and 
coordinate with area experts

 Curate and Develop: Serve as a content curator for your 
organization, develop new content for the organization and 
optimize other content for social 

 Optimize and Measure: Digital provides a constant stream of 
metrics and analytics. Optimize your efforts for your goals.  

Website. Blogs. Social Media. Email. Earned Media. Print
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Unique Characteristics of Social Media

Stop Light Method

SOCIAL MEDIA FOUNDATIONS

 Authenticity

 Platform and Audience Specific

 Ability to Listen to the Consumer 

 Two-Way Communications 

 Rapid Spread of Information

 User Generated Content 
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The Top Five Reasons Organizations Use Social Media for 
Public Affairs and Advocacy:

1. Engage with grassroots advocates
2. Develop policy and thought leadership on social--- CSR
3. Engage with policymakers, reporters, influencers and the 

concerned public (Respond rapidly to misinformation)
4. Gain information on policy and political developments
5. Develop an understanding of the sentiment around your 

organization or policy issues

SOCIAL MEDIA FOR PUBLIC AFFAIRS
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ENGAGE WITH ADVOCATES 
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ENGAGE WITH ADVOCATES
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ENGAGING WITH THE MEDIA
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THOUGHT OF LEADERSHIP
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THOUGHT OF LEADERSHIP
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POLITICAL INTELLIGENCE 
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Tools for the 21st Century Lobbyist

CREATING ADVOCACY CONTENT FOR DIGITAL 
AND SOCIAL 

Infographics

Data Visualization

Sponsored Content

Digital Storytelling
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Infographics 

DIGITAL & DATA TOOLS FOR LOBBYING

Short vs. Long

Data Driven vs. Story Driven

Creative use of imagery and color

Action Oriented

Shareable 

Evergreen or Easily Adaptable 
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Infographics 

DIGITAL & DATA TOOLS FOR LOBBYING
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Infographics 

DIGITAL & DATA TOOLS FOR LOBBYING
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Infographics 
DIGITAL & DATA TOOLS FOR LOBBYING
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Infographics 
DIGITAL & DATA TOOLS FOR LOBBYING
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Data Visualization

DIGITAL & DATA TOOLS FOR LOBBYING

 



30© Duarte, Inc. 2014

Digital Storytelling
Social Proof 

(social influence)

Humanize Your Policy Argument

Humanize Your Organization

Reminder of a Larger Purpose

Explore New Channels or Platforms

DIGITAL & DATA TOOLS FOR LOBBYING
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American Chemistry Council 

DIGITAL STORYTELLING 
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BP

DIGITAL STORYTELLING 
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Obama Campaign

DIGITAL STORYTELLING 
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Why Use Digital Advertising for Public Affairs?

DIGITAL ADVERTISING FOR PUBLIC AFFAIRS

 

1. Gain New Supporters/ Advocates

2. Increase Awareness About a Policy Issue/ 
Thought Leadership

3. Persuade Policymakers and Re-frame the 
Debate

4. Increased Engagement with Employees, 
Members or Current Advocate

5. Extend Earned Media Reach 

TOP

Reasons to Use 
Advertising for 
Public Affairs
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DIGITAL ADVERTISING BUDGETS FOR PUBLIC 
AFFAIRS
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DIGITAL ADVERTISING BUDGETS FOR PUBLIC 
AFFAIRS
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Why Use Digital Advertising for Public Affairs?

DIGITAL ADVERTISING FOR PUBLIC AFFAIRS
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DIGITAL ADVERTISING FOR PUBLIC AFFAIRS

 

 

Become a Thought Leader:
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DIGITAL ADVERTISING FOR PUBLIC AFFAIRS

 

 

Raise Awareness:
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DIGITAL ADVERTISING FOR PUBLIC AFFAIRS

 

 

Change the Conversation:
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DIGITAL ADVERTISING FOR PUBLIC AFFAIRS

 

 

Extend Earned Media Coverage :
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DIGITAL ADVERTISING FOR PUBLIC AFFAIRS

 

 

Engage Your Advocates:



43© Duarte, Inc. 2014

Understanding your goals will help you decide on: 

DIGITAL ADVERTISING FOR PUBLIC AFFAIRS

 

Budget

Platforms

Creative

Audience 

Targeting 

Call to Action
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Types of Digital Advertising:

DIGITAL ADVERTISING FOR PUBLIC AFFAIRS

 

Social Media 

Video

Pre-Roll, Non-Skippable

Banner and Display

SEM

Pop-Up Ads

Email Ads

Sponsored Content

Native, Podcasts, Sponsored Op-Eds

Digital Radio Ads

Flash Ads

Page Takeovers

White Paper Model

Acquisition Model or Petition
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Types of Targeting:

DIGITAL ADVERTISING FOR PUBLIC AFFAIRS

 

Targeted Audience

Cookies

Device Ids

Geo-fencing

Geo-targeting

Behavioral Targeting

Demographic Targeting 

Look-a-like targeting

Contextual Targeting

Social Media Based Targeting

Re-targeting (pixels)

Custom Audiences
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Integrating Your Digital Advertising Efforts Into Your Campaign

DIGITAL ADVERTISING FOR PUBLIC AFFAIRS

 

Landing Page

Multiple Landing Pages

Message Testing

Targeted Messages delivered to Right Audience

Optimize Your (CTA) Call to Action

Proper Page Analytics

Retargeting 
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Fraud, Waste and Abuse:

DIGITAL ADVERTISING FOR PUBLIC AFFAIRS

 

Blind-ads

Click-bots

Rate Card

Approved site list

Blacklisted sites 

Ad blockers

Retargeting
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QUESTIONS
AND DISCUSSION
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CONTACT ME:
Nick DeSarno

ndesarno@pac.org
202.787.5971


