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TODAY’S AGENDA

 The New Advocacy Landscape

* Crafting a Plan

 New Engagement Tactics

 Building a Culture of Political Involvement

* Q&A and Open Discussion
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“MILLENNIALS”

EXHIBIT 1 | U.S. Millennials Will Outnumber Non-Millennials by
22 Million by 2030
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Source: U.N., Department of Economic and Social Affairs.



“MILLENNIALS”

EXHIBIT 2 | U.S. Millennials View Themselves More Positively Than
Non-Millennials Do

U.S. Millennials U.S. Non-Millenials
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Source: BCG analysis.
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WHAT MOTIVATES EMERGING LEADERS

CAUSES/SOCIAL ISSUES OF MOST INTEREST*

CIVIL RIGHTS/RACIAL DISCRIMINATION

EMPLOYMENT (JOB CREATION) (TIE)

HEALTHCARE REFORM (TIE)

CLIMATE CHANGE

IMMIGRATION

EDUCATION (K-12)

WAGES (INCREASING MINIMUM WAGE)

ENVIRONMENT

COLLEGE/POST-SECONDARY EDUCATION

29%
26%
26%

21%
19%
17%
15%
14%
13%

POVERTY AND HOMELESSNESS 13% .
MENTAL HEALTH AND SOCIAL SERVICES 12% .
CRIMINAL JUSTICE REFORM 11%
WOMEN'S RIGHTS 10%

| WOMEN'S HEALTH AND REPRODUCTIVE ISSUES 99

EARLY EDUCATION (PRE-K) 8%
SEXUAL ORIENTATION-BASED RIGHTS 8%
LITERACY 4%
OTHER 3% I

*Since each respondent could choose -3 issues, these figures won't total 100%.

SOURCE: Millennial Impact Report 2017



ACTION ORIENTATION

INCREASE IN BEHAVIORS SINCE 2016 ELECTION

The number of times |'ve posted or shared
content on a social media platform that 4 2 % The hours | volunteer. 3] %
supports or protests this topic.

The number of marches and/or rallies
(demonstrations or events, assemblies 29%
or gatherings) |I've participated in.

The number of petitions I've signed o
(including online). 40/3

The way | purchase products and/or services
(for example, started or stopped buying 37%
products or supporting a brand/company).

The number of times | have contacted 27 3/
political representatives.

The number of protests (a formally organized o
show of strong objection to actions or 2 6 /.;;
policies) I've participated in.

The frequency or amount of my charitable o
donations. 3 5 /";

The number of times I've voted for political

o Th ber of fit boards 1 h
representatives that have views on these 3 3 ,/E:. spvinmahekingh o S 25%

. ) joined/fserve on.
topics similar to mine.

SOURCE: Millennial Impact Report 2017



MEDIA CONSUMPTION IS CHANGING

Changing Media Landscape

About 6-in-10 Americans
get news from social
media

% of U.S. adults who getnewsona
social networking site ...

2% get news
'_6. on social
_ media

Sometimes

26%

Source: Survey conducted Jan. 12-Feb. 8,
2016
“News Use Across Social Media Platforms

A"
<J10

PEW RESEARCH CENTER

Growth in use of social media for news

% of usersof each social networking site who get news
there

2016 w2013

Reddit
Facebook

Twitter

31
Tumblr
29
Instagram
i3

YouTube

23
21

) 19
LinkedIn

14
Vine
!

y significant differences in bold.
ducted Jan. 12-Feb. 8, 2016.
Social Media Platforms 2016°

PEW RESEARCH CENTER

-3

SOURCE: Pew Foundation 2016



DISENGAGED AT WORK

MILLENNIALS ARE THE LEAST ENGAGED GENERATION AT WORK

Engaged

MILLENNIALS GEN XERS BABY BOOMERS TRADITIONALISTS
Not Engaged

MILLENNIALS GEN XERS BABY BOOMERS TRADITIONALISTS

00% 50% 48% 41%

Actively Disengaged

MILLENNIALS GEN XERS BABY BOOMERS TRADITIONALISTS
16% 18% 19% 14%
GALLUP

SOURCE: Gallup 2016



POLITICALLY MODERATE

Millennials represent the largest group of independents

B % Republican [} % Democrat ] % Independent

Millennials

Gen Xers

Baby Boomers

Traditionalists

GALLUP

SOURCE: Gallup 2016



THE POWER STRUCTURE IS RAPIDLY CHANGING

OLD POWER VALUES

NEW POWER VALUES

Managerialism, institutionalism,
representative governance

Exclusivity, competition, authority,

resource consolidation

Discretion, confidentiality, separation
between private and public spheres

Professionalism, specialization

Long-term affiliation and loyalty,
less overall participation

SOURCE JEREMY HEIMANS AND HENRY TIMMS

Informal, opt-in decision making; self-

organization; networked governance

Open source collaboration, crowd
wisdom, sharing

~ Do-it-ourselves, “maker culture”

- Short-term, conditional affiliation;

more overall participation

HBR.ORG



SETTING UP YOU NEXT GENERATION PLAN

How can you increase political —-—
engagement? N
Ultimate Goal: change your 3hd

organizational culture

Increase PAC participation

<

Increase grassroots participation

Increase governance and volunteer
participation (fg' Public Affairs Council




POLITICAL ENGAGEMENT STRATEGY

Important Strategic Questions:

L

1. What do | already have at my disposal?

2. What technology and content will help me
communicate effectively?

3. How can | empower the next generation?

4. Where are my advocates spending their time
and how can | reach them?

5. What motivates or drives my specific
audience?

AT A
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POLITICAL ENGAGEMENT STRATEGY

Sample to do list for launching your program:

Set your goal(s) and strategy

Outline your metrics

Define your tactics

Secure a budget or reallocate resources
Brand your program

Create volunteer leadership opportunities
Craft a launch strategy

Develop a content calendar or event calendar
Always Be Communicating (ABC)

© 00N Ok wwdhE
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MOVE THEM UP THE ENGAGEMENT LADDER

Data is the most important tool here. Otherwise this is your
engagement ladder:

lf& Public Affairs Council



NEW ENGAGEMENT TACTICS

Next generation engagement tactics

Providing Open and Transparent Leadership Roles
Creating Shorter and Simpler Content
Gamification

Facebook Livestream

User Generated Content

Education Programs

Podcasts and Webinars

Newsletters 2.0



VOLUNTEER MANAGEMENT

Make Sure Your Volunteer Leadership Represents Your Organization

Diversity by:
Location
Age
Ethnicity O
Gender S

G \C
-8 LEADERSHIP
CONFERENCE

Size and Scope/ Specialization
Reputation
Perspectives

Clear and Defined Expectations
Regular Feedback



VOLUNTEER MANAGEMENT

Do you know what your younger members think?

Surveys, Listening Tours, Town Halls, Facebook Q&A, Twitter
Town Hall

Survey Example:

4. [To current donors only] Please select up to three reasons why you joined the PAC.

I understand the impact that policy decisions have on my company/industry/association and
our future success.

I believe it is important to build relationships with legislators and their staff.

I am a politically active person in my personal life and believe it is important for
[organization] to be politically active.

I agree with the goals of [organization] PAC.

I like the benefits/gifts that [organization] PAC provides.

The PAC gives me an opportunity to play a role in the political and policy process.
Contributing to the PAC has a bigger impact than my individual contribution to a candidate.
I am proud to stand with my colleagues to give our organization a voice in the policy process.
Other



IMPROVING POLICY CONTENT

Is this a successful issue brief?

26,000 words

PDF

No stories
Complicated Charts
Stock Photography

The Congressional Budget Office (CBO) prepared a cost
estimate of S. 1871, the “SGR Repeal and Medi Ben-

ISSUE BRIEF

APMA also believes the federal budgetary impact of defin-

eficiary Improvement Act of 2013" as reported by the
Senate Finance Committee on January 16, 2014 which
included two provi related to podiatri

(Sec. 254). The American Podiatric Medical Association
(APMA) takes strong exception to CBO’s budgetary im-
pact estimate of Section 254, provisions from the Helping
Ensure Life- and Limb-Saving Access to Podiatric Physi-
clans (HELLPP) Act, and urges CBO to review the provi-
sions and APMA's supporting documentation.

The CBO estimate states that:

ing podi: asph under Medicaid should be sig-
nificantly lower than what CBO recently estimated. In fact,
in 2009, CBO reviewed the very same provision in the con-
text of a much broader Medicaid expansion proposal and
estimated it would cost $200 million over 10 years. How-
ever CBO's recent estimate inexplicably inflated its previ-
ous estimate even in light of the following changes to the
Medicaid landscape since then:

+  Medicaid expansion population is smaller. The Af-
fordable Care Act (ACA) expands coverage to only
133% of the Federal Poverty Level (FPL), while
the 2009 legislation CBO was analyzing called for

“Section 254 would Medicaid beneficiary

ion for a larger | of up to

access to podiatrists and expand Medicare cover-
age of therapeutic shoes for beneficiaries with dia-
betes. CBO estimates that those changes would in-
crease direct spending by about $1 billion between
2014 and 2023

150% FPL.

«  Medicaid expansion under the ACA is optional as
determined by Supreme Court ruling. CBO esti-
mated that the ruling would cause 6 million fewer
people to be enrolled in Medicaid and would reduce
overall Medicaid spending by $289 billion over 10

CBO acknowledges that: years.
“Because Medicaid provides states with i . P d studies that
flexibility to make p dji in re- care by podi P patient and
sponse to such changes in requirements, the [re- reduces hospitalizations, saving the health-care

quil to include podiatrists as under
the Medicaid program] would not be [an] intergov-
emmental mandate as defined in UMRA [the Un-
funded Mandates Reform Act].”

APMA believes the HELLPP Act provisions warrant a closer
look by the CBO. The estimate incorrectly describes the

as i ge. On the con-
trary, the Medicare provision of the HELLPP Act is a paper-
work clarification of the current Medicare benefit to better
account for how medical professionals certify, prescribe,
dispense services, and maintain records under the Medi-
care diabetic shoe benefit. Underscoring this point, a rule
of construction has been incorporated into the current
version of the HELLPP Act clarifying that the legislative la-
nuguage should not be as ding 9
under the Medicare diabetic shoe program.

system from significant unnecessary costs.

Understanding CBO may not revisit and revise its estimate,
the HELLPP Actincludes a provision to offset any increased
spending by closing a loophole so that Medicaid payments
to tax-del Medicaid providers would be reduced by
the amount of federal taxes that are owed. Such a mecha-
nism already exists in Medicare and is supported by a Gov=
ernment Accountability Office (GAO) study highlighting
this irregularity, released July, 2012 (GAO-12-857): “Provid-
ers in Three States with Unpaid Federal Taxes Received over
$6 Billion in Medicaid Reimbursements”

g
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ANNUAL REPORT OR WHITEPAPER

GAO FLOOD INSURANCE

H H FEMA Needs to Address Data Q d Consider
mgMg EIESIIN Company Characteristics Whon‘::tyisi‘l:‘g its

m_-“"_‘.—:_“ Compensation Methodology

Why GAO Did This Study What GAO Found

Private insurers (WYO companies) sell  The Federal Emergency Management Agency (FEMA) has yet to revise its
and service flood polficies and adjust compensation practices for Wiite-Your-Own (WYO) companies to refiect actual
cisims for NFIP under an amangement  axpenses as required by the Biggen-Waters Flood Insurance Reform Act of 2012
with FEMA. In GAO-09-455, GAO wmmmamwhm FEMA continues 1o
mmum:d rely on industry “vao for other lines of

nsurance 1o set compensason rates for companies. Efforts by FEMA, the
data quality. The Biggest-Waters Act Naional Association of Insurance Commissioners (NAIC)—which collects dats

built on these recommendations and »
by ne of i from i and the WYO have
WFB‘:.'M” resued in some improvements 1o fnancal data on National Flood Insurance
m“mm Pwm(NFlmwmwmmrmnm&lGAelm
should be reimbursed. GAD was asked &0 o the g how FEMA foiic s
10 review the status of FEMA efforts. pos mnmtqwmm
This repoxt exsmines, smong othe data to NAIC that limil the usefuiness of these data for determining expenses
imsues, (1) the extent to which FEMA and setling compensation rates. For example, GAO analysis showed that
revised compensation practices, and adjusting for due 1o significantly reduced
(2) tradesoffs of potential stematives io  VWYO campany profits. C nlly, without quality data on actual expenses,
e WYO arrangement. GAO reviewsd FMWMMNWMIMBW&WM
lws and regulations, ansbyzed FEMA mmmnwm-waumm
data and data on expenses reporied 1o miuch profit WYO companies make and whether its nis are
NAIC for 2008-2014 (most recent w&mmmmwmmmnmmm
“WF::M“ address GAO 2009 ¢ wdaions ing data quality. GAO also found
NAIC officials, stakeholders the ways in which WYO companies operate, including how companies
orgarezations vath flood msurance compensate agents and third-party vendors (with which some companies
mmmgw mnmﬂu‘ctmu-dmemwdmﬁppddu)m
NFIP premium bases. TO COMPIE. 4 s FEMA Io more eflecivly develop s compensaion methodciogy
FEMA compensation with actual
GAD examined information ana determine the appropriste amounts to reimburse WYO companies as
mmm.-‘“mm required by the Biggen-Waters Ad.
from a second selecson of 10 WYO A dging to WYO panies and ciders, the nt WYO 0
companies (in this case, insurers and three polential allematives GAD identified all involve trade-offs. Private
mmn@:mm insurers become WYO comganies by signing a Financial Assistance/Subsidy
recetved about 80 percent of Arrangement with FEMA and FEMA annually publishes terms for participation in
campensalion in 2008-2014. the WYO program, induding will be paid for expenses. The
What GAO Recommends current arangement includes benefits for consumers rom compedtition
75 WYO comp but poses oversight challenges for FEMA
GAD maintains that its 2009 duehhel-pe ber of panies. The thvee p alternatives involy

recommendations remasin valid and will | FEMA contracting with (1) one or mare insurance companies 10 sell and service
help FEMA meet Biggenta/Vaters Act flood policies; (2) one vendor hat would sell policies hwough agents and

requirements. In this repert, GAO insurance companies would not be involved; or (3) muliple vendars to service
recommends fat FEMA take into palicies while g the WYO o 10 and sell focd policies. Al
account comparty characeristics when mmmwmrmmmmm
developing the new WYO or .“ mmgnmm:nwvwommy
“"M.m dives ciled as because of federal

agresd recommendation.

mnwmdmtwvommmu
u-aﬁxaﬁ—-mﬂ stakeholders GAO inferviewed prefered the ang because of its
8678 or cackieyaRgao.gov predictability and noled that this distic would 1] ge WYO

company participation.

United States Government Accountability Office




DATA OR STORIES + GOOD DESIGN = INFORMATION
RETENTION

@ GOAL SURPASSED

At least a 15 percent
reduction of our
members’ greenhouse
gas emissions from 2005
to 2020

In 2014, member greenhouse gas emissions, measured in carb

dioxide equivalents per ton of production, were 16 percent lower than
in the 2005 baseline year.

2005 2008 2010 2012 2014

READ MORE =




BREAK DOWN YOUR ARGUMENTS

EMPLOYMENT

International automakers directly employ 126,500 Americans. That's enough
to fill a Super Bowl stadium twice!




FACEBOOK LIVESTREAM

Offline and Online are becoming intertwined

‘Fé\ Public Affairs Council was live.
about 3 months ago - @

Communicating in the Age of Distrust.
Q0D 2 14 Shares 3.1K Views
i Like () comment /> Share @~

Comments Up Next

Comments (5) Most Relevant

‘ Laura Horsley - 18:15 love Loder's comment,
"target the influentials but treat everyone like
The New York Times"
O

Like - Reply - 13w

@ Janie O'Connor - 20:17 Thank you for the live
feed. Janie OConnor Johnson & Johnson
Like - Reply - 13w O

Brian Bernardoni - 14:46 We have a war room
in Chicago.
D>

LY

Like - Reply - 13w



EDUCATION PROGRAMS

Newsletters

IMPAC |

April 2018

Sign Up To Receive Impact

What Makes a Corporate
Crisis Stick?

lllegal campaign contributions. Sexual
harassment. Data hacks. We researched 21

Upcoming Events and Education

Who's Who ... Where

crisis scenarios to see how Americans would
respond. Read our findings.

New Members

Recent FPA Supporters

Highlight Member Engagement

Shift to Blog Format



EDUCATION PROGRAMS
Social Media

DA American Dental Association
d Published by Connect [?]- June 18 at 3:29pm - @

Zongressional support for the Action For Dental Health Act is growing! Ask
jour Member of Congress to support this critical piece of legislation.

The Action For Dental Health
Act now has over 55 Cosponsors!

ADA American
Dental
Association®

Amenca’s leadng
advocate for cral health

Support the Action for Dental Health Act

In 2014, an estimated 181 million Americans did not visit a dentist. In 2010, more
than 2.1 million people visited an emergency room due to unaddressed dental
pain.

Not everything needs to be a CTA

Serve as curator, not just a publisher.

American Dental Association
Published by Connect [?]- June 20 at 4:59pm - @

ADA.

Thank you to our supporters who, over the last two weeks, sent over 2,700
messages to Capitol Hill! #MedicalDeviceTax

Medical Device Tax Repeal
Passes in the House!

U.S. House approves device tax repeal

The U.S. House of Representatives on a bipartisan 280-140 vote June 18
approved a repeal of the excise tax on medical devices.

Boost Post

13,984 people reached
Unlike - Comment - Share
Most Relevant -

Y You and 172 others like this.

&> 34 shares



EDUCATION PROGRAMS

Webinars

HEALTH CENTER

Advocacy Network

Check out upcoming events below, and click here to view past events.

= Past Events

RSVP

June Pulicy & Aduucacy Update Webinar > February Policy & Advocacy Update Webinar

Wednesday, February 22, 2017 at 03:30 PM

Wednesday, June 21, 2017 at 03:30 PM VIEW MORE

Webinar

> HC Advocacy Launch Webinar

Wednesday, March 15, 2017 at 03:00 PM

_ _ _ VIEW MORE
NHCW Picture & Video Contest Webinar
Wednesday, July 19, 2017 at 03:00 PM
Webinar > March Policy & Advocacy Update Webinar
Join us to learn more about the NHCW Picture & Video Tuesday, March 21, 2017 at 03:30 PM

Contests on Wednesday, July 19 at 3PM Eastern.
VIEW MORE



EDUCATION PROGRAMS

Podcasts

NRF , 201 9 About Agenda k




GAMIFICATION

ARCHIPAC INTRODUCES THE ARCHIPAC GAMES CAMPAIGN!
GET IN THE GAME.... GIVE OR FUNDRAISE

ArchiPAC
Games — 708

Games end on General Election Day (November 6™ 2012)




USER GENERATED CONTENT

Top Videos

PwC Chicago team is #AuditorProud

PwC US

7 months ago + 1,712 views

Learn more at PwC.com - http://pwc.to/2ccNbMW Chicago-based PwC
Assurance senior associate Timothy Hegwood and team ...

PwC Washington DC team is #AuditorProud

PwC US

7 months ago « 813 views

Learn more at PwC.com - http://pwc.to/2ccNbMW DC-based PwC Audit
Associate Mike Underwood and team shares why they are ..

PwC Boston team is #AuditorProud
PwC US

7 months ago + 1,187 views

Learn more at PwC.com - http://pwc.to/2ccNbMV
Audit Senior Manager Heather Lombardo and tea




INCREASING ENGAGEMENT AT YOUR
ASSOCIATION

Key Takeaways

Listen: Emerging leaders might have a different perspective,
use that to your advantage. Use your data to focus on what
moves the needle.

Develop an advocacy culture: This involves top-down buy-in.
Use your emerging leaders to reinforce the “new normal’.

Optimize and Test: Digital provides the ability to test language,
test new approaches and capture necessary analytics.

O

Educate. Motivate. Recognize. Engage. Follow-up. Inspire.
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PAC SPECIALIST | NEXTGEN PROGRAM MANAGER
NATIONAL AUTOMOBILE DEALERS ASSOCIATION

{ @ Public Affairs Council




QUESTIONS
AND DISCUSSION
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CONTACT ME:
Nick DeSarno

ndesarno@pac.org
202.787.5971
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