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Today’s Agenda

> How Advocacy Roles Are Changing

> Outside Conditions Affecting Public Policy

> Tactics for the Modern Advocacy Professional
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What Describes What You Do?
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What Value Do You Provide?

Strengthen relationships

Provide insight and perspective on issues

Protect organization’s interests

Help pass/defeat bills that impact the bottom line

Implement policy goals

Channeling “cats” to make energy eftective

Amplity voices

Coordinate message for consistency
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2 of these areas is your biggest challenge in z

of engaged advocates

Misinformed public

Opposition from
lawmakers/regulatory
agencies

Lack of resources
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Skill Sets of the Modern Advocacy
Professional

®

Grassroots Communications Engagement

Advocate training and Digital and social Coalitions and alliances

education Infographics and visuals CSR integration

In-person engagement Message development Regulatory advocacy

Media engagement Senior executive
involvement

Leveraging influence

Q' odvoco

conference

grassroots e communications e engagement




Why Are Advocacy Professionals
Adjusting?

Low trust in big institutions
Continued domination of social

media

Shifting news consumption habits

Unprecedented
The Twitter Presidency Uncertainty

Rise of populism Polrical

Events

New lawmakers \ ,

Changing advocate demographic
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Condition 1: Low Trust in Big Institutions

Trust in All Four Institutions Declines

Percent trust in the four institutions of government,
business, media and NGOs, 2016 vs. 2017

I Trusted Two of four institutions distrusted

F m— e 4
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l Media # Government
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Condition 1: Low Trust in Big Institutions

How would you rate
the honesty and ethical
standards of...

Mid-level managers Employees of major
CEOs of major who work for major companies who are not
companies companies part of management

63 54

47 41 . ‘
8 o.__.— 15~ % 420 34‘% ‘"

@ High @ Average O Low @ Don’t know/Refused
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Condition 2: Continued Domination of
Soclal Media

Threequarters of Facebook users and half Monthly Active Social Media Users
of Instagram users use each site daily Worldwide:

Among the users of each social networking site, % who use
these sites ...

1. Facebook: 1.8 billion (Third Quarter
2016)

a1 Daily u Weekly Less often

Facebook 76 @ 15 N4

. Instagram: 600 million (December
Instagram 22 2016)

Twitter 2 | 2a JES . Twitter: 317 million (Third Quarter,
2016)

. LinkedIn: 106 million (April, 2015)

Pinterest

LinkedIn 18

. Snapchat: Unknown 100 Million Daily

CE. SUIvey congucted ivig
1 Madisa nidata Y E
1 Media upaate £U10

Source:; Statista

PEW RESEARCH CENTER
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Condition 3: Shifting News Consumption
Habits

Many Americans often get news from Key annual audience trends 2015 vs. 2014

digital media platforms

A Newspa A d lat
% of U.S. adults who often get news from ... spapers l [ aily circulation

combined average viewership

.. 0,
Television Cable TV ' 8% for prime-time news

Local TV news
Cable TV news

' i % 1%  evening news viewership
Mational nightly network TV news 0

8 29  moming news viewership
Digjtal
MNews websites or apps

Socialn Ingsites J 5%  late night news viewership
. l' 29 morning and early evening
Radio U viewership

. Sources. Pew Research Center analvsis of Nielsen Media Research, used underlicense; Pew
Print newspaper Research Center analvsi of Alliance for Audited Media data.
“State of the News Media 2016

Source: Survey conducted Jan. 12-Feb. 8, 2016
. PEW RESEARCH CENTER

PEW RESEARCH CENTER
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Condition 4: The Twitter Presidency
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Condition 5: The Rise of Populism
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Condition 6: New Lawmakers

72% Rs & 52% Ds Never Served Under a GOP President
70

60 -
House Members by Year of Arrival
50
40
30
20

10

0

Pre-1992 1992 1994 1996 1998 2000 2002 2004 2006 2008 2010 2012 2014 201¢

B Democrats M Republicans
M
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Condition 7: Changing Advocate Demographic

MAY 11, 2015 E

Millennials surpass Gen Xers as the
largest generation in U.S. labor force

U.S. Labor Force by Generation, 1995-2015

In millions

70

£ | [ —— Boomers

50
/// Gen Xers
40

a0

Millennials

20
10

0
1995 2000 2005 2010 2013 2015
Q1

Mote: Annual averages plotted 1995-2014. For 2015 the first quarter average of 2015 is shown. Due to data limitations,
Silent generation is overestimated from 2008-2015.
Source: Pew Research Center tabulations of monthly 19952015 Current Population Surveys, Integrated Public Use Microdata
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 skill is becoming more important in the exe

your job?
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Updated Communication Models

(;AO FLOOD INSURANCE

. = FEMA Needs to Address Data Quality and Consider
Hi g hl g hts Company Characteristics When R:Esing its
o zsumeon,  COMPEnSation Methodology

What GAO Found

The Federsl Emergency Management Ageney (FEMA) has yet i revise it
compenaation practiced for Wille-Your-Own (WYO) comgarees bo refiect seiual

expenses ag required by the Biggen-Waters Flood Insurance Reform At of 2012
{Biggenhaters Act), and as GAD recommendad in 2000. FEMA conlinues io

rely an insurancs induslry expense informalion for ofher lines of property
insurance 1o sel compensalion 1aes far WYD companies. Efforls by FEMA, the
Mational Assodiation of Insurance Comemissioners (MAICj—which collects data
by line of insurance from insurance companies—and the WYD companies have
resulied in some improvements io financial data on Maiional Flood Insurance
Program (NFIF) expernses thal WD companies repan ks NAIC. Bul GAD faund
incomnsisiencies among hivw 10 selected WD companies (which received about
60 pereant af ihe compenaatian FEMA paid in 2008-2014) repanied federal Noad
data b MAIC ihat limil he usefuness af thess data far Selermining experses
and setling compensation raies. Far example, GAD analysis showed that
adjusiing bor inconsisiencies due 1o unrepaned expenses significanily reduced
WD carmpany profits. Consequently, without guality data on achual expenses,
FEMA continuies bo kack ihe information it needs o incorporale aciual flood
expense daia inlo iis compensaiion mefodology & well as debermine how
much profit WD companies make and whether ils compensation payments are
appropdiale. FEMA has nal clarified whal oiher snalyses i wil Lndertake o
adiess GAD 2000 recommentalions canterming dala puslity. GAD alsa faund
umphmmwmmnp&u ineluding henw eompanies
abe agenls and ihird-party vendors [with wheeh Seme companies
mwmmmmuuuuwumwmm;m
alflect & company’s expensas and prafils. Considening comparty characieristics
weoiild allow FEMA 1o more efleciively develop iils compensaion
and delermine e approprisie amounts b reimburse WD companies &s
reguired by ihe Bigger-Valers Act.
According Lo WD companies and siskenclders, the current WYD arangement
and Ihiee peleniial shematives GAD identifed all invele trade-ofls. Private
insurers become WYD companies by signing a Financial Assistance/Subsid
Arrangement with FEMA and FEMA anrually publishes ierms rocmdpuhnh
the WYD program, induding armounts companies will be paid for expensas. The
eurent arangement includes benefits lor consumers am competiicn amoeng
approximalely 75 WYD companies, bul poses aversighl challenges for FEMA
due lo the large number of comparies. The ihree potential aliermalives invobe
FEMA contracting with (1) one or mare insurance companies fo sell and service
mpuus (2) Bne verdor Mal would sall policies IMough agenls and
mmmmmammmmnm
ing e WYD 1y ket snd s2il Nood pobes. Al
mepmnummmﬂhumemeummmwm
companies of vendors a8 flederal contractons, & stalus thal mes) WYO company

predictability and naled that tis charactenistic weuld continue la encourage WO the

corrany participation.
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Updated Communication Models

0 GOAL SURPASSED GREENHOUSE GAS EMISSIONS GOAL

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

In 2014, member greenhouse gas emissions, measured in carbon ‘ 2005 2008 2010 2012
dioxide equivalents per ton of production, were 16 percent lower than

GHG EMISSIONS

in the 2005 baseline year.

READ MORE -»

I’  American _ ‘ 7 ‘
MY Forest & Paper ‘
L. Association the
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Updated Communication Models

EMPLOYMENT

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

GlobalAutomakers rO %gxfggr?cg




Updated Communication Models

e Plan: Content calendars,
coordination

Curate and Develop: Optimize for
multiple platforms

Optimize and Measure: metrics
and analytics

Website. Blogs. Social Media.

Email. Earned Media. Print.
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Effectively Deploy Social Media
for Public Affairs

TOP

. Engage with grassroots advocates

. Develop policy and thought
leadership on social (CSR)

. Engage with policymakers,
reporters, influencers and public

. Intel gatherin
Reasons to Use J J

Social Media for . Understand the sentiment around
Public Affairs and your Issues

Advocac e
vocacy @ advocacy




Effectively Deploy Social Media
for Public Affairs

. Plan

. Platform

. People

. (P) Content

Ps of Social Media
for Public Affairs . Post
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Map and Manage Stakeholders

Latents

Monitor

Apathetics

Interest

Promoters

Keep Informed

Defenders




% View Backlinks
& View Sharers

§ Share

% View Backlinks
& View Sharers

§ Share

% View Backlinks
& View Sharers

o Share

% View Backlinks
& View Sharers

3 Share

ap and Manage Stakeholder

Sortby:  TotalShares =  Page10f6935

FACEBOOK LINKEDIN TWITTER PINTEREST GOOGLE+ TOTAL SHARES ‘ Nens
hd

EDIT ALERT

Name:

CURRENT FILTERS

Profiles: CALCOG, Caltrans, Califomia Chambers of Cormmence, Califomis

SHARES SHARES SHARES SHARES SHARES
High-Speed Radl, Texas High Speed Rad, Texas Growth

3 Twitter, News, Blogs, Videos, LexisNexis
@ e e ° e 3 Print, Newswire, Web Content, Transcript, Other

Threshold:

(o ) A —————
SO0O0O00O —
BuzzSumo Zygnal Labs
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Find the Right Messengers

 Build unlikely alliances to
build the groundswell

.@YourNuCara with @SteveKinglA at their Nevada, |A store,

(N G O S) discussing the value of pharmacy. #RxIMPACT Pharmac y Tour

e Person-to-person ot S 1

engagement
* Young professional " ‘
engagement
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he one word that you think describes what

Start the presentation to activate live content

If you see this message in presentation mode, install the add-in or get help at PollEv.com/app




Questions?
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